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"snt radio wonderful!

...says Les Cottrill of

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

their St. Louis Division Manager:

“An inquiry to station WLS and our follow-up

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

pullets that will arrive March 13. Isn’t radio wonderful.”

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

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

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

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

nation’s most prosperous and progressive people.

Better see your John Blair man...of contact

us, today...and start enjoying the kind of results

/az the

AGRICULTURAL
INDUSTRY

WLS can deliver for you and your products.

The
PRAIRIE
FARMER
STATION

GLEAR CHANNEL HOME of the NATIONAL BARN DANCE \  eMicAGO 7

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY JOHN BLAIR N\ & COMPANY
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WGAL-TV Goes on Maneuvers with
the 104th Armored Cavalry Regiment

WGAL-TV's Dave Brandt talks

with Captain William K. Ruth and |
Lt. James Webster of the 104th |
Armored Cavalry Regiment. ‘

o
When maneuvers were held recently at Indian-  the impressive story of how armored calvary
town Gap, Pennsylvania, by the 104th Armored = maneuvers are conducted. WGAL-TV’s many
Cavalry Regiment, WGAL-TV viewers were news programs cover a wide range of material,
able to follow the proceedings through the  keep its viewers well-informed on local — :
watchful eye of the camera. A WGAL-TV  national —and international happenings.
camera crew filmed the maneuvers, which in-
cluded howitzer tank firing, regular tank firing, we AL I v
and headquarters activities, for use on news - i
programs. As the pictures shown here indicate, Lancaster \
Pennsylvania -t
h ﬁl s, e . . . . . A -
the film made exciting viewing. With its accom A SteihranStation ‘*h
panying news story, it brought home to viewers Clair R. McCollough, Pres.
ot ek )
Represented by |
New York Chicago San Francisco Los Angeles
i
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STORY behind Democrats’ frontal attack on
GOP ad agencies and petition to FCC on equal
< time issue is that it stemmed from report
(categorically denied in responsible quarters)
that major advertisers are yielding choice
radio-TV time for Eisenhower spot adjacencies.
Even though FCC may not act, there’s thought
in some political quarters that stations may
be coerced into rejecting GOP timebuys and
that Republican drive thus could be slowed
down.

NOT PUBLICIZED at NARTB TV Code
Board meeting was quiet settlement of one
incident in which major advertiser agreed to
change visual commercials because of com-
plaint originating in high Washington source.

REPERCUSSIONS continued last week over
situation surrounding payment of mechanical
rights fees on transcription services to Music
Publishers Protective Assn., but there were
indications that confusion would be cleared
up without litigation. From Standard Radio
Transeription Services, which precipitated con-
troversy through announced plan to sell its
library services outright, came indignant denial
of reports that it is going out of business.
Milt Blink, executive vice president, said

changes in character of broadeasting business

necessitated change in its operations too but
that it had no intention of retiring from com-
petitive transecription arena.

NEGOTIATIONS of NBC TV Affiliates Assn.
committee on new affiliation compensation
plan will await further analysis of counter-
proposal presented to committee of five last
Monday in New York by NBC President
Joseph H. McConnell and executive group.
Following this study, to be made by Raymond
Welpott, WRGB (TV) Schenectady, who
drafted original proposal [B®T, Sept. 8], com-
mittee headed by Walter J. Damm, WTMJ-TV
Milwaukee, will make recommendation to affil-
iates group. Thought was that another meet-
ing of affiliates might be entailed prior to, or
at, Boca Raton NBC affiliates convention early
in December.

SHORTLY to be announced will be resigna-
tion of Edward R. Borroff, general sales man-
ager, of Westinghouse Radio Stations Inc.,
headquartered in Washington. Unannounced
is his planned activity after Nov. 1 when

v’resignation becomes effective.

TO SETTLE, at outset, issue of overlap in
TV raised by FCC in notifications to Crosley
stations and Steinman stations [Be®T, Sept.
22] both parties plan comprehensive rejoinders
to FCC. And chances are Commission will
sidetrack issue until it knows more about cov-
crage and propagation characteristics when
there is full channel occupancy in TV.

STEPHEN A. CISLER, veteran broadcaster,
s disposing of interests in midwestern and
castern stations to concentrate on operation
of KEAR San Mateo (Bay area) and KXXL,
new AM outlet at Monterey, to start before

@ car-end. Subject to FCC approval, he is

(Continued on page 6)
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NEGOTIATIONS BETWEEN
C & P, TARCHER

NEGOTIATIONS were still underway Friday
between Cecil & Presbrey, N. Y. (with $29
million billing), and J. D. Tarcher Co., N. Y.
(approximately $5 million), for possible
merger. Final decision expected within week.
This would mark third such combination of
agencies within past two months. Other two
were W. Earl Bothwell Co. joining Geyer Adv.,
and Owen & Chappell moving into Kenyon &
Eckhardt, N. Y.

AYLESWORTH FUNERAL

ELITE of broadcasting, advertising and en-
tertainment world, together with many of more
humble workers, turned out en masse Friday
to pay final tribute to Merlin H. Aylesworth,
first president of NBC (see obituary, page 30).
David Sarnoff of RCA, William S. Paley of
CBS, Niles Trammell of NBC, Bruce Barton
of BBDO, Spyros P. Skouras of 20th Century-
Fox, were among mourners at Campbell’s “Fu-
neral Church” in New York, as were such
former NBC executives as Frank E. Mullen,
A. L. Ashby, R. John Royal, Frank Mason and
Edgar Kobak, plus scores of others associated
with Mr. Aylesworth at some stage of his
long and active career.

Included in service, read by Rev. Ed-
ward M. Green of Christ Episcopal Church,
Redding, Conn., was tribute “written by a
friend,” which said, in part, “Deac Ayles-
worth had a rare genius for winning and hold-
ing friends. He loved congenial company and
was loved by it. His death creates a void for
all his former associates. What more can any
man ask as a memorial?”

CODE MEETING

NARTB Radio Standards of Practice Com-
mittee will meet in Washington Nov. 6 and
7 to consider among other things revision of
radio code, it was announced Friday. Com-
mittee is headed by John Meagher, KYSM
Mankato, Minn., and includes: William B.
McGrath, WHDH Boston; Carleton Brown,
WTVL Waterville, Me.; E. R. Vadeboncoeur,
WSYR Syracuse, N. Y.; Walter Wagstaff,
KIDO Boise, Ida.; Clyde W. Rembert, KRLD
Dallas; William Pabst, KFRC San Francisco.

deIE

BUSINESS BRIEFLY

PROMOTE NEW PLYMOUTH @ Chrysler
Corp.’s Plymouth Div. planning radio spot
campaign to promote introduction of 1953 car
Nov. 17. Daytime minutes and 20-second an-
nouncements will be used Wednesday, Thurs-
day, Friday and Saturday of that week, with
five spot per day per market, across country,
expected to be scheduled. Agency, N. W. Ayer
& Son, N. Y.

FILM SERIES @ Mennen’s Baby Powder,
through Grey Adv., N. Y., preparing five-
minute film series entitled Oh, Baby, with Jack
Barry, to be placed on spot basis starting Nov.
1. Number of markets to be bought still under
consideration.

25 MARKETS ADDED @ Procter & Gamble’s
Cheer, through Young & Rubicam, N. Y., add-
ing more than 25 markets to its radio spot
announcement list effective late October and
early November. Day and nighttime breaks
being used. Contract expected to be longer
than 13 weeks.

SPOTS FOR FORD @ Ford Motor Co.,
through J. Walter Thompson Co., N. Y., plan-
ning to introduce its new car with radio spot
schedule slated to start in December. List ex-
pected to schedule about same number of sta-
tions and markets as last year.

TURNER HALL NAMES @ Turner Hall
Corp. (Admiracion Deluxe Oil Treatment

(Continued on page 102)

DEMOCRATS BUY

DEMOCRATIC National Committee contracted
for nine half-hours over 64 DuMont television
affiliates to present talks by Presidential candi-
date Gov. Adlai Stevenson in 10:30-11 p.m.
EST time slot, starting this Thursday through
Nov. 3. Tentative schedule: Oct. 9, St. Louis;
Oct. 14, Salt Lake City; Oct. 16, Los Angeles;
Oct. 23, Cleveland; Oct. 25, Boston or Pitts-
burgh; Oct. 28, New York; Oct. 30, Pittsburgh
or Boston; Nov. 1, Chicago and Nov. 3, un-
decided. Contract negotiated through Joseph
Katz Co.

ABC-United Paramount Merger Opposed

MERGER of ABC and United Paramount The-
atres should be denied because of basic con-
flict of interests between radio-TV and movie
exhibition, FCC Broadcast Bureau recom-
mended in 170-page proposed findings on com-
plex Paramount case issued Friday. Document
was due to be filed today.

At same time, DuMont presented preposed
findings which also objected to merger.

Broadcast Bureau recommendations also
suggested denial of applications for licenses,
renewals and modifications of license of KTLA
Los Angeles, WBKB Chicago, WSMB New
Orleans and DuMont-owned WABD (TV) New
York, WITG (TV) Washington and WDTV
(TV) Pittsburgh. Broadcast Bureau contends
that Paramount Pictures’ 29% stock ownership
of DuMont is control.

Principal objection to permitting merger,

according to Broadcast Bureau, is conflict of
interests in competition for audience. This
would apply, it said, in theatres vs. radio-TV
network, theatre-TV vs. theatres, and theatres
and theatre-TV vs. subscription TV.

Assurances that ABC Division of merged
American Broadcasting-Paramount Theatres
Inc. would compete vigorously with theatres
division was discounted by Broadcast Bureau.
It referred to FCC Chain Broadcasting Report
statement that there is no such thin
ployes of one company competing witl
other.

Broadcast Bureau expressed fear that
rosed merger if approved would be S

(Continued on page 102)

for more AT DEADLIME turn page E‘}
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ABC CARD NO. 5 OUT;
TONI, LORILLARD BENEFIT

WITH “almost unanimous” acceptance by
affiliates, ABC’s new radio rate-and-discount
structure is being put into effect retroactively
to Oct. 1, network’s original target date (early
story, page 30), Charles T. Ayres, vice presi-
dent in charge of network, is announcing today
(Monday).

Changes, bringing ABC’s radio time charges
into line with those of CBS Radio and NBC
following revisions by those two networks, are
incorporated in ABC Radio Rate Card No. 5,
supplanting No. 4, and are explained in letter
being sent by Mr. Ayres to advertisers and
agencies.

Mr. Ayres said “both the Toni Co. and the
P. Lorillard Co. have already taken advan-
tage” of ‘“the vertical contiguous” feature of
plan. Explaining, spokesmen reported that
Lorillard had bought two Sunday night quar-
ter-hours under contiguous plan: 6:15-6:30
p-m. and 9:15-30 p.m., through Lennen &
Newell, N. Y., while Toni Co., which spon-
sored Break the Bank during summer, has
bought 9-9:15 a.m. Tuesday and Thursday
segments of Breakfast Club while extending
Bireak the Bank. Additionally, Toni Co. has
bought 8-8:30 p.m. Friday period, getting
“contiguous” benefits with Gillette, of which
Toni Co. is division and which sponsors Fri-
day night fights. Toni agency: Foote, Cone
& Belding, Chicago.

Mr. Ayres said affiliates’ reaction to pro-
posed changes was “magnificent” and “a clear
indication of their desire, together with ABC,
to stabilize radio rates on a national level.”
He voiced confidence that both ABC and affil-
iates will “benefit from (an) increased up-
surge in national network business. . . .”

In addition to average 259 reduction in
evening time charges (via new discount sched-
ules based on total weekly gross billings) and
average 5% boost in morning costs (no change
in afternoon charges), new plan contains “con-
tiguous rate” and discount and rebate features
which Mr. Ayres described as follows:

Vertical contiguity—Contiguous rates for non-
contiguous periods in units of time of 15 minutes
or more will be allowed between the hours of
7 am, NYT and 12 midnight NYT. For example, an
advertiser using a half-hour on Friday morning
can purchase a half-hour on Friday evening at
one-half the gross evening hour rate less the

applicable discounts, instead of at 609 of the
evening hour rate as heretofore.

Horizontal Contiguity—Contiguous rates for non-
contiguous periods in units of time of 15 min-
utes or more totalling at least 60 minutes per
week will be allowed between the hours of 6 p.m.
NYT and 10:30 p.m. NYT. For example, an adver-
tiser can purchase a quarter-hour strip four nights
per week at 100% of the gross evening hour rate
less applicable discounts, whereas heretofore, the
cost would have been 160% of the evening hour
gross rate less applicable discounts. Whereas this
policy has been in practice for sometime, it has
not previously been publicly announced.

The discount schedules outlined in Rate Card
No. 5 are based on the total weekly gross billings
of an advertiser using ABC radio facilities. An
annual rebate is provided for those advertisers
completing 52 consecutive weeks of broadcasting
and—recognizing that because of certain market-
ing conditions some advertisers prefer to suspend
broadcasting during the summer—an ‘overall’ max-
imum discount is provided in lieu of all other
discounts and rebates.

RCA DIVIDEND

RCA BOARD Friday at its regular monthly
meeting declared dividend of 50 cents per
share on common stock, payable Nov. 24, to
holders of record Oct. 17, and one of 87%
cents per share on preferred stock, payable
Jan. 2, 1953 to holders of record Dee. 15.
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In this Issue—

THE WEEK'’S hottest political dispute—
Democratic protests over the $2 mil-
lion saturation spot campaign assert-
edly planned for General Eisenhower—
lands in the FCC’s lap. At week’s end,
the Commissioners are juggling it in
hopes of avoiding burns. Page 23.

HOW MUCH national billing can TV
stations count on when TV is truly
nationwide? How much for those out-
side the 125 biggest markets, if Sidney
Dean, McCann-Erickson marketing ex-
pert, is correct in his predictions?
Page 2.

ANNUAL meeting of Assn. of National
Advertisers takes close look at radio-
TV rating methods and TV commer-
cials. Page 25.

RADIO outpulls newspapers better than
two to one in another Advertising
Research Bureau Ine. test, this one
in Lansing, Mich. Page 25.

RADIO revenue in 1951 was highest in
history, but profits dropped 15.7%
below 1950. Final, official financial
report is issued by FCC. Page 29.

NBC’s cheaper charges to advertisers go
into effect, with 1009: acceptance by
affiliates (Page 30). ABC follows suit
with “almost unanimous” acceptance
(Page 6). Mutual, only major net-
work that as yet has not figured out
its plan to meet the competition, is
still analyzing what the others have
done (Page 30).

NARTB will undertake nationwide eco-
nomic study of radio. Field work starts
in two weeks. Page 32.

POST - THAW comparative television
hearings begin at FCC. They’re the
first since 1948. Page 26.

RESTRICTIONS on radio reporting of
Walcott-Marciano fight arouse pro-
tests. INS has turned its attorneys
loose to find how to get rid of such
restrictions in the future. Page 69.

CENSUS figures on radio homes in
South Carolina and West Virginia
released. Page 42.

Upcoming

Oct. 6-7: NARTB Dist. 5 meeting, Hotel
Biltmore, Atlanta, Ga.

Oct. 6-10: Society of Motion Picture &
Television Engineers, 72d semi-annual
convention, Statler Hotel, Washington,
D. C.

Oct. 8-9: Second annual High Fidelity and
Audio Show, Broadwood Hotel, Phila-
delphia, Pa.

Oct. 9-10: NARTB Dist. 6 meeting, Pea-
body Hotel, Memphis, Tenn.

Oct. 9-10: Central Council, American Assn.
of Advertising Agencies, Drake Hotel,
Chicago.

(Other Upcomings, page 48)

Closed Circuit

(Continued from page 5)

selling his interest in WKYW Louisville to his
two associates, F. E. Sandford and Edwin Wel-
don, who will become equal owners; has dis-
posed of his minority interest in WXLW In-
dianapolis to group of fellow stockholders,
and will sell part of his minority holdings in
WXGI Richmond to Dave Wilburn, station
manager. He also operates KXKX (FM) at
San Mateo.

LATEST TACK, in educational TV campaign
of Comr. Frieda B. Hennock, is formation of
local citizen’s advisory committees to raise
funds for construction of edueational TV

stations. Campaigns have been launched in i

number of major markets, with leading eciti-
zens identified with communications, whether
set manufacturer or distributor, sought as
bellwethers. Sequel, it’s thought, will be drive
through JCET to continue reservations be-
yond normal one-year deadline on crest of
anticipated ‘“public pressure.”

FCC’s ORDER to halt processing of new con-
tested TV applications after Oct. 15 for un-
specified time to speed up handling of un-
contested bids for cities without service has
aroused neither pro nor con comment. An-
nounced fortnight ago, plan is based on thesis
that big backlog of hearing cases already
slated can’t be cleared soon anyway. Process-
ing of contested bids reached on city priority
list up to Oct. 15 won’t be affected.

DON'T BELIEVE reports that tie-up between
WOR-TV New York and WFIL-TV Philadel-
phia is nucleus of projected General Tele-
casting System TV network. GTS top execu-
tives state they’re two completely independ-

ent operations, noting that two-city hookup 1

is cable connection, whereas network will be
film project, at least to start. Now that GTS
has abandoned idea of producing films to con-
centrate on lining up sponsors, watch for
early announcement of GTS inaugural.

WILL PROSPECTS of long competitive hear-
ings induce some TV applicants to consider
mergers with competitors? If they do not
“marry”, only one can win, probably in fight
to finish in courts. On other hand, even after
competitors merge there is no assurance joint
bid won’t have to face hearing with new ap-
plicants. Several mergers already are on file,
others are in plans stage.

WHAT IS deadline on FCC consideration of
applications on channel-by-channel basis, which
mean automatic grants without hearing, when |
reached on various processing lines? Night !
before meeting staff makes check and those |
cases reached and which remain uncontested |
are then served up to FCC. If cases are held
over, because of agenda blocs, same process is
repeated before next FCC meeting to catch |
any late comers. =

EXAMINERS NAMED

APPOINTMENT of Thomas H. Donahue and
Annie N. Huntting as FCC hearing examiners
announced by Commission Friday. Mr. Dona-
hue, with FCC since 1948, most recently was
trial attorney in Broadcast Bureau’s Hearing
Div. Mrs. Huntting, who joined Commission
as associate attorney in 1934 shortly after its
creation, since 1951 has been trial attorney in
Services and Facilities Branch, Telegraph
Div., Common Carrier Bureau.

for more AT DEADLINE see page 102 .
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Offering Valuable Prizes
to Radio and TV Stations
- Carrying

“Spidce Fdairo/”

STARTS OCT. 11
CONTINUES THROUGH DEC. 31

Beautiful 1952 Nash Rambler Airflyfe Station
Wagon. Luxury-equipped with radio, condi-
tioned air system, foam cushion seats, direc-
tional turn signals, electric clock. Extra cargo

7 TO WINNERS
IN THE TV CLASSIFICATION:

1st Prize

Sound-Movie Camera—Auricon
Cine-Voice. Complete with sturdy
carrying case, accessories and extra
boxes of film. Plays on any 16mm.
sound projector. Operates from
house current or car battery. A
portable movie camera—with Holly-
wood sound!

2nd Prize

»==Tape Recorder—*““Minitape” Model
M5A. Completely self-contained,
battery-operated, portable unit.
Weighs only 13 Ibs. Uses 14" mag-
netic tape. Makes recordings of net-
work quality.

TO WINNERS
IN RADIO CLASSIFICATION:

st Prize

Portable Magnecord Recorder,
Model PT63 . . . plus Play-Back
Amplifier. Three heads for monitor-
ing from tape. Has Hi-Speed for-
ward. Engineered for professional
high-fidelity reproduction.

2nd and 3rd Prizes
“Minitape’> Model M5A Tape
Recorder—the one-man portable
recording unit proved in actual use
by more than 500 stations. '

In Addition, Winners Will Be Saluted in Full-Page
Ads in Broadcasting, Tide, Advertising Age.

Help the Kids Help Their Country. .. Promote
Space Patrol Blood Boosters! You'll Be Glad You Did

!' BROADCASTING ® Telecasting

space. lt's a Wonder on Wheels!

THE "'SPACE PATROL BLOOD BOOSTER”
PLAN IS ... A noncommercial public service
project, sponsored by Ralston Purina Com-
pany, to assist the National Blood Program in
obtaining sufficient blood required for national
safety. This is not a premium or box top offer.
The plan has the approval and cooperation of
the National Blood Program.

HOW TO ENTER THE PROMOTION CON-
TEST . . . Promote this plan in your local
area. We're sending you a complete kit of
material. Use it and your own good ideas to
make a success of this urgently needed public

service.

HOW WILL THE PRIZES BE AWARDED?
The prizes will be awarded to those sta
which, on the basis of documented evid
perform the most outstanding job of |

ing SPACE PATROL AND THE SF
BLOOD BOOSTERS.

October 6, 1952
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\ For 27 years
.  wdod

has had the largest

R,

listening audience and
the widest coverage of any
station in the Chattanooga

“marketing area.

AM=—5,000 watts
FM=44,000 watts

CHATTANOOGA’S PIONEER STATION

/V@Wd/l Representatives

Paul H. Raymer Company
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How many pounds
are pork chops}

o

150 Ibs.
[] 25 Ibs.
(110 Ibs.

As you see them at your meat store, pork this are center-cut pork chops.
chops are simply a choice cut of meat with a

That’s why vo r £ k ch
neat little handle of bone. B ek SO50 1OF ROLE CRORE

than for most other cuts of pork. For the
But as the meat packer buys them, pork price of each cut of meat (like the price of

chops are part of a ““package” that includes  just about everything else!) is determined
many less popular cuts as well as a lot of largely by how much there is of it and how
weight that isn’t “eatin’ meat”. much people like it.

A porker that weighs-in at the meat Economists call this the law of supply
packing plant at 240 pounds, shows and demand. Women call it “shopping”.
up at your retailers as 115 pounds of They compare, pick, choose. In a free mar-
fresh and smoked pork products and ket, their choice of the available supplies

35 pounds of lard. Only 150 pounds sets the values—whether it’s in pork or
altogether. And only 10 pounds of peaches; beef or bananas.

AMERICAN MEAT INSTITUTE
Headquarters, Chicago ®  Members throughout the U. S.
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ANY ADVERTISER CAN

AND
MOST ADVERTISERS SHOULD

...USE

EDWARD PETRY & CO., INC.
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SPOT RADIO LIST

WSsB Atlanta NBC
o WBAL  Baltimore NBC
« { Dallas :
wrin g a .las % NB(;
Ft. Worth ABC
THERE’'S AN KSO  Des Moines  ABC
KARM  Fresno ABC
ANSWER ; KPRC Houston NBC
KFOR  Lincoln ABC
TO THIS g KARK  Little Rock NBC
Bl e AL L ARBL RS KECA Los Angeles ABC
Mi li
QUESTION kstp yMinneapolis | o
The goal of the mark that asks a t St. Paul
. inted . No ‘b WsM Nashville NBC
question on a printed page is...an answer. No easy job, WIZ  New York ABC
considering that this curlycue hieroglyphic is inert, WSMB Ngv& Orleans  ABC
M ] WTAR  Norfolk NBC
cold and lifeless on the printed page. e i A
, WIP Philadelphia MBS
R 1 With radio, the me-to-you appeal of a real person, KPHO  Phoenix ABC
1 1ki iniect et . I KGW Porﬂ.andl,'Ore. ]:1e
really talking, injects warmth into every question. It WENL Richrhond' ABC
says “Won’t you try some today?” in a way that makes WOAIL" San Antonio NBC
h . T a 1 d i KGO San Erunci'sco ABC
the question alive and personal—and compelling. KOMO  Seattle NBC
KTBS Shreveport NBC
Y T P . d lot of KGA  Spokane ABC
ou can ask a 1ot of questions and get a lot of answers W_MAS Spﬁngfield CBS
with Spot Radio on any of these great stations. Get it? KVOO Tuisa NBC
KFH Wichita CBS
“Also represented as key
stations of the
TEXAS QUALITY NETWORK
O —
488 MADISON AVE. CHICAGO * LOS ANG
NEW YORK CITY 22 DETROIT * ST. LOUIS
MU 8-0200 FRAN
o

SIS R A
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TO BUY ON
THE MOST
POPULAR
STATION

99 OUT OF EVERY
100 YOU MEET

Here in the prosperous Toledo area the successful

businessmen use ‘WSPD in overwhelming preference
over. other stations. They know that for 32 years
WSPD has been the Voice Of Toledo, that it hcs
conslstenﬂy done the TOP radio - -selling” JOB -
Norfhwestern Ohio. cnd» Southern»Mlchngcn 99 out
ed erchants you meet, that

ies from WSPD first—

rom prove :performances it's the finest

g. dollar. Wlse men prefer
the: besf in. bourbon, beef; blondes and —broad-
cashng—und the best in Toledo is Ohio’s Pioneer

- WSPD. Sell this. BUYING. MARKET —check
cvcllablllhes first on the station that's FIRST in Sales
_then buy as Toledo merchants. buy—on WSPD,

=~ AM-TV

Storer Broodcasting Company

TOM HARKER. NAT. SALES MGR.. 488 MADISON AVE.. NEW YORK

Represented Nationally
by KATZ
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OHN H. MORSE, FRANK B. STEPHENSON, EDMUND J. SMITH,

THOMAS F. O'GRADY, EZRA McINTOSH and SHIRLEY F.
WOODELL elected vice presidents of J. Walter Thompson Co., N. Y.
Elected to same office in San Francisco are LOWELL E. MAINLAND and
GURDEN A. MOOSER and TOM R. COOPER in Los Angeles branch.

FREDERIC A. KUMMER, Van Sant-Dugdale, Baltimore, to Ross Roy,
Detroit, as copy supervisor on Dodge trucks.

STAN LEVEY, CBS Chicago sales staff, to Arthur Meyerhoff, same city,

where he is handling new business.

HAROLD O. HAYES transfers to Fuller & Smith & Ross, Chlcago, from
agency’s ‘Cleveland office, as account executive.

S S S S S S S NN S A S S S S A S S LSS S S SN S eSS RSN

on all accounts

T S S S S L S S L C SR C RS S S R ES S SN RS RS SR R R S N

¢ UESS there must have been
G a little Barnum in the
Baileys,” explains Joseph
Bailey, supervisor of Neptune Pro-
ductions, explaining a man’s career
that began with a Bachelor’s De-
gree in Philosophy and proceeded
to his current post as overseer of
the wide-flung productions and lit-
erary interests of Robert Mont-
gomery and John Gibbs, partners
in the Neptune firm.
Mr. Bailey received his Ph.D and
in 1934 a law de-
gree from the U.

of Chicago. He im-
mediately joined the
law office of his

father, Lloyd T. Bai-
ley, and the shingle
was widened to read
“Bailey & Bailey.”

Young Mr. Bailey’s
personal practice
was largely con-
cerned with radio,
since he represented
a number of produc-
ers and artists. One
client, Louis G. Cow-
an, Quiz Kids own-
er, asked Joe Bailey
to come in with him
to look over legal
problems and man-
age the show.

Mr. Bailey was with the Cowan
organization—then a Chicago en-
tity — from June 1939 until he
entered the USNR in April 1942,
where he served as lieutenant com-
mander until 1946. He rejoined Mr.
Cowan, as vice president and treas-
urer of the new company, Louis G.
Cowan Ine., with home offices in
New York. Mr. Bailey managed
the eastern operation.

Early in 1949 Mr. Bailey moved
to the Grey Adv. Agency, manag-
ing the radio and TV department,
and acting as agency producer and

BROADCASTING

Mr. BAILEY

director o. the Robert Montgomery
program.

When Mr. Montgomery entered
television production with his part-
ner, John Gibbs, and formed Nep-
tune Productions, the noted actor
and producer remembered Mr.
Bailey’s professional background
and he and Mr. Gibbs prevailed upon
Mr. Bailey to join their organiza-
tion as the production supervisor
on Robert Montgomery Presents.

Mr. Bailey’s duties consist main-
ly of management
and budget control.
He also manages the
John Gibbs literary
and talent agency,
negotiating and
drawing up all pro-
gram and talent
contracts. He is
chief contact be-
tween the office and
the two advertising
agencies (BBDO and
Needham, Lewis &
Brorby) which han-
dle the program on
alternate weeks.

As Mr. Montgom-
ery’s representative,
he personally super-
vises the two com-
pletely independent
creative teams that stage the shows
for the American Tobacco Co.
(Lucky Strike cigarettes) and for
S. C. Johnson Co., respectively.

Mr. Bailey is married to the for-
mer Eleanor Welch, who until last
March was assistant chief of for-
eign correspondence for Time and
Life International. They have two
children, Lucretia, 9%, and Peter,
6%. The family lives in Port Wash-
ington, L. I. Mr. Bailey, a member
of the neighboring Manhasset Bay
Yacht Club, relaxes whenever pos-
sible on his 84-ft. cruising sloop.

® Telecasting
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DALE R. ARVIDSON, TV production manager, Tatham-Laird, Chicago,
and NANCY LINGO, radio-TV copywriter, WMBD Peoria, Ill., to Mace
Adv., Peoria.

DOROTHY B. STEVENS, merchandising staff, Lever Bros., N. Y., to
Robertson & Buckley Agency, Chicago, on copy staff.

BRYAN WARMAN, J. M. Mathes Inc., N. Y., to Comstock & Co., Buffalo,
on executive staff.

KAY BROWN, timebuyer, Young & Rubicam, Chicago, transfers to New
York office.

CHARLES W. SHUGERT, Shell 0Oil Co., N. Y., to Benton & Bowles, same
city, as account executive.

CY NEWMAN, radio-TV director, Robert Isaacson Adv., Hempstead,
L. L., to Miller Adv., N. Y., in same capacity.

WILLIAM R. TAYLOR, assistant to general sales manager, William
Carter Underwear Co., Needham Heights, Mass., to plans—merchandising
staff, N. W. Ayer & Son, Phila. ROBERT MILLER added to agency’s art
department after two years service with U. S. Army. DONALD T. Me-
INTOSH, media staff, Kenyon & Eckhardt, N. Y., to Ayer’s office there in
radio-TV department.

EDWARD K. KEMBLE, Wolcott & Assoc., L. A., public relations firm, has
formed KEMBLE Co., 41 Hill Rd., Santa Barbara, to handle advertising
and public relations.

RITA JOAN WAGNER, account executive, Morey, Humm & John-
stone, N. Y., to Ellington & Co., same city, as copy supervisor.

MONROE CAINE and HERB MISHKIN, copy staff of Huber Hoge &
Sons, N. Y., named co-copy chiefs.

PETER FRANTZ, account service staff, Waldie & Briggs Inec., Chicago,
appointed copy director.

VAUGHN SHEDD, account executive, Caples Co., L. A., to Yambert-

Prochnow Inc., Beverly Hills, as vice-president and member of plans
board.

JEAN CONDIT, editorial staff, Vogue and the former Flair magazines,
to William H. Weintraub Co., N. Y., as member of copy staff.

A. WALTER SEILER, president, Cramer-Krasselt, Milwaukee, elected
to membership in Alpha Delta Sigma, national professional advertising
fraternity. -

BENJAMIN SHATTUCK, vice president in charge of merchandising,
James Thomas Chirurg Co., N. Y., appointed member of planning com-
mittee for marketing and merchandising group meeting of 1952 AAAA.

city.

HENRY J. KATZ, Benton & Bowles, N. Y., to William H. Weintraub Co.,
that city, as media space buyer.

SHORE Assoc. Corp., Hollywood, moves to 6520 Selma Ave. Telephone
is Hempstead 8154.

ROBERT F. BENDER, former sales and general manager, WKRC-FM
Cincinnati, to Haehnle Adv., same city.

FACTOR-BREYER Inc., L. A, moves to larger quarters at 607 S. Hobart
Blvd., same city, Telephone is Dunkirk 8-8111.

BROADCASTING ® Telecasting

PACIFIC NATIONAL Adv., Seattle, relocates at 2124 Fourth Ave., same .

"\GEORGE. P: HOLLINGBERY COMPANY, Notionl -

Prime Farm and Home Approach
for Rich Sales Yield . . .

Farm News
Couniry Fare 1

w
wh o

When you have a product or service to sell to farmers,
you can buy the oracle to Western New York farmers
at a remarkably-low cost per thousand figure. Case his-
tories will show these high-Pulse rated farm participation
programs have economically produced outstanding sales
results.

Tl

ANN and BOB KEEFE

Hometown is homey, real kin-folk kind of entertainment.
These popular gadabouts have projected their personali-
ties into every town in WHAM.-land to make friends for
the products and services they advertise. Pleased adver-
tisers admire them—their low cost per thousand and the
increase in sales they have built.

> Ask us about WHAM's high Pulse,
low cost per thousand coverage of the
rich 16=-county primary market where
most of the people listen 99.39), of ihe
time to WHANM.

The STROMBERG-CARLSON Stzz/0n
Rochester, N.Y.
Basic NBC - 50,000 wait

clear channel = 11

e 3 3
; I A D G By fﬂm
U P e ————

&
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WRBL-FIRST in share of audience . . .

Morning, Afternoon, Evening. FIRST in Rat-
ings . . . 115 out of 163 reported periods.
FIRST in coverage . .. 18.7% MORE COVER-
AGE than ANY OTHER advertising media.
In Columbus TV is “snowed in” and RADIO
is more effective than ever. The only way to
completely blanket the Columbus Trading
Area is with WRBL and WRBL-FM. Buy the
FIRST station in POWER, in PROGRAMS, i

PRESTIGE, in PROMOTION—WRBL.

COLUMBLS, GA.

WABL

&OLLINGBERY AND. WRBL-FM 46.2 KW

CALL
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SSO STANDARD OIL Co., N. Y., has added two more TV stations to

coverage of Your Esso Reporter-TV, bringing total to nine. New

stations are WMCT (TV) Memphis and WBTV (TV) Charlotte. Agency:
Marschalk & Pratt Co., N. Y.

DAWSONS BREWERY, New Bedford, Mass., signs for Files of Jeffrey

Jones, half-hour detective series, on WBZ-TV Boston and WJAR-TV ¥

Providence. Agency: Bresnick Co., Boston.

ANHEUSER-BUSCH Inc., St. Louis (Budweiser beer), to sponsor
quarter-hour documentary United World news-film program, Headlines
on Parade, in 42 markets. Agency: D’Arey Adv., St. Louis.

BLENSOL COLOR SHAMPOO, New Hyde Park, N. Y. purchasing
15-minute participation in Ruth Lyons TV 50 Club program for three-
market group on NBC affiliates in Cincinnati, Dayton and Columbus.
Agency: Dowd, Redfield & Johnstone, N. Y.

KIERULFF & Co., L. A. (distributor of Motorola radios), starts spot
announcement campaign on KLAC KHJ Hollywood, KGB KSDO and
KSON San Diego, for six weeks from Oct. 12. Agency: Hixson & Jorgen-
sen Ine., L. A.

RICH PLAN, L. A. (food freezer plan), renews Homer Griffith as The
Friendly Philosopher on KECA that city, KGO San Francisco and KUKI
Ukiah, five times weekly, transcribed quarter-hour, for 13 weeks from
today (Monday). Firm also started program on 12 stations for 13
weeks from Sept. 1. Agency: Calvert & Perry Adv., Hollywood.

/Vefwo'ué e 0o 0

MILLER BREWING Co., Milwaukee, will sponsor First Nighter starting
tomorrow (Tuesday) weekly on NBC radio, 10:35-11 p.m. Agency:
Mathisson Assoc., Milwaukee.

VCA LABS., Newark (Rybutol), sponsoring roundtable discussion by
sportscasters Marty Glickman, Bert Lee and Ward Wilson over Mutual
in 15-minute time periods immediately preceding and following network’s
World Series. broadcasts. First broadcast was Oect. 1, 12:45 p.m. EST.
Agency: Kastor, Farrell, Chesley & Clifford, N. Y.

FREE METHODIST CHURCH OF NORTH AMERICA, Winona Lake,
Ind., renews Light and Life Hour on ABC radio for 52 weeks from Oct.
26, Sun., 8:30-9 a.m. CST. Agency: Walter B. Bennett, Chicago.

SERUTAN Co., Newark (Serutan and Geritol), has renewed Life Begins
at Eighty on DuMont TV Network, Fri.,, 9-9:30 p.m. EST, for three
years, effective immediately. Program also is adding five stations to its
live coverage. Agency: Franklin Bruck Adv., N. Y.

SWIFT & Co., Chicago, renews Breakfast Club, 8:15 to 8:45 a.m. CST
portion, on ABC radio network from Oct. 20. Agency: J. Walter Thomp-
son Co., Chicago.

P. LORILLARD Co., (Old Gold cigarettes), renews Chance of a Lifetime
on ABC-TV, Thurs., 8:30-9 p.m. EST. Agency: Lennen & Mitchell, N. Y.

REYNOLDS METALS Co., Richmond and Louisville, to sponsor Do¢
Corkle on NBC-TV, Sun., 7:30-8 p.m. starting Oct. 5. Agency: Buchanan
& Co., N. Y.

TIDEWATER ASSOCIATED OIL Co., N. Y., renews for 10th consecu-

tive time Broadway to Hollywood on DuMont TV Network, Thurs., 8:30-9

p.m. EST for 138 weeks effective immediately. Agency: Lennen & Newell,

N. Y.

CAMPBELL SOUP Co. sponsoring TV version of Double or Nothing,
(Continued on page 50)

BROADCASTING ® Telecasting

e




and here’'s why...|

WISCONSIN’S MOST EFFECTIVE SIGNAL — WTMJ, with
5,000 watts, is first on the dial at 620 KC.

COVERAGE — Primary coverage alone blankets 628,916 of
Wisconsin’s total of 945,635 radio homes.

INCREASING LISTENERSHIP — Although more people in
Milwaukee and in Wisconsin listen to WTMJ than any other
station, WTMJ. continues to increase listenership. Current
WTMJ newspaper ad campaign, pointing up local shows and
personalities, includes three separate display advertisements
daily and Sunday, plus colorful, full-page ads in Roto Section
of Milwaukee Journal (circulation, daily, over 333,000; Sun-
day over 450,000).

Your Henry I. Christal Representative will help you plan a
successful campaign via WTMJ. Why not contact him now?

Represented by

THE MILWAUKEE JOURNAL RADIO STATION THE HENRY I. CHRISTAL ¢

5,000 WATTS ® 620 KC ® NBC New York e  Chicago
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some spots are better

o

For the best spot, at the right time, at the right place




>
%
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Whether it’s a doodle or a Dali—everyone has his own ideas about representing
art. But before drawing any conclusions about spot radio— RADIO STATIONS:
call your NBC Spot Radio Salesman.
N WTAM Cleveland
. o - B KOA Denver
He will show you how the coverage patterns of the six radio C WRC bt :
stations represented by NBC Spot Sales encircle 35% of all WIS R S 1
) N ) . WMAQ Chicago i
U. 8. radio homes. And how they deliver over one-third of a million KNBC  San Francisco i
more homes per day than any six competing stations covering
the same markets. (BRMB). - representing
F . TELEVISION STATIONS:
Your NBC Spot Salesman is a man you should know better., ..
| he will be glad to help you turn yo i i WPTZ  Philadelphia
| : g p.y your radio spot campaign B iy s
| into a media masterpiece. . WNBK  Cleveland.
. WNBW  Washington
WRGB Schenectady-
Albany-Troy
WNBT New York
. WNBQ  Chicago
SPOT SALES L !
30 Rockefeller Plaza, New York 20, N.Y. '}
' Chicago Cleveland Washington San Francisco j
Los Angeles  Denver  Charlotte*  Atlanta* i
T~ *Bomar Lowrance Associates 1




Point of Sale . . .

In addition to regular
coverage of agencies and
time buyers, may we re-
mind you that WRC Sales
Manager Jim Hirsch has
these

a busy telephone

days. Clients know that

WRC can produce.

An inquiry regarding
WRC availabilities

convenient as your tele-

is as

phone. Call either National
Spot Sales or WRC, wher-

ever you are.

Washington enjoys ex-
cellent position in the first
ten major markets in the

find
WRC's results are a telling

country . . . you'll

reason in these years of

hard selling.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

FIRST in WASHINGTON

WRC

9,000 Watts « 980 KC « 93.9 FM

Represented by NBEC Spot Sales
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13 ON’T be a LANOVOC!”
This provocative warn-
ing was directed at the
audiences of NBC’s WNBC and
WNBT (TV) New York in more
than 400 spot announcements and
station breaks
a fortnight
ago, and the
drive was con-
tinuing last

week.

Accompanied
in the case of
telecasts by a
picture of the
disrespectable
character in
question (see cut), the LANOVOC
warning was—as the stations got
around to explaining last week—
part of a teaser campaign calcu-
lated to help get voters to regis-

ter for the November elections.
The LANOVOC was first seen,

Lanovoc

and heard of, on Seot. 24, when
WNBC-WNBT launched the cam-
vaign. Then the calls from puzzled
listeners and viewers started com-
ing in, reaching a stage which was
deseribed as “terrific” by last Mon-
day, at which time telephone opera-
tors were reported to be “getting
a little unhappy about it.”

The LANOVOC name was ex-
plained on the air for the first time
last Tuesday, after which the
theme of the drive was changed
slightly to include not only the
warning against becoming one, but
also a detailing of reasons why
LANOVOC-dom- is a sad condi-
tion to reach. The campaign was
slated to continue till about Oct. 11,
the end of the election registration
period in the New York area.

What’'s a LANOVOC? He’s a
“lazy non-voting citizen.”
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ADIO—and Groucho Marx—

made the Elgin American

brand name famous. Mr.
Marx was a master at implanting
the compact and fashion acces-
sories firm’s name over a three-
year period in the minds of a huge
listenirg audience, according to
Dale Mehrhoff, 32-year-old ad-
vertising manager of the Elgin,
Ill., company. Mr. Mehrhoff, who
arrived at his present position in
only two years, also directs the
company’s sales promotion and
publicity activities.

He uses both radio and TV spot
on almost every gift holiday for
Elgin American, a division of the
Illinois Watch Case Co. Business
for the Elgin American line, which
includes compacts, cigarette cases,
lighters, carryalls, lipstick mir-
vovs, dresser sets, cultured and
simulated pearls, is billed through
Russel M. Seeds Agency, Chicago.

Mr. Mehrhoff and Elgin American
would like to use network on a
limited basis, but find such a pur-
chase beyond the ken and/or
maneuverability of the networks.
Interested primarily in the short
Christmas gift season, the com-
rany has sought to buy a vehicle
from four to nine weeks, or to
shars sponsorship on a 13-week
contract, but has found it im-
rossible thus far to achieve this
kind of flexibility in either broad-
cast medium.

In addition, television costs are
high, although they may “settle
down in a year or two.” TV, “a
very fine medium,” will be espe-

cially useful to Elgin American
when color arrives, he believes.

He concludes: “Television has
created a serious budgetary prob-
lem. Prior to TV, we could do a
good job with radio and printed
media. The advent of television
requires the use of all three, and
that takes a sizable budget.”

He contends TV talent costs are
priced more disproportionately
than time charges. Elgin Ameri-
can pioneered with the use of TV
one-shots, buying two-hour net-
work Thanksgiving shows on ABC
in 1948 and NBC in 1949, with
such high-priced stars as Milton

(Continued on page 42)

Mr. MEHRHOFF
. radio, Groucho and Elgin

BROADCASTING

PROMOTION BONUS
FOR SPONSORS...

FOUR EXTRA
SHOTS FOR
EXTRA SALES!

. CAR CARDS with

i sponsor credit appear
"’ throughout the year
and cover the entire '
city.

§ 24-SHEET BILLBOARDS

. blanket the complete
Philadelphia Market
area, promoting WIBG
programs.

WINDOW DISPLAYS
of sponsor’s products
face directly on Walnut
Street—downtown—
the only such display
on this busy thorofare.

DIRECT MAIL goes out
regularly to selected
dealer lists. Hard-hit-
ting broadsides pro-
mote sponsor’s cam-
paign and vurge store
cooperation.

10,000 Watts
Philadelphia’s
~ Most
- Powerful
~ Independent
e B
o VR‘g&io S
| Representatives
Reprodoniaiighi
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To sell
Soap
to inland

Californians

(and western Nevadans)

Soap or soup, the way to sell in inland California and western Nevada
is . . . on the BEELINE! It’s the five-station radio combination that

gives you ,
THE MOST LISTENERS More than any competitive combination of

local stations . .. more than the 2 leading San Francisco stations and
the 3 leading Los Angeles stations combined. (BMB State Area Report)

LOWEST COST PER THOUSAND More audience plus favorable Bee-
line combination rates naturally means lowest cost per thousand
listeners. (BMB and Standard Rate & Data)

Ask Raymer for the full story on this 3%2-billion-dollar market—inland
California and western Nevada.

McClatchy Broadcasting Company

KFBK KOH - KERN KWG KMmJ
Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC)
50,000 watts 1530 ke. 5000 watts, day; 1000 1000 watts 1410 kc. 250 watts 1230 ke. 5000 watts 580 kec. -

Sacramento, California  Paul H. Raymer, National Representative

watts, night 630 kc.

\ A million people listen to the

Beeline every day

BROADCASTING © Telecasting
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Emergency
EDITOR:

. The 1952 Marketbook . . .
was a tremendous help to me in
a large emergency. I don’t know
what I would have done without it.

Lillian Selb

Manager

Radio-TV Dept.

Foote, Cone & Belding

New York
% k%
Suggestion Box
EDITOR:

. I feel the need of some
service listing the approximate
date on which new television sta-
tions will get on the air.

Others may feel the same need
and you may find it a worthwhile
addition to your very worthwhile
magazine. It could be a small box
some place. Naturally, the changing
picture would always have to be
considered, but in the future it is

I

Ttve PBrartram

 SAN FRANCISCO

Q LOS ANGELES
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doubtful that there will be many
stations such as those in Denver
and Portland, Ore., that surprised
the entire industry with their
speed. . . .

Alex West

Radio-TV Director

Rhoades & Davis

San Francisco

[EDITOR’S NOTE: Thanks to Mr. West
for suggesting a feature which will be-
gin running in a few weeks.]

Crystal Ball

EDITOR:

In the Sept. 22 issue of BROAD-
CASTING ® TELECASTING, mention
was made of Al Liebert’s joining
the announcing staff of WICC

CHICAGO 0

Nelowork

ST. LOUIS o

|

MEMPHIS

DALLAS

resenting Radio and Televisien Stations

“New Haven.” In a sense, you are
jumping the gun on our future
plans.

For although we are currently
maintaining studios in Bridgeport
alone, our present plans contem-
plate the opening of studios in New
Haven as well . . . So rather than
contributing this as a blunt cor-
rection, it should point up an
elaboration of future plans .

Jay Hoffer
Sales Prom. Director
WICC Bridgeport, Conn.

. e

Dowery Data

EDITOR:
It would take a sizable load off

perroir  NEW YORK

(
CHARLOTTE

o
(%)

ATLANTA
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my mind if you could tell me just
how the Yale U. “grads” manage
each year to pick up the extra
$2,608.10 which is neither earned
nor unearned, according to the
figures you quote from Harper’s
Magazine on page 80 of BROAD-
CASTING ® TELECASTING for Sepf.
22,

It looks to me as though such in-
come would not be taxable, under
the present laws, if only because
there would be no place on the
form for reporting it.

Several people have mentioned
to me their interest in this type
of income, and I think you will
agree that the knowledge of how
to get it should not be confined to
a single graduating class of only
one American university.

H. H. Leland

Palos Heights, Il
[EDITOR’S NOTE: The trick is to
marry well. As the head of the family,
the average class member’s income was
$19,226.41, of which he earned $11,329.01
and took in $5,189.30 in unearned in-
come, as B.T reported. The other
$2,608.10 was income received by his
wife but not reported in the B.T story.]

* % %

This Is Radio?

EDITOR:

. When 1 say that radio is
its worst enemy, I cite examples
such as these. Certain networks
become panic stricken and with
one hand slash their rates and with
the other hand put out informa-
tion showing conclusively that more
radio sets are being sold every day,
more listeners, in fact, “radio is
bigger than ever.”

Recently, while driving in my
car, I tuned to an independent
station carrying a 15 minute pub-
lic service program concerning
veterans registering in this state
for their bonus payments. Before
and after the program, the loeal
announcer made announcements
instructing veterans what to do
in order to collect their bonus
payments. However, during the
narrative part of the program,
one of the actors stated, “How
did you find out, Jim, that they
were going to pay a bonus and
what you should do in order to
collect it ?”” The reply was, “I read
it in the newspaper.”

On Saturday, Sept. 20, a certain
radio network at 11 a.m. CDT,
carried a 30 minute play which
dealt with a candy store which
was located near a high school and
which had slot machines in the
establishment. When the parents
found their child was playing this
slot machine they decided some-
thing must be done about it and
so the story goes. The mother
says, “We must call the news-
paper and have them tell the peo-
ple about it.” This they did and
as the story goes received such
wonderful results that the father
remarked, “Well, you know the
power of the press.” This is radio?

William C. Smith
President
WBIW Bedford, Ind.
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Two more network feeds from the

South’'s boss salesmaker

With Quaker's "Aunt Jemima's Home Folks”" to CBS and
Locke Stove's "Duke of Paducah and The Opry Gang” to NBC,
WSM now originates twenty-five network programs weekly.

The fact that more and more smart national advertisers keep
drawing on the vast talent reservoir and equally impressive
programming and production facilities of WSM, means just
one thing:

Radio, WSM-style, has a freshness and an audience
appeal unequaled anywhere in America .. And an ability
to move merchandise which makes the South’s Boss
Salesmaker a must to any advertiser who wishes to

sell the Central South!

Strong words, but Irving Waugh or any
Petry Man can produce carefully docu- '
mented evidence to back them up. Nashville ... 650

Clear Channel 50,000 Waiis
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Like corned beef goes with cabbage

Page 22

A

Successful advertising goes with W-I-T-H just like corned beef goes
with cabbage! And how the local merchants do know it! W-I-T-H regularly

carries the advertising of twice as many of them as any station in town!

Here’s why: W-1-T-H delivers more-listeners-per-dollar than any other
radio or TV station in Baltimore. And this BIG audience, at such LOW

rates, produces low-cost results!

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

g = ¢
S~ IN BALTIMORE .

TOM TINSLEY, PRESIDENT C REPRESENTED BY FORJOE AND COMPANY

® Qctober 6, 1952 ' BROADCASTING ® Telecasting
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'DEMOS APPEAL T0 FCC

By JOHN W. OSBON

THE FCC last Thursday night was
put square in the middle of the
dispute between Democrats and
Republicans over the $2 million
saturation spot campaign asserted-
ly planned for General Eisenhower.

The National Volunteers for
Stevenson organization dispatched
a late evening telegram to FCC
Chairman Paul A. Walker calling
for “publication of all sponsoring
corporations which have agreed to
take part in this scheme, as well as
the names of all radio and TV sta-
tions participating.”

The petition, signed by George
Ball, executive director of the or-
ganization, charged that the GOP
spot plan—which was reported as
rejected and inoperative—‘‘requires
not only a great concentration of
money, but also the cooperation of
many large corporations who con-
trol the best hours of radio and TV
time through their large advertis-
ing programs.”

Quick Probe Asked

“Because the FCC is charged
with maintaining fair play on the
air waves, and because this secret
plan, if executed, would seriously
jeopardize the public interest, we
call upon the FCC to make an im-
mediate investigation and to take
appropriate steps to see that the
public interest is protected,” Mr.
Ball said.

The Democratic organization’s
wire capped a week of swiftly-
moving developments that put a
new complexion on not only adver-
tising practices and expenditures
of the Republican party but also
on the political campaign as well.

The storm that swelled up to
FCC level was brewing behind the
scenes all week, with mid-week
reverberations up and down Madi-
son Ave. in New York agency
circles and the final titanic blast
from Springfield, Ill., where it had
emanated at the outset with an
attack on “high-powered hucksters”
in the GOP ad ranks.

Foundation for the Democratic
onslaught and FCC protest was the
proposed but rejected $2 million
GOP radio-TV spot campaign
[BeT, Sept. 29], the plan for which
had “fallen” fortuitously into the
Administration’s hands. The Demo-
crats charged the “secret” blue-
print called for the GOP to “blitz”
the airwaves in 12 key states.

On GOP Radio-TV Plan

FCC Undecided on Its Stand

FACED with the hottest political potato so far in the
election campaign, FCC looked at the Stevenson commit-
tee protest Friday morning, but failed to come to grips

with it right off.

Individually, all save one commissioner protested there
had been no time to consider the matter, refused to
vouchsafe any opinion on whether there is any merit in

the Democratic clubs’ protest.

Idaho Republican Comr.

Rosel H. Hyde made no bones about his attitude—which
was that the Commission has no right to take any action.

Chairman Paul A. Walker said he had not thought it
through yet. Comr. Edward M. Webster said he had not
read the protest yet. Comr. George E. Sterling, a Maine
Republican, said he could not assay the protest because
he had just learned about it that morning. Comr. Hen-
nock declined to comment. Comrs. Walker and Hennock

are Democrats; Comr. Webster an independent.

Comr.

Robert T. Bartley, home ill, could not be reached.

Meanwhile,

it was learned that Westinghouse Radio

Stations have had a long term policy prohibiting the

acceptance of political spot broadeasts.

The policy is

based on the fact, according to Joseph E. Baudino, presi-
dent of WRS, that political issues cannot be discussed in
one minute. The Westinghouse policy seems to be the
exception to the rule. A check with ABC, CBS, DuMont
and NBC indicated that they would accept such spots for
their owned and operated stations. MBS, not owning any
stations, leaves such matters to its individual stockholders.

First inkling that the Democrats
might carry their case to the FCC
came with a statement by Paul
Porter, former FCC chairman, cam-
paign publicity director of the
Democratic National Committee in
1944, and now attorney with the
Washington law firm of Arnold,
Fortas & Porter. He issued a
veiled warning to stations that
they would invite “legislative re-
prisals” if they permit domination
of their airwaves by any one politi-
cal party. He warned against sell-
ing ‘“excessive amounts of time”
to any group.

Porter Tip-Off

Mr. Porter intimated the Demo-
crats could take the matter up
with the FCC if the party felt it
was deprived of the opportunity
to obtain equal time and providing
it could pay for that time. He cited
Sec. 815 of the Communications
Act.

- The attorney also recalled pro-
posals on Capitol Hill by members
of both parties suggesting that
stations be lawfully required not
only to provide equal time but also
without cost to either party. He

BROADCASTING ® Telecasting

warned that the industry might be
faced with such a reprisal—as a
cost of station “franchises”—if it
permitted itself to be dominated
by the “pursestrings” of any politi-
cal party. .

The question of paid political
time has been under study by the
Senate Subcommittee on Privileges
and Elections on Capitol Hill as a
means of modernizing campaign
procedures.

The question of equal political
time commanded studied delibera-
tions at Gov. Stevenson’s Spring-
field headquarters all day Thurs-
day, after the Porter statement, it
was learned

Sec. 315 of the Communications
Act requires that any station of-
fering time to one party—whether
paid or free—extend an equal op-
portunity to the other. As with the
question of libel protection, legis-
lation for which Congress side-
tracked this year, broadcasters once
again are caught up in another
dilemma not of their own making,
authorities quickly pointed out.

The Volunteers’ organization
had charged that large corporations
‘“control the best hours” of radio

and television time. It should be
noted however, that the responsi-
bility for permitting pre-emption
of time rests with stations alone.

The group hinged its appeal
largely on the claim that ‘“the au-
thenticity of this plan has been
publicly confirmed by the principal
author,” Michael Levin, described
as in charge of creative radio-TV
production for Erwin, Wasey & Co.
Mr. Levin strongly indicated that
he had drawn up the plan out of
“labor of love of my interest im
politics and for a friend.”

Mr. Levin strongly indicated to
reporters at a news conference he
had summarily called that he is a
supporter of Gov. Stevenson.

The “friend” is Rosser Reeves,
executive with Ted Bates Co., which
announced the original plan. Mr.
Reeves said he hired Mr. Levin
to draft the blueprint. There was
a question of whether Mr. Levin
had been reimbursed for his effort,
and conflicting statements. The
Bates agency reportedly prepared
the spots under directive of the
National Citizens for Eisenhower
Committee.

In his telegram to Chairman
Walker, Mr. Ball said he would
mail copies of the plan which he
said originated with a “small group
of wealthy Republicans and is de-
signed to give the Republican party
an overwhelming advantage in the
final weeks of the Presidential cam-
paign.” Mr. Ball continued:

The scheme contemplates an abuse
of public credulity by presenting syn-
thetic programs designed to deceive

(Continued on page 100)

THE McFARLAND ACT,
which became law last July
[BeT, July 21], among other
things prohibits broadecasters
from charging political can-
didates more than “the
charges made for comparable
use of such station for other
purposes.”

That means that a politi-
cian, political group or po-
litical party is entitled to the |
same base rates and
discounts that wou
advertisers selling

this clause, received at
BROADCASTING ® T
prompted this clarific
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Mr. Dean

A marketing expert says national advertisers will be spend-
ing $750 million a year in TV by the end of 1954, but most
of the money will go into the 125 biggest markets. Sta-
tions elsewhere will have to tap local and regional accounts
for the primary sources of revenve.

FOR the national advertiser, tele-
vision will become a national me-
dium when it is operating in the
125 primary U.S. markets, Sidney
W. Dean Jr., vice president and
director of marketing services, Mec-
Cann-Erickson, New York, said
last week.

The other 1,150 localities where
TV allocations have been made
will “provide important frontier
opportunities to local and some
regional advertisers, but their
value to national advertisers will
be impaired by the naturally higher
costs of the added unduplicated
markets,” he said.

Mr. Dean spoke before the Assn.
of National Advertisers convention
in New York (see other story,
opposite page).

If his predictions turn out to be
true, by far the major portion of
national advertisers’ TV budgets
will never go beyond the 125 big-
gest centers of population. TV sta-
tions elsewhere must get business
from sources closer to home.

Cost Problem

The primary 125 localities con-
tain 78% of the U.S. population
and 809% of all retail sales. To
broaden his TV coverage into other
areas, the national advertiser will
have a big cost problem on his
hands.

“For example,” said Mr. Dean,
“inclusion of the next largest 250
markets will add only 9% net un-
duplicated potential audience to the
primary 125 markets.” The ques-
tion will be: Is the extra cost worth
the extra audience? And the ques-
tion will be even more pointed
after the national advertiser has
begun footing the bill for TV in
the first 125 markets.

Mr. Dean guessed that the total
TV expenditures of national adver-
tisers in the 125 big markets by
the end of 1954 will run at an an-
nual rate of $750 million—far more
than they now spend in any me-
dium and a substantial increase
over the current rate of their
spending in TV, about $415 mil-
lion a year.

By the end of 1954, the 125 pri-
mary markets will contain 26,800,-
000 TV homes, 21,600,000 of them
in the 63 pre-thaw markets and
5,200,000 in the 62 new TV areas.
Though it will present a mass audi-
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ence for the advertiser’s message,
television will have to do more.
“In the final planning of budget
capabilities,” said Mr. Dean, “we
must turn primarily to television’s

capacities for carrying a greater

share of the selling load in all other
marketing channels, at all market-
ing levels.”

TV’s potential for carrying “a

heavier share of total marketing

responsibilities” has been proved,
he said. “Television’s even greater

potential for higher-impact, lower
cost, creative effectiveness is well
known to this audience.”

If used well, TV is “capable of
earning the $750 million outlay
which its projected growth could
claim by December 1954,” he said.
“This increase of $350 million over
the current 1952 level of television
expenditure represents only 5% of
the current expenditure by manu-
facturers for all forms of selling
effort, which total $2 billion for
advertising, $1.5 billion for sales
promotion and $4.5 billion for per-
sonal selling.

“It represents less than 29 of
the total selling expense of retail-
ers, which it is capable of energiz-
ing, supplementing and partially
supplanting.”

As TV goes nationwide, tele-

HOW MUCH NATIONAL BILLING CAN TV COUNT ON?

casters will wish to “scrutinize the
competitive trend of . .
said Mr. Dean. “Wise rate policies
which take into consideration not
only audience costs per 1,000 but
such factors as the rigidity of time,
frequency and volume requirements
can also open up new advertising
revenue sources.”

TV must price itself to attract
medium-sized national advertisers.
In 1951, Mr. Dean pointed out, TV
networks obtained 699% of their
time revenues from the 100 largest
advertisers, of which the smallest
spent $1.9 million in space and
time, and only 31% from all other
national advertisers. The objec-
tive should be to make TV possible
for more national advertisers in
the smaller budget class.

*Excluding post-thaw stations.

Television Now™

$415 million

markets 125
part of total
U. S. population 78%
in TV range
part of total
68% U. S. retail sales 80%
in TV range
TV homes
18,300,000 26,800,000

annval spending

in national TV adv.

. . . and by the end of '54

$750 million
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RAD’O, TV TRENDS Highlight ANA Meeting

THREE radio - television topics
charting future trends in television,
evaluating TV commercials and ap-
praising current radio and TV rat-
ing methods highlighted the 43d
annual meeting of the Assn. of Na-
tional Advertisers in New York
Sept. 29-Oct. 1.

Some 350 leading advertising ex-
ecutives, who attended the sessions
at the Hotel Plaza, heard a talk on
Tuesday afternoon by Sidney W.
Dean Jr., vice president and direc-
tor of marketing services, McCann-
Erickson Inc., on “Surveying the
New Frontiers of Television” (see
opposite page).

At the opening session Monday
J. Ward Maurer, director of adver-
tising, the Wildroot Co., was elected
chairman of the association. He
succeeds Wesley I. Nunn, advertis-
ing manager, Standard Oil Co.
(Indiana). Ben R. Donaldson, di-
rector of advertising and sales pro-
motion, Ford Motor Co., was elected
vice chairman. Paul B. West was
re-elecied ANA president.

Re-elected to the board of direc-
tors were: Henry Schachte, direc-
tor of advertising, Borden Co., and
George Mosley, vice president in
charge of advertising and sales pro-
motion, Seagram Distillers Corp.
(three years). Elected to the board
were; Ralph Harrington, advertis-
ing manager, General Tire &
Rubber Co.; R. A. Applegate, as-
sistant director of advertising, E. I.
duPont de Nemours & Co.; George
Oliva, director of advertising, Na-
tional Biscuit Co. (three years);
William Brooks Smith, director of
advertising, Thomas J. Lipton Inc.,
and Harry J. Deines, general ad-
vertising manager, Westinghouse
Electric Corp. (one year).

Selling Messages

In a speech entitled “What
Makes Television Commercials
Click?,” Leyton Carter, of the
Gallup & Robinson research firm,
reported Tuesday on the results of
an analysis of several hundred tele-
vision shows and a like number of
TV commercials made by his com-
pany. The survey, he reported,
showed size of audience and proof
of exposure to commercials are
subsidiary considerations in weigh-
ing their effectiveness.

“The registration of selling mes-
sages is perhaps the most impor-
tant single factor which impact
provides. Without the transmis-
sion of selling messages which are
important to the viewer, little buy-
ing urge is created. It is at this
level of measure that we find our
great spread, and correspondingly,
the great opportunity for alert ad-
vertisers,” he said.

Developing the theme that “reg-
istration of selling messages” is the
paramount factor, Mr. Carter
argued against the contention that
a large audience is necessarily an
important consideration. He in-
gisted that his firm’s research did
not. support this attitude. He said
“‘some programs with relatively
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low popularity reach a greater
number of viewers with commercial
selling arguments than some with
high popularity.”

In similar vein, Mr. Carter de-
flated the value of “proof of ex-
posure to commercial” as a yard-
stick of its pulling power. He as-
serted the Gallup & Robinson’s re-
search indicated certain advertising
techniques will effectuate the re-
membering of a commercial but
“will fail to register any selling
message.”

In a slide demonstration, Mr.
Carter discussed some advertising
approaches which had proved not-
ably effective or weak. He cited as
an example of effectiveness ‘those
commercials which stressed brand
superiority and contrasted this with
the poor performance of the

“straight sell” method.

Myr. Carter noted that com-
mercials which contain demonstra-
tions of brand superiority, portray-
ing how a product works, how it’s
made and why it’s better, appear
to “add up to a very fine selling
job.” ;

But the “straight selling” tech-
nique fails, Mr. Carter said, be-
cause he felt it accepts the premise
that ‘“people will work to get the
picture story . . . and visualize
product advantages and features
without help.”

“One of the difficulties in this
approach is the fact that the ‘pic-
ture’ side of the medium does little
work,” Mr. Carter explained.

Use of the “before and after”
technique has proved successful in

(Continued on page 101) -

Mr. MAURER
. new ANA chairman

RADIO'S G

ANOTHER victory for radio as a
retail sales producer has been re-
corded by Advertising Research
Bureau Inc. in a test made three
weeks ago by Sears, Roebuck & Co.
in Lansing, Mich. The same amount
of money spent with WILS Lan-
sing and with the Lansing State
Journal, according to a preliminary
ARBI report, resulted in radio out-
pulling newspapers better than two
to one, whether measured by traf-
fic or sale volume.

There were several unusual fea-
tures about this ARBI test. First,
the advertised item, a Hollywood
divan, retailed at $49.88, an excep-
tionally high price for test mer-
chandise. Second, these divans
were not special sale merchandise,
but standard items made in Lan-
sing and carried by the store as

kS

part of its regular furniture stock.
Third, the sale days, Thursday to
Saturday, Sept. 11-13, coincided
with the store’s annual anniver-
sary sale, biggest event of the
store year, which began on Friday.

The divans used as the merchan-
dise for the radio-newspaper test
were advertised with a 50-inch
newspaper ad, Sears’ only ad in
the paper that day, on Wednesday,
and with four spots that day, nine
on Thursday and ten on Friday on
WILS. The divans were also fea-
tured in a display in a main win-
dow of the store.

Despite the concentration of all
the newspaper appropriation in the
Wednesday edition, with radio get-
ting only four announcements that
day, on Thursday, first day of the
sale, radio produced as much traf-

Fs

Preliminary Summary of Results

Test items: Hollywood Divan—Sears, Roebuck & Co.—Sept. 11-13, 1952,

Lansing, Mich.

Radio Newpaper Both Other Total

Traffic 16 7 6 16 45
% of Traffic 35.6 15.5 13.3 25.6 100.0
1t No. Purchasing

Merchandise 6 4 2 1 13
1 % Purchasing

Merchandise 37.5 57.1 33.3 6.3 18.9
t % Dollar Value

of Purchases 55.7 24.8 6.6 12.9 100.0

% of Traffic by Medium, by Day
Thursday 37.5 37.5 12.5 12.5 100.0
Friday 34.8 13.0 17.4 348 100.0
Saturday 35.8 ‘7.1 7.1 50.0 100.0
% of Traffic by Medium, by Resident

In City 93.8 100.0 83.3 75.0 86.7
Outside City 6.2 16.7 25.0 13.3

(+) These figures include all purchases made in the survey area by customers
who were interviewed.

® Telecasting

ANDSI.AM In Lansing ARBI Test

fic to the item as the newspaper
did, each delivering 37.5% of the
total. On the succeeding days radio
pulled far ahead of the paper, pro-
ducing 34.8% of Friday’s traffic to
13.0% for the paper, and on Satur-
day accounting for 35.8% to the
newspaper’s 7.1%.

Overall, radio brought 16 cus-
tomers in to look at the divans,
according to their answers to the
ARBI interviewers, while the news-
paper ad induced only seven read-
ers to inspect them. The purchases
made by the radio-created traffic in
the store amounted to 55.7% of the
total, while the newspaper readers
brought in spent only 24.8% of
the total. Six divans were bought
by the radio-created customers,
only four by the newspaper-created
traffic.

Walt Dennis, commercial man-
ager of WILS, said that this test
has changed him from one of
ARBI’s severest critics to one of
its strongest supporters. “Knowing
what radio.could do, I never saw
any sense in spending money to
prove it again,” he said. “But now
I realize that in breaking down the
traditional prejudices of retailers,
who ecan scarcely believe there is
any way to advertise except in
newspapers, the ARBI te
one of the greatest assets a st
has.”

When he proposed f
to Kenneth Lamblin, g
ager of Sears’ Lansing
Dennis reported, I
that no further tests
to convince him and
now on radio will I
medium for the store
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FIRST POST-THAW TV HEARINGS

THE FIRST comparative hearmgs
on television applicants since Sep-
tember 1948 started last week in
Washington as four applicants
began formal competition for two
vhf channels at Denver and a dozen
Portland, Ore., applicants initiated
proceedings involving one uhf
channel and three vhf channels.

The hearings, all being held in
Washington, are the first involving
some 185 applicants thus far slated
for competitive hearings by the
Commission since commencement
of processing of TV bids in July.

Contesting applications are being
heard on a channel-by-channel
basis as set forth by FCC in its
temporary processing procedure
and Sixth Report and Order [B®T,
April 14].

Because of the large backlog of
hearing cases already designated
or notified—and in order to expe-
dite processing of uncontested bids
in cities now without TV service—
the Commission a fortnight ago
ordered that after Oect. 15 for an
unspecified limited time, no addi-
tional contested applications would
be processed [B®T, Sept. 22]. This
amendment of the temporary proc-
essing procedure will not affect
hearing cases in hand at that time,
it was pointed out.

The Denver applicants are pre-
senting their cases to FCC Hear-
ing Examiner James D. Cunning-
ham while the Portland proceed-
ings are before Examiner Elizabeth
C. Smith.

Competing Applicants

Competing for vhf Channel 7 at -

Denver are Aladdin Radio &
Television Inc. (KLZ) and Denver
Television Co. (Wolfberg theatre
interests). Seeking vhf Channel 4
are KMYR Broadeasting Co. and
Metropolitan Television Co. (Bob
Hope and Mayor Quigg Newton
and associates). The latter re-
cently bought KOA Denver for $2,-
250,000 from NBC [B®T, Sept. 1].

In the first two days of the
Denver testimony, with KLZ wit-
nesses leading off, two significant
issues came to the fore:

©® Anti-trust violations. Both
Channel 7 applicants include motion
picture principals.

@ Legality of provision in CBS
Radio contract providing for first
refusal rights for TV affiliations.
Also legality of affiliation agree-
ment made more than six months
before station begins operating.

In the Portland proceedings, the
first hearing now underway con-
cerns uhf Channel 21. The facility
is requested ‘at nearby Vancouver,
Wash., by Vancouver Radio Corp.
(KVAN), and at Portland by Mt.
Scott Telecasters Inc. (KGON).

About Oct. 15 the Portland vhf
Channel 12 hearing is slated to
commence before Examiner Smith.
Competing applicants are Oregon
Television Ine., headed by ship
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LINEUP of KLZ principals before hearing began (1l to r): Messrs. Terry,
McCaw, Huffman, Gamble, Gould, Pierson and Ricketson.

2

builder - industrialist Henry A.
White; Northwest Television and
Broadcasting Co., whose president
and one-third owner is John D.
Keating, half owner of KYA San
Francisco, KPOA Honolulu and
KILO Hilo; and Columbia Empire
Telecasters Ine., partly owned by
KPOJ Portland and the Portland
Oregon Journal, with majority in-
terest held by Wesley I. Dumm,
sole owner of KSFO and chief
owner of KPIX (TV), both San
Francisco.

The Portland vhf Channel 6 hear-
ing is slated to commence Nov. 10
and involves the applications of
KXL Broadcasters (KXL); Mount
Hood Radio and Television Broad-
casting Corp., new owner of KOIN
there, and Pioneer Broadcasters
Ine. (KGW).

The final Portland heading, for
vhf Channel 8, is scheduled to com-
mence Dec. 1. Applications in this
proceeding include Westinghouse
Radio Stations Inc. (KEX); Port-
land Television Inc., headed by
Ralph E. Williams Jr., local busi-
nessman; Cascade Television Co.,
comprised of several local business-
men and David McKay, chief owner
of KOLO Reno and KORK Las
Vegas and part owner of KGYW

*

-

*

Vallejo, Calif.; and North Pacific
Television Inc., principally owned
by KING-AM-FM-TV Seattle, in
turn controlled by Dorothy S.
Bullitt.

In both the Denver and Portland
proceedings, all of the respective
channel hearings were formally
“opened” on Wednesday and en-
gineering exhibits were exchanged.
Further proceedings then were re-
cessed in most cases until later
dates as detailed hearings got
underway for initial channels in
each city. In the Denver proceed-
ings, the two Channel 7 contestants
entered exhibits in the record and
agreed on stipulations.

It was estimated that the Denver
hearings will require about a month
to complete. The Portland pro-
ceedings will consume some three
months, probably running into 1953.

Also complicating the Portland
cases are petitions pending before
the Commission for enlargement
of issues of the hearings in several
respects. It had been hoped that
these would be settled before
Wednesday, but as of late Thurs-
day FCC had -not reached final de-
termination.

One policy question involved in
the change of issues controversy is

*

HUDDLE of Denver Television Co. team around President Wolfberg
(center, seated) | to r: Messrs. Constant, Plotkin, Wolfberg, Morris-
sey and Nikoloric.
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Start at FCC

whether comparative consideration
should be allowed respecting pro-
posed coverage of specific popula-
tions and areas. FCC’s Broadecast
Bureau opposes such consideration
on the ground it was accounted for
in the final allocation plan of the
Sixth Report and the standards
provide no method for computing
such specific coverage.

This issue is not peculiar to the
Portland cases, however, and the
conflict pends in several other
proceedings also designated for
hearing in the near future [BeT,
Sept. 1]. Numerous petitions and
oppositions have been filed with
respect to enlargement of issues.

Shadow of anti-trust proceedings
hung over Denver applicants for
Channel 7 there, when Albert J.
Gould, secretary of Aladdin Radio
& Television Ine. (KLZ-AM-FM)
was quizzed concerning the anti-
trust suit brought by Cinema
Amusement Inc. against 20th Cen-
tury-Fox, RKO and Loew’s-MGM.

This suit resulted in a $300,000
damage judgment against the’ film
distributors earlier this year. The
Denver U. S. District Court held
that the distributors had conspired
to withhold first-run films from the
Broadway Theatre in Denver,
owned by Cinema Amusement Ine.

Principals of Cinema Amusement
Inc. are Harris P. and John M.
Wolfberg, father and son, who are
also principals of Denver Tele-
vision Ine., opposing KLZ for
Channel 7.

Principals in KLZ are Harry E.
Huffman, formerly manager of Fox
Denver Theatres, and Frank H.
Ricketson Jr., president of Fox
Intermountain Theatres. Mr. Gould
is secretary of both these corpora-
tions and also other subsidiary
companies, which are owned by
National Theatres Inec. National
Theatres Inc., until Sept. 28, was
owned by 20th Century-Fox, which
was forced to divest itself of the-
atre ownership under the terms of
the 1949 Supreme Court decision
and subsequent consent decrees.’

Anti-Trust Issue

As soon as Denver Television
counsel brought up the anti-trust
issue, KLZ counsel objected. Ex-
aminer Cunningham overruled the
objection, but stated that he did
not propose to permit the retrial
of anti-trust suits in the hearing.

KLZ counsel also alluded to an
anti-trust suit for $300,000 dam-
ages brought last week by Denver
drive-in theatre operator Kar-Vue
Theatre Inc. against six Wolfberg-
owned theatres and distributor
United Artists Ine. Complaint
alleged that United Artists refused
to grant second-run film rights to
Kar-Vue-owned Monaco Drive-In
Theatre because of an agreement
it had with the Wolfberg-owned
theatres.

Second highlight of first two
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days of Denver hearing involved
the legality of a provision in the
CBS Radio-KLZ affiliation contract
which gave CBS first refusal rights
on TV affiliation when and if KLZ
received a TV grant.

It is understood that Denver
Television used CBS affiliation as
the basis for its proposal for net-
work operation in its application.
It also set forth proposed non-net-
work operation.

Hugh B. Terry, president and
general manager of the KLZ sta-
tions, was questioned at length on
his understanding of FCC chain
broadcast Sec. 3.658 (c¢) which pro-
hibits affiliation contracts from
being made more than six months
in advance of a station’s operation.

At issue also was a Sept. 30
letter from CBS Vice President
Herbert Akerberg agreeing to a
CBS affiliation if and when KLZ
received a TV grant.

Fight for Rights

In case of conflict with theatre
TV, Mr. Terry said he would
always fight for rights to broad-
cast for home TV sporting events
and other spectacles and public
events. This was in obvious refer-
ence to the theatre connections of
some of the major KLZ stock-
holders. :

Mr. Terry testified that the KLZ
staff had visited and studied at
least 55 TV stations. Members of
the KLZ staff had put in 6,544
hours on TV, Mr. Terry estimated.
Some had actually worked in TV
stations, he said.

Asked about the NARTB TV
Code, Mr. Terry replied that the
proposed KLZ-TV would follow the
code, but that it would not be con-
trolling. It would be used as a
guide, he explained.

He also stated that KLZ had an
agreement with KMYR by which
the latter, if successful in getting
a TV grant, would lease half of
KLZ’s Lookout Mt. antenna site
and tower, for $3,000 a year. In
the event KLZ were unsuccessful,
and KMYR were successful, KMYR
agreed to buy the site for $25,000.

Total cost for facilities for the
proposed KLZ-TV operation will be
$575,779, the KLZ exhibit showed.
Studio space is to be leased, at
$1,000 per month. Payroll for 57%
persons will amount to $247,260
per year. Estimated annual opera-
tions will cost $626,848. Estimated
revenue will be $624,207.66 for the
first year, and $1,109,849.04 for the
second year. KLZ-TV will start
with a $350 Class A one hour time
charge. Its 72.5 kw radiated power
will cover 765,167 people.

Exhibits revealed that KLZ’s
gross revenue in 1950 was $809,-
409; in 1951, $927,509; in 1952,
$943,655. It estimated that in 1953
the gross would be $976,409 and in
1954, $746,000—by which time its
TV station should be operating at
full power.

Cost of KLZ-TV would be met
with $250,000 loan from American
National Bank of Denver, it was
shown, with co-signers as Messrs.
Huffman, Ricketson, J. Elroy Me-
Caw and Theodore R. Gamble.

EN ROUTE to Portland proceeding
is Henry A. White, president-part
owner of Oregon Television Inc.,
uhf Channel 12 applicant.

These four stockholders also agreed
to lend the company up to $150,000
each if necessary for TV, agree-
ment showed.

Mr. Huffman is chairman of the
company and with his wife owns
13.3% of the stock. He is also 66%
owner of Winters - Huffman drug
store chain. Mr. Ricketson is treas-
urer and a 13.6% stockholder.

Mr. McCaw is a vice president
and 20% stockholder. He owns
KRSC Seattle and KORC Mineral
Wells, Tex.; holds a 50% interest
in KYA San Francisco, KELA Cen-
tralia, Wash., KPOA Honolulu and
KILA Hilo, Hawaii; 337 % interest
in KYAK Yakima and KALE
Richmond, both Washington.

Mr. Gamble is a vice president
and 20% stockholder. He has a
43.5% interest in KOIN Portland,
Ore., and KJR Seattle, Wash., and
a 49% interest in KCMJ Palm
Springs, Calif. He and Mrs. Gamble
own 79% of Gamble Enterprises
Inc. which is 509% owner of Stand-
ard Theatres Wisconsin (26 the-
atres in that state). Gamble En-
terprises also owns a theatre in
Akron and one in Youngstown,
Ohio. Mrs. Gamble has a 309% in-
terest in a small ecircuit of four-
and-a-half theatres in California.

In addition to his position with
Fox Intermountain Theatres, Mr.
Ricketson is also 50% owner of
Atlas Theatre Corp., which owns a
number of theatres in small
Colorado towns. He is treasurer
of Aladdin.

KLZ-AM-FM was bought from
the Gaylord-Bell interests by the
Aladdin group three years ago for
$1 million [B®T, March 21, 1949].
It operates on 560 ke with 5 kw.
Mr. Terry, who is a 16% stock-
holder, has been with the station
since 1940.

Scheduled to testify in behalf of
KLZ’s operating policies, follow-
ing Mr. Terry, were prominent
Denver citizens—Dr. Irvin Hinds,
Judge Philip Gilliam of the Juvenile
Court, Dr. Roy Hinderman, deputy -
school superintendent, and John
Vivian, former Colorado governor.

Counsel for KLZ is Theodore A.
‘Pierson, Pierson & Ball.

In addition to Mr. Wolfberg, who
is president and 34% stockholder,
other Denver Television Ine. prin-
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cipals are F. Kirk Johnson, Texas
oilman, 20% and first vice presi-
dent; James M. Stewart, 20%:;
Dr. Wilford W. Barber, physician,
10%; Sterling C. Holloway, Texas
attorney, 10%; Max G. Brooks,
banker, 5%. ;

Mr. Wolfberg was accompanied
at the hearing by L. A. Nikoloric,
minority stockholder and attorney;
and second vice president; A. H.
Constant, formerly KRON-TV San
Francisco program director, to be
general manager of the Denver
Television station if granted, and
Tom Morrissey, former KFEL-TV
Denver chief engineer, to be tech-
nical director.

Counsel for Denver Television is
Harry M. Plotkin, Arnold, Fortas
& Porter. This is Mr. Plotkin’s first
case before the FCC since leaving
the Commission 16 months ago.
He was assistant general counsel
in charge of the Broadcast Divi-
sion of the Law Dept.

FCC counsel at the Denver pro-
ceedings is Robert W. Rawson, as-
sistant chief of the Broadcast
Bureau Hearing Division. Jerome
Padberg is engineer.

At the Portland Channel 21 hear-
ing, engineering evidence was pre-
sented by both Mt. Scott Tele-
casters and Vancouver Radio Corp.
Dwight D. Loomis, Portland con-
sulting engineer and professor at

Lewis & Clark College there, testi-

fied concerning the Mt. Seott pro-
posals while Howard T. Head, con-
sulting engineer with A. D. Ring
& Co., Washington, testified in be-
half of Vancouver Radio.

The Mt. Scott witness offeréd an
exhibit containing a tabulation of
cities which would receive service
from the proposed station but fol-
lowing objection by Vancouver Ra-
dio counsel, it was revised to show
cities within the Grade A and B
contours without
specific service.

Thursday Sessions

On Thursday non-engineering
presentation began with testimony
on corporate details by Mt .Scott
Secretary-Treasurer Priscilla K.
Adams. Her husband, Irwin S.
Adams, president of Mt. Scott, was
to testify Friday. They are chief
owners.

Besides pending request for en-
largement of issues regarding com-
parative consideration of areas and
populations to be served by the
Channel 21 applicants, FCC’s
Broadcast Bureau has petitioned
the Commission to inject an issue
concerning potential interference to
KPOJ and KPAM Portland because
of the adjacency of the proposed
TV antennas to the towers of the
AM stations.

Legal counsel for Mt. Scott are
Ralph H. Owen and Hessel E.
Yntema Jr. of the Washington law
firm of Clinton H. Hester. Counsel
for Vancouver Radio are John P.
Hearne, San Francisco, and Norman
E. Jorgensen, Washington.

The FCC Broadeast Bureau Hear-
ing Division is represented at the
proceeding by James O. Juntilla,
attorney. John E. Doane and Louis
Light are engineers.

reference to -

COMPETITORS agree on BeT,
although opponents in TV. (L tor):
Fred F. Chitty, secretary-part
owner of Vancouver Radio Corp.
(KVAN), seeking Channel 21 at

Vancouver; and Mr. and Mrs.
Irwin S. Adams, president and
secretary - treasurer, respectively,

and majority stockholders in Mt.
Scott Telecasters Inc. (KGON),
seeking Channel 21 at Portland.

ATTENTIVE listeners at Port-
land hearings arve J. E. Baudino
(1), vice president and general
manager of Westinghouse Radio
Stations Inc., Channel 8 applicant,
and C. Howard Lane, president of
Mount Hood Radio & Television
Broadcasting Corp., Channel 6 ap-
plicant and new owner of KOIN
Portland.

EMERGING from Portland Chan-
nel 8 proceeding are Cascade T

Tele-

e

visicn Co. President George C.
Sheahan (1), 10% owmner, and Vice
President David [ Yy, 380%
owner. Myr. McKay is chief owner
of KOLO Reno and KORK Las
Vegas and 49% owner, KGYW
Vallejo, Calif.
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TAYLOR NAMED

As an MBS Director

J. GLEN TAYLOR, vice president
of General Teleradio, who in May
left an executive post with General
Tire & Rubber Co. to join the
O’Neil broadcast
enterprises to
work on the co-
ordination of the
company’s radio
and TV interests
[BeT, May 261,
was elected a di-
rector of MBS at
a meeting Tues-
day of the net-
work’s board.

In what a net-
work spokesman -described as an
“gnusually routine” meeting, the
board announced no other action.
Problem of adjusting Mutual rates
to remain competitive with the
other nationwide radio networks,
which have recently instituted rate
and discount adjustments lowering
their nighttime charges to adver-
tisers, was discussed at length but
no plan was determined, pending
completion of an analysis of the
plans of the other networks, now
underway.

Mr. Taylor

Attending Meeting

Meeting was attended by MBS
president and chairman, Thomas
F. O’Neil; Frank Schreiber, WGN
Chicago; Willett H. Brown and
Ward Ingram, Don Lee Broad-
casting System; Theodore C. Strei-
bert, president, General Telecast-
ing System; H. K. Carpenter,
WHK Cleveland; Benedict Gimbel
WIP Philadelphia; William H.
Fineshriber Jr., executive vice
president of MBS; James E. Wal-
len, MBS secretary and treasurer,
and Mr. Taylor.

Lever Names Neubert

H. NORMAN NEUBERT, mer-
chandising manager of owned and
operated stations division of NBC,
has been named brand advertising
manager for Lever Brother’s Surf
and Swan. Before his NBC affilia-
tion in 1950, Mr. Neubert was pub-
lic relations manager at R. H.
Macy Co., New York, for seven
years.

Strictly Service

WEEKLY sponsored pro-
gram without commercials
was reported by WPAC
Patchogue, L. I. Sponsored
on Sunday at 2-2:30 p.m. by
Long Island realtor, Walter
Shirley, program contains
club notices, birth, wedding
and organization announce-
ments and recorded musiec.
Show is designed exclusively
for residents of 10,000-acre
Shirley (L.I.) realty develop-
ment and is paid for as a
community service.
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“Why, hello Senator, I haven’t seen you since the Gathings inquiry.”

RINSO, SPRY

Lever Bros. Switches Agency
Handling the Accounts

LEVER Brothers Co., New York, has appointed Hewitt, Ogilvy, Benson
& Mather and Foote, Cone & Belding, New York, to handle the Rinso
and Spry advertising, respectively, effective Jan. 2. Lever Brothers has
withdrawn these accounts [CLOSED CIRCUIT, Sept. 28] from Ruthrauff

& Ryan, New York, which had
handled Rinso advertising for 25
years and Spry for 17 years.

The combined billings of both ac-
counts is said to be about $9 mil-
lion, with 609 of that advertising
budget going into radio and tele-
vision. Ruthrauff & Ryan, how-
ever, will continue to handle the
Canadian advertising of Lever
Brothers.

This move on the part of the
soap company marks the second
major account that Ruthrauff &
Ryan has lost this year. The first
big blow came when Dodge Div.
of the Chrysler Corp. went over
to Grant Adv. early last spring.

Agency Since Start

R & R handled Spry from the
time of its inception around 1935.
The first advertising budget for
the account was allocated to a
network radio show entitled Aunt
Jenny on CBS. The program, on
the air for the product for the
past 17 years, is still on the same
network. It currently is heard five
times weekly, 12:15-30 p.m. on
CBS Radio. Spry also participates
in alternate sponsorship with Surf
on Hawkins Falls on NBC-TV,
5-5:15 p.m. five times weekly.
Latter product is handled by N.
W. Ayer & Son. In addition, Spry,
along with Rinso, underwrites the
Big Town program on CBS-TV,
Thursday, 9:30-10 p.m.

Rinso, which has been with R &
R for the past 25 years, currently

*
sponsors Arthur Godfrey, along
with Pepsodent (MecCann-Erick-
son) on CBS Radio and Big Town.
The reason for this latest shift
is said to ke due to a personal dis-
pute among top level executives
with the agency and advertiser.

REBROADCAST RULE

Effective Date Delayed

FOR the third time, the FCC post-
poned for 30 days to Nov. 1 the
effective date of its bitterly-con-
tested rebroadcast rules.

No reason was given for the de-
lay in putting into operation the
controversial regulation which was
adopted May 14 and scheduled to
go into effect July 1 [B®T, May
19]. It is presumed, however, that
the Commission staff is still study-
ing petitions from NARTB, CBS
and NBC for repeal of the rule.

In summary, the rule proposed
that stations must permit the re-
broadcast of its signals upon re-
quest unless a good and sufficient
reason existed to deny permission.
The new regulation would also re-

- quire stations which denied requests

for rebroadcast rights to file with-
in 10 days a statement of its
reasons for denial with the FCC.
This would result in the pirating
of programs and put an undue bur-
den on refusing stations, it was
alleged.

SCHEINER UPPED

To Head FCC Rules Div.

ARTHUR SCHEINER, 35-year-
old assistant chief of the FCC
Broadcast Bureau’s Rules and
Standard  Div.,
was named to
head the division,
succeeding Paul

Dobin, who re-
signed early last
month to enter

private law prac-
tice [B®T, Sept.
8].

Mr. Scheiner
has been second-
in-command of Mr. Scheiner
the division since October 1951.
Before then, he was a general
attorney in the Renewals and the
Motions Branches of the Broad-
cast Div., and the Safety and Spe-
cial Services Div., FCC Law Dept.
He joined the FCC after five years
with the Army during World War
II.

He was born in New York City
in 1917, received an A.B. degree
from New York U. in 1937, and
an LL.B. from Columbia Law

"School in 1940.

BARRERE TO BAB

In Member Service Post

APPOINTMENT of Claude Bar-
rere as director of member service
of BAB was announced last week
by Bureau President William B.
Ryan. The appointment was effec-
tive Oct. 1.

Mr. Barrere, for the past five
vears head of his own program
sales organization, formerly was
manager of syndicated sales for
NBC’s Radio Recording Division
and also served as assistant pro-
motion manager of NBC’s WEAF
New York (now WNBC).

He is secretary of the Radio & -

Television Executives Society, the
new organization formed through
the merger of the Radio Executives
Club of New York and the Ameri-
can Television Society, both of
which he also served as secretary.

In his BAB post he will be re-
sponsible for membership promo-
tion and service.

Willys-Overland Buy

OPENING 23d consecutive year on
CBS Radio Oct. 19, weekly 11%
hour broadcasts of New York Phil-
harmonic Symphony Orchestra will
be sponsored by Willys-Overland
Motor Corp., Toledo (Sunday,
2:30-4 p.m. EST). Contract for
the 28-week series was announced
by Ward M. Canaday, president of
Willys - Overland, and Adrian
Murphy, CBS Radio president. The
Philharmonic has been unspon-
sored on CBS Radio since 1949.
Prior to that it was sponsored
from May 1943 through April 1947
by U. S. Rubber Co., and by
Standard Oil Co. (N. J.) in 1948-
1949. Agency for Willys is Ewell &
Thurber Assoc., Toledo.
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$450.4 MILLION T0 AM-FM

RADIO revenue in 1951 was the
highest in history—$450.4 million,
a 1.8% increase over revenue in
1950—according to the official
financial report released last week
by the FCC.

Of the $450.4 million total reve-
nue of seven radio networks and
2,241 stations, $404.5 million was
from time sales and $44.6 million
from sale of programs or program
services. (The approximately $1.2
million difference between the
$450.4 million total and the sum of
time and program sales was reve-
nue reported by 66 independent
FM stations and was not broken
down between time and program
sales.)

Local time sales in 1951—$214.5
million—showed a healthy gain of
5.6% over that class of business in
1950. Spot time sales were $119.5
million in 1951, up 0.6%. National
network time sales fell off 9.6% to
$113.9 million. Regional network
sales were up 17.7% to $4.6 million

-and miscellaneous network sales up

30.1% to $3.8 million. (Figures for
local and spot are before deduction
of commissions to agencies and
representatives.)

Despite the increase in gross
business, total radio profit (before
federal income tax) dropped to
$57.5 million, 15.7% below income
for 1950.

The total revenues of radio in
1951 far outdistanced those of TV
—$450.4 million to $235.7—but
there was not as big a gap between
the two as far as profits were con-
cerned. TV profits in 1951 (before
federal income taxes) were $41.6
million, almost three-fourths of the
radio earnings last year. [For full
TV financial report, see BeT, Aug.
25].

Income of the four national and
three regional radio networks (and

TABLE |

BROADCAST REVENUES, EXPENSES, AND IN-
COME OF NETWORKS AND STATIONS OF

RADIO* AND TELEVISION BROADCAST
SERVICES
1950-1951
Per Cent Increase
or (Decrease)
Service 1951 1950 In 1951
($ Millions)
Total Broadcast Revenves
Radio $450.4 34445 1.3
Television 235.7 105.9 122.6
Industry Total $686.1 $550.4 24.7
Total Broadcast Expenses
Radio $392.9 $376.3 4.4
Television 194.1 115.1 68.6
Industry Total $587.0 $491.4 19.5

Broadcast Income
(before Federal Income Tax)

Radio 2 $ 575 §$ 68.2 (15.7)
Television 2 41.6 9.2) 800
Industry Total $ 99.1 $ 59.0 68.0

{ ) Denotes loss.

1 Includes AM and FM broadcasting.

2 Networks engaging in joint radio-TV oper-
ations have indicated that certain overhead
expenses not readily allocable between
radio and television, have been charged to
radio. To the extent that this has occurred,
the above figures may understate radio in-
come and overstate television income.
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their owned and operated stations)
plummeted 46.8% below 1950’s
profit margin—to $10.1 million.
Total income of all other stations

was $47.4 million, off 3.7% from
1950.

Though income of the industry
as a whole sagged in 1951, the

% x . % :

TABLE Il

AVERAGE BROADCAST EXPENSE PER STATION OF 2,063 RADIO STATIONS 1, CLASSIFIED BY
TOTAL BROADCAST REVENUES

Stations with Broadcast Revenues of:

Type of Expense Over $500,000 $100,000 - $500,000 Less than $100,000

o~ - - —— ~ o
T €9 I3 £g r] £T
: &8 s 88§ &
B = =
4 K 3 LS
Stations serving as outlets for nation-wide networks 2
Technical $121,119 17.5 $ 29,050 16.8 $12,185 19.2
Program 257,540 37.2 53,418 31.0 20,778 32.8
Selling 91,029 13.2 25,963 15.0 7,589 12.0
General and Administrative 222,133 32.1 64,203 37.2 22,840 36.0
Total $691,821 100.0 $172,634 100.0 $63,392 100.0
A ge brouad re s
per station $907,549 $200,680 $68,648
Average broadcast income @
per station $215,728 $ 28,046 $ 5,256
Number of Stations 92 621 396
Stations not serving as outlets for nation-wide networks
Technical $120,311 16.9 25,774 16.2 $10,178 18.1
Program 254,571 35.8 49,779 314 18,569 32.9
Selling 129,730 18.2 25,109 15.8 7,356 13.0
General and Administrative 206,674 29.1 58,168 36.6 20,319 36.0
Total $711,286 100.0 $158,830 100.0 $56,422 100.0
Average broadcast revenues
per station $870,192 $176,136 $59,390
Average broadcast income 2
per station $158,906 $ 17.306 $ 2,968
Number of stations 24 275 655

1 Stations included have time sales of $25,000 or more. Excludes 66 FM-only stations.
2 Excludes owned and operated stations of networks.
¢ Before Federal income fax.

TABLE 111

AVERAGE PER RADIO STATION BROADCAST REVENUES AND BROADCAST INCOME 2 IN 1951
CLASSIFIED BY YEAR LICENSED AND BY CLASS AND TIME OF STATION

Average per station

Class and time of 1951 1951

station Number of stations Broadcast revenues Broadcast income *
s B =
g2 32 g3
=8 g =5 -3 5 .
LI S S | B B
g g5 ] &3 g2 5
S0 iy i e =9 e

Clear channel:

50 kw
Unlimited 60 2 $1,061,582 ...... $228415 ...
Part-time 4 2 996,073 ...« 148,482 = .....

5 to 25 Kw
Unlimited 31 17 389,024 200,126 71,178 (6,605)
Part-time 3 3 296,063 175,482 72,338 28,349

Regional:
Unlimited 368 226 302,197 149,479 55,832 10,691
Part-time 36 295 189,753 85,971 17,97 7,313
Local:
Unlimited 291 481 128,723 77,220 17,671 7,122
Day and part-time 11 13 633 8 66,577 1,584 4,139
Ail stations 804 1,139 294 555 95,550 53,574 7,517
* Before Federal income tax. 3}
* # #
TABLE IV
BROADCAST REVENUES, EXPENSES AND INCOME OF FM STATIONS
1951 1950
N b A + N (N of A 'Y
Item Stations {Millions) Stations (Millions)
FM stations operated by:

AM licensees: Total FM Broadcast Revenues
Reporting no FM revenves® ...... 381 o 420 o
Reporting FM revenues ........ 179 $1.8 163 $1.4

Non-AM licensees ................ 66 1.2 86 1.4
Total FM stations .............. 626 3.0 669 2.8

FM stations operated by: Total FM Broadcast Expenses

Non-AM licensees ................ 66 $3.0 86 $4.0

" Industry fotal ................... 1 *

FM stations operated by:

Non-AM licensees
Industry total

Total FM Broadcast Income (before Federal Income Tax)
................ 66 (1.8)1 86 : (2.62

( ) Denotes loss.

1In view of the difficulty in a joint AM-FM operation in allocating FM operation expense
separately from AM station operation expense, licensees of such stations were not required
to report FM station expense separately. As a result, FM industry totals for expense and
income are not available. AM-FM licensees, however, were requested to report separately
the revenuves, if any, attributable to FM station operation if such data were readily avail-
able. In only a few instances did AM-FM licensees state they were unable to segregate
the FM revenves,
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percentage of stations reporting
losses was the smallest since 1946.
Only 249 of the some 2,200 AM
stations were in the red in 1951.
Most of them (77%) were post-
World War IT stations. Of the 66
FM-only stations, 60 lost money
in 1951.

Being in a TV market didn’t help
last year. Thirty-one per cent of
the AM stations in television mar-
kets lost money; only 21% in non-
TV areas were in the red. As a
class, AM stations unaffiliated with
networks and in TV markets were
hardest hit: 36.5% of them lost
money.

About half of all radio stations
had total revenue of less than
$100,000 each. The average profits
in this revenue group were $5,000
for network affiliates and $3,000
for independents. Forty-four per
cent of all stations took in reve-
nues between $100,000 and $500,-
000 each, with average profits run-
ning $28,000 for affiliates and $17,-
000 for independents. Six per cent
(116) stations reported revenue of
more than half a million dollars
each, and their average earnings
were $216,000 for affiliates and
$159,000 for independents. (Profits
are before federal income tax.)

Radio broadcasters have invest-
ed a total of $254,731,197 in their
plants (ta<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>