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More listeners. .. thousands of them in our new larger coverage
area! Better signal in Richmond proper! That’s what WLEE’s
great new power means to advertisers. It means MORE value
for every dollar you spend on WLEE.

And how the merchants in Richmond do know this for a fact!
Last January one of the largest appliance dealers in town
signed up for a 13-week schedule. So dramatic, so profitable
were results that the dealer has now DOUBLED his schedule,
and signed up FOR A WHOLE YEAR!

You too can get results like this on WLEE. Just ask your
Forjoe man for all the latest facts—it’s quite a story.

TOM TINSLEY, President . IRVIN G. ABELOFF, General Manager FORJOE & CO., Representatives




THE STARS THAT SHINE
AT MORNING-TIME. ..

Everny Wonuing T
Hidwest Leistens to
P26 Pavorncte WLS Star

... AND LISTENERS BECOME OUF
ADVERTISERS’ CUSTOMERS!

The Midwest’s favorite WLS stars shine at morning-time! Daily from
5:00 to 8:00 A.M. the successful WLS formula of block programming with live
talent shows attracts listeners from every corner of the WLS-Midwest coverage
area, Featuring stars of the NATIONAL BARN DANCE, these morning
programs have consistently maintained a degree of leadership as reflected
in A. C. Nielsen’s 1959 Station Area Reports, which place WLS first or

second in audience during each 15-minute period!
This leadership again demonstrates the degree of acceptance enjoyed
by WLS . . . the listener-loyalty Midwesterners have toward the

station, its programs and personalities.

6:45 & 7:45 A.M.
NEWS

WLS Newscaster Bob

Lyle presents complete

round-ups of the news at 6:45

and 7:45 A.M. All news gathered

from the extensive wire services leased

by WLS. Both News periods have enjoyed a
wide and loyal following based on accuracy,
impartiality and completeness of presentation.

...In Terms Of Results

Using these WLS morning time periods: brought £
nearly a million and a half box tops from WLS listeners *
to a cereal company over a period of 16 years . . . re-
sulted in over 5,000 proof-of-purchase requests for
an ironing board cover offered by a starch manu- .
facturer last summer in a six week period. Ar
offer of a Dolph Hewitt record for prize jokes
brought over 3,000 letters in three weeks! A
mail order account sold $13,959 worth of

its product in just five weeks!

7:15 AM It's a “must” that you consider WLS
BOB ATCHER morning-time in your plans for com- |
plete Midwest coverage. Participa-
The Midwest's favor- s : . . 1
: tions are still available in limited
ite cowboy, Bob Atcher, v
“Top Hond of the Cowhands" numbers. Your John Blair man has

weaves a pattern of songs long en- Complete details.

joyed by Midwest listeners. Popular with

listeners through years of radio association,

Bob is also one of TV's bright stars, having won @
special plaque in a recent popularity poll.

7:00 A.M.

BUCCANEERS

b National Barn Dance
favorites, Captain Stubby
and the Buccaneers, offer music,
comedy and sparkling songs as part
of the breakfast menu. This group last
year appeared before nearly 200,000 people
in personal appearances.

7:30 AM.
DOLPH HEWITT

RCA Victor Record-

ing star, Dolph Hewitt,

offers a unique style of sing-

ing enthusiastically accepted by Mid-

west listeners. Backed by the WLS Sage

Riders, Dolph rounds out the 15-minute show

with smooth singing and melodious renditions of all

time favorites.

The

PRAIRIE

FARMER !

STATION

CHICAGO 7
AND COMPANY.

CLEAR CHANNEL Home of the NATIONAL Barn Dance

890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR
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WHETHER all networks will accept Affiliates
Committee’s invitation for rate discussion ses-
sions this week (see story page 15) is doubtful.
One network felt requested meetings posed seri-
ous legal question as to possible anti-trust vio-
lation and also that its own responsibility to
deal with its own affiliates through their ad-
visory board must be considered.

CBS Friday understood to be determined to
stick by its radio rate cuts, despite protests
from its own affiliates and request for mora-
torium from Affiliates Committee, and to be-
lieve that CBS affiliates have no choice but to
accept cuts or breach their contracts with
network.

EXPLOSIVE report, denied on all sides last
week, had CBS acquiring ABC network (5 TV
stations in first 6 markets, plus 5 AM sta-
tions) for upwards of $30 million. CBS owns
only 2 TV stations plus 45% interest in WTOP-
AM-TV-FM Washington.

TV SELECTION committee for NARTB, which
last week designated Thad Brown Jr., attorney,
as acting head, does not plan to make definite
pitch for new top executive until its member-
ship and revenue reaches minimum estimated
overhead. Present income is at rate of less
than $100,000 annually. It needs minimum
of $150,000, according to budgetary estimates.

NBC HIGHLY elated over results of program
audience study made first week in February by
American Research Bureau under joint spon-
sorship of four radio networks. In contrast to
Nielsen report crediting CBS with eight of
top ten shows to NBC’s one, ARB gives NBC
four to five for CBS; in top 20, ARB shows
NBC with 12, CBS with six, appreciably vary-
ing from Nielsen’s ranking of 14 for CBS
and five for NBC.

SENATE Crime Investigating Committee may
ask Congress in April 30 report to spell out
by law what jurisdiction FCC has over such
services as Continental Press, national race
news wire. In this way, Kefauver group hopes
to place law enforcement of proposed ban on
interstate transmission of gambling informa-
tion in lap of Commission. Chairman Wayne
Coy maintains Continental cannot be considered
“common carrier” under present Communica-
tion Act and even if it could, administration of
such enforcement would be unwieldy.

IN WAKE of CBS announced 10% rate cut,
substantial number of stations in top markets
disclosed plans to increase daytime spot rates
as means of offsetting possible network re-
ductions. Station representatives generally
were encouraging moves.

SEVERAL ADVERTISING agencies submit-
ting presentations to Gruen Watch Co., Cin-
cinnati (radio and television advertiser) in
attempt to get account, recently resigned by
Stockton, West, Burkhart Inc.

NOW THAT NARBA question has been tossed
into open by last week’s NARTB Convention

(Continued on page 110)
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Upe ng
April 24: McFarland Bill (S 658) hearings resume,
New House Office Bidg., Washington.

April 24-26: American Newspaper Publishers
Assn. Convention, Waldorf-Astoria, New York.

May 3-6: Ohio State Institute for Education by
Radio-Television, Deshler-Wallick Hotel, Co-
lumbus.

(Complete list of Upcomings on page 88)

Bulletins

GRANT of FCC General Counsel petition for
extension of period for filing proposed findings
from April 20 to May 7 in proceedings on re-
newal of G. A. Richards’ stations announced last
Friday. Stations include KMPC Los Angeles,
WJR Detroit and WGAR Cleveland [BRroaDp-
CASTING ® TELECASTING, Feb. 26].

UNITED, WEC BUY
MacARTHUR COVERAGE

UNITED FRUIT Co., New York, sponsored New
York Gen. MacArthur parade on four-station
ABC-TV Friday, 11:45 a.m., 1:30 p.m., through
BBDO, New York. Westinghouse Electric Corp.,
Pittsburgh, sponsored New York welcome to
Gen. MacArthur Friday, 12:30-1:45 p.m. on
full ABC radio network. Agency, Fuller &
Smith & Ross, New York.

It was announced Friday that the general’s
speech to Congress Thursday was viewed in
48.7% of TV homes, according to 12-city TV
Hooperating survey. Address had 1009% of
TV audience as it was carried by all stations.
New York’s official greeting to the general,
parade and ceremonies at city hall, had
Hooperating in New York TV homes of 43.6
—and 99.1 share of the TV audience (early
story page 76).

FISHER JOINS GARDNER

W. D. FISHER, associate radio-television di-
rector to Phil Bowman at Young & Rubicam,
Chicago, resigns May 9 to join Gardner Adv.,
St. Louis, as radio-television director. With
Y & R three years, he also worked in radio-
TV department of Swift & Co.. Chicago. He
is being replaced by Bill Wilson, ABC radio
network salesman in Chicago.

HOB&M NAMES TWO VP’S

HEWITT, OGILVY, BENSON & MATHER,
New York, names Rollin C. Smith Jr. and Mrs.
Lucille Goold vice presidents. Mr. Smith re-
cently appointed head of art devartment and
Mrs. Goold will supervise creative activities
on soft-goods accounts.

ABOUT 3,000 AT CONVENTION

TOTAL paid registration at NARTB
convention in Chicago last week was
1,554, exceeded only by 1946 post-war
meeting, according to William Walker,
NARTB auditor. Another 1,500, plus
NARTB’s staff not officially registered,
believed to have taken part in various
side activities. Radio registration was
906, engineering 271, and TV 377.

O= .
...at deadline

Business Briefly

BORDEN STARTS @ Borden Co., New Yo:
(instant coffee, milk products) April 27 star |
for 26 weeks The Breakfast Gang on full Dc
Lee Network, Mon., Wed., Fri., 7:30-7:45 p.r §
Young & Rubicam, New York, handles coffe:
Doherty, Clifford & Schenfield, New Yor
evaporated milk products.

BREWERY BUYS @ Falstaff Brewing Cc
St. Louis, sponsoring Great Merlini, Unite
Artist TV mystery, in five markets, throug
Dancer-Fitzgerald-Sample, New York.

KRUEGER SPOTS @ G. Krueger Brewin
Co., Newark, through Charles Dallas Reac
Co., New York, preparing spot announcemer
TV campaign in four markets in addition 1
Laraine Day show on WPIX (TV) New Yor!

BENNY REPLACEMENT @ American T |
bacco Co., New York (Lucky Strikes), June 1§
replaces Jack Benny with Guy Lombardo for 1/

weeks, CBS, Sun., 7-7:30 p.m. Agency: BBD:
New York.

AAAA DELEGATES HOLD ,1
INFORMAL TALKS ON RATES

NETWOGRK radio rates, conspicuously abser =
from American Assn. of Advertising Agencie
convention agenda (earlier story pages 17 ©
got primary attention in corridor convers:
tions with Friday’s influx of radio and T
officials at White Sulphur Springs, W. Va
convention site. Agency representative
broached on this subject appeared to feel the
“savings” resulting from CBS’ 10-159% rat
reduction will be reinvested in radio or T\
One top agency official said that though situ:
tions differ, he will generally recommend t
clients that ‘“savings” be kept in radio—t
improve present shows or expand coverage-
or perhaps be put into television.

Radio-TV figures attending or slated to af
tend the Friday-Saturday AAAA’s session
included NBC Board Chairman Niles Tramme
and President Joseph H. McConnell; CBS Pre:
ident Frank Stanton; Ernest Lee Jahncke J:
ABC; John R. Overall, Mutual; Thomas ¢
Gallery, DuMont TV Network; Edgar Kobal
BAB board chairman; William B. Ryan, BA
president; John K. Herbert, NBC, and Ralp
W. Hardy, NARTB, who was slated to ac
dress convention Saturday.

NBC-TV kinescope of General MacArthuyr’
Congressional address was shown at cor
vention Friday. At concluding luncheon Sat
urday, memorial scrolls were to be presenter
in memory of late Clarence B. Goshorn, for
mer chairman of AAAA’s advisory council.

NLRB ISSUES WMBR ORDER

TECHNICAL employes who operate equipmen
over 50% of time at WMBR-AM-FM-TV Jack
sonville, Fla., directed Saturday by Nationa:
Labor Relations Board to vote on IBEW Loca
177 as bargaining representative. Florid: |
Broadcasting Co., licensee, had sought two sep &
arate units to include radio-announcer-contro ©
operators, TV announcer control operators ain
others split into TV-FM and AM groups.
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A Steinman Station

NBC

TV-Affiliate

Represented by

' 2ROADCASTING ® Telecasting

WDEL-T

CHANNEL 7

Standard metropolitan Wilmington, Delaware

area showed following increases in the ten years.
1940 to 1950.

INCREASE
Population 20%
Dollar volume retail sales 1789,
Dollar volume wholesale sales 2099,
Dollar volume service trades 1549,

In the nine year period, 1939 to 1948, employment
rose 34349%,.

Data from 1950 Census of Population and 1948 Census of Business, figures released
December 1950,

first in the nation—and growing all the time.

programs.

WDEL-TV—the TV must on your schedule.

WILMI NGTON, DEL.

-u“
THIS MARKET ISF““'s IN RETAIL STORE PUR-

CHASES, HAS THE HIGHEST PER CAPITA EXPENDITURE
OF ANY STATE.

WDEL-TV is the only television station located in this market which is

WDEL-TV effectively reaches this richest market with NBC and
Du Mont network shows, many popular local daytime and evening

ROBERT MEEKER Associates- NEW YORK - LOS ANGELES « SAN FRANCISCO « CHICAGO

April 23, 1951
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your dollar goes
farther with

“personality”

More than a million
West Virginians, (with
a half-billion dollars to
spend annually) can hear your
sales story when you put this
potent pair of “Personality”
Stations to work for
you. And WKNA and
WILS are yours at a
combination rate that is
about the same as you
would pay for any single
comparable station in
either locality. Make us
prove it!

BECKLEY

eonpy  fyyviocioy 2y

Joe L. Smith, Jr., Incorporated
Represented nationally by WEED & ¢€O.

in West Virginia . ..

WILS-FM
560 KC—CBS

1000 W DAY: ' 500 W NIGHT
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EDITORIAL: ART KING, Managing Editor; EDWIN H.
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THERE'S MORE TO IOWA THA

TALL CORN ANE ;

N E ;
g | ;
: o

JACKSON

CLINTON

In KXEL's Rural City—a |:ich
market area embracing

4,011,569 people.

MONDAY THROUGH FRIDAY SUMMARY—
DISTRIBUTION OF LISTENING HOMES AMONG STATIONS

NORTHEASTERN IOWA | MORNING AFTERNOON EVENING ENTIRE ) TRE“DS Io N
22-COUNTY AREA PERIOD PERIOD PERIOD SURVEY & St P e W

ICXEL [27.3(27.0(25.7(26.748 % (- F
gﬂ:f::f::'agso_vﬁisns 2005 ]906 2303 2209 X >'-, L AMM
S| 17.6 | 21,5 | 24.6 | 234 L.

i Summary of Conlan’s Newest Compre-

WATERLOO—MUTUAL 2.6 2.7 1.9 2 6 hensive Study of Listening Habits—a
-‘ SR/ 000 WATTS . : total of 34,684 phone calls were used.

'REVEALS ADDITIONAL -

. In few major markets does ONE RADIO STATION (KXEL) so dominate But here's the most significant part—KXEL gets you these listeners for less cost!

the media picture. COMPARE. Take 7:00-8:00 A. M. period, for example. (Figures taken from 1951
FIRST—in morning listening. Conlan Study.) ’

FIRST—in afternoon listening.
! FIRST—in evening listening. KXEL
.. In this 22-county area which surrounds (Waterloo) Iowa's greatest industrial

_has 30.3% of the listeners—costs $44.00 for 1/, hour during that time.

enter—KXEL is an amazing favorite. This 13,099 square mile area is part of the Cedar Rapids—CBS outlet—5,000 watts

<XEL Rural City, which has a population equal to the combined populations of has only 19.09% of the listeners—yet costs $52.00 for 14 hour during this time.
t. Louis - Omaha - Minneapolis - St. Paul - Baltimore - Dallas - and that's not all! .

¥aterloo i§ the greatest industrial center between Kansas City - St. Louis - Minne- Des ll\:\omes.-.NBC ouflei—S0,000.waMs 1/ bo F i
polis - Chicago. Has an annual industrial income of nearly $50 million dollars. as a minimum of 13.9% of the listeners—and costs $120.00 for 1% hour of time
/es — Timebuyers — THERE'S MORE TO IOWA THAN TALL CORN AND This means—if you want to sell IOWA'S MAJOR MARKET and sell it completely
DES MOINES. —AT LESS COST PER LISTENER—there is only one answer . .. KX

ee your Avery-Knodel man today, or write KXEL for your copy of Conlan’s newest, comprehensive “Study of Listening Habits”

B
JOSH HIGGINS BROADCASTING COMPANY WATERLOO, IOWA
RGPRSE_"'EI“LI ‘VefYT,Kﬂﬂd_e’) Inc. » ABC OUTLET ﬁon CEDAR. R‘plp'_s AND WATERLOO,JOV!G

KXEL 50,000 warrs ABC

"ROADCASTING ©® Telecasting April 23, 1951 ® Page 7




ANY ADVERTISER CAN

AND
MOST ADVERTISERS SHOULD
...USE

BROADCASTING ® Telecasting|




SPOT RADID LIST

Atlanta NBC

WBAL
WNAC
wicc

WBEN
WGAR

WFAA

KSO
WJR Detroit
KARM Fresno
KPRC Houston
WDAF  Kansas City
KFOR Lincoln

Mighty
M KARK Little Rock
emory KFl Los Angeles

...How impressions get lodged so firmly ' WHAS  Louisville
WTMJ Milwaukee

KSTP Mpls.-St. Paul

we just don’t know—but we do know WSM Nashville

about people. And we know that the WSMB  New Orleans
o WTAR  Norfolk

KOIL Omaha

compelling way that the advertising i WIP Philadelphis

The
Elepha
has a

in the consciousness of the pachyderm,

voice of radio reaches people in such a

they hear is better remembered than KPHO  Phoenix, Ariz.
th d to . th KGW Porﬂand, Ore,
e advertising they see. WEAN  Provid
If you are a national advertiser, you ’ WRNL  Richmond
might check spot radio—to reach people WOAL  Sam Antonio
at times and places of your choosing KTBS

with programs of your choosing—espe- KGA

WMAS

WAGE  Syract
KVOO  Tutsa
WWVA  Wheeling
KFH W-‘m {

THE YANKEE NETWORK
TEXAS QUALITY NETWORK

cially the great stations listed here.

488 MADISON AVE. CHICAGO * LO

NEW YORK CI,TY 22 DETROIT » ST. L
MU 8-0200 E

BROADCASTING ® Telecasting April 23, 1951 ® Page 9
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fhe plus in
St. Louis Radio

is the

KXOK is St. Louis’

promotion station. KXOK

builds extra audience for the

“St. Louis Ballroom,” through all-

media promotion ... billboards, exterior

bus and streetcar cards, interior bus and street-

car announcements on Transit Radio, newspaper dis-

play ads, promotion announcements on KXOK, special mail

promohons and personal appearances of outstanding KXOK
personalities. It's a plus that pays off for advertisers..

makes KXOK a bigger buy for effective sellmg in

the St. Louis market. Ask now about availabil-

ities. See the John Blair man or KXOK today.

Xk

4824442222242 222222 4422444

April 23, 1951

St. Louis’ ABC Station, 12th & Delmar, CHestnut 3700
630 KC ¢ 5000 Watts ¢ Full Time
Owned and operated by the St. Louis Star-Times
Represented by John Blair & Co.
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AX TENDRICH, Weiss & Geller, N. Y., named director of medi:
radio and TV, succeeding LESTER J. MALLETS, resigned.

JIMMY FRITZ, vice president and account executive Ted H. Factor
Agency, L. A., to Abbott Kimball Co. of California, same city, to work
on new business, merchandising, sales promotion and account service

HERBERT D. SCOTT, director of publication media Carl S. Brown Co..

N. Y., appointed director of all media. CHRISTINE M. PETRINO
continues as radio timebuyer for agency.

DONALD QUINN, Ruthrauff & Ryan, N. Y., to Pedlar & Ryan, same

city, as head timebuyer.

WALLACE X. ARON elected vice president Richard N. Meltzer Adv.

Inc., S. F.

&5

ANCES YOUNG AUSTIN
acquired the creative urge
early in life and as a young

high school student she expressed
the urge by writing pieces for
her school publications, eventually
becoming editor of the yearbook
at San Francisco’s Polytechnic
High School. As editor of the
yearbook she was introduced to
the importance of advertising and
at the same time became aware
that here was a field oﬁ'ermg the
widest possible range
to a creative talent.

She was an ad-
vertising woman
from that moment
on. Although she did
not, of course, step
immediately into her
present position as
radio and TV time-
buyer for J. Walter
Thompson in San
Francisco. Several
years of apprentice-
ship intervened.
From Polytechnic
High School she
went to San Mateo
Junior College and
then returned to her
home state to attend
Oregon State Col-
lege. (She was born in Portland,
moving to San Francisco, via Seat-
tle, at the age of 13.) In college
she prepared herself for her future

_advertising career by acquiring a

bachelor of science degree in com-
merce.

Upon graduation from Oregon
State, her actual professional ap-
prenticeship began—she took a job
with NBC in the network’s Artists
Service. She learned the radio
talent business during the follow-
ing four years, booking concert
artists and all types of entertainers

BROADCASTING ® Telecasting|

Mrs. AUSTIN

on all accounts

for radio and personal appear-
ances. Next she moved into sales
and for nine years sold everything
NBC had to sell—spot, network,
local. Then she was ready for the
advertising agency and in Novem-
ber 1945 joined J. Walter Thomp-
son as radio timebuyer in San
Francisco.
added to her duties when the me-
dium came to Northern California.

Advertising to her is exciting and
stimulating. A good campaign, she
says, is a successful

doesn’t matter what

how large the budg-
et. The small budg-
et account is as im-
portant to her as the
account with larger
sums to spend.

The wide range of
campaigns she deals
with is inidcated by

counts using radio
and/or TV in the J.
Walter Thompson
San Francisco office.
These include the
Richmond & North-

Dealer Associations,

Kraft Cottage Cheese, Leo J. Mey- |
berg (RCA distributor), the Sam §f}

Francisco Chronicle, Pan Ameri
can World Airways, Southwe!
Airways, Safeway Store products

the variety of ac-}

west District Ford i

[

TV timebuying was

campaign and it

the product is or °

mmemsi

Shell Oil, Washngton State Apples,

boards of the olive, raisin and wine! |

industries in California.

And the list is growing steadil
in both variety and number, par
ticularly in the last few monthsd

Activity has been increasing no- ||

(Continued on page 69)
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RICHARD GARRETT IVES, Television Broadcasters Assn., to Camp-
bell-Ewald, N. Y., as director of research.

4 W. L. BUNNAGAR, vice president-manager Philadelphia office Van
£ Diver & Crowe, to contract department Gray & Rogers, Phila.

( ESTHER M. MULLIGAN appointed comptroller Lindsay Adv. Agency
Inc., New Haven.

iH
| H. M. BECKELMAN has opened new Liberty Adv. Agency in Ft. Worth,
Tex. The firm is located at 401 Bewley Bldg.

I HARLEY M. LEETE, Avery & Bruguiere, S. F., to Hoefer, Dieterich &
Brown Inc., S. F., as account executive.

| THOMAS B. RHODES, advertising manager Billups Petroleum Corp.,
New Orleans, to Herbert S. Benjamin Assoc. Inc., Baton Rouge, as ac-
“I" count executive.

ROD MacDONALD, Foote, Cone & Belding, S. F., to Guild, Bascom &
Bonfigli, S. F., as media director. CLIFF SPOONER, freelance artist, to
agency as associate art director. EVE DURYEA, Beaumont & Hohman,
S. F., named administrative assistant of Guild, Bascom & Bonfigli, S. F.

| WALTER SELOVER, Foote, Cone & Belding, S. F., to Russell, Harris &
Wood, S. F., as account executive.

- HAZEL THOMPSON, Young & Rubicam, N. Y., to C. J. LaRoche & Co.,
IN. Y., as copywriter and stylist.

| WILLIAM H. WEINTRAUB, president William H. Weintraub & Co.,
4 N. Y., will be among principal speakers at Ohio Assn. of Broadcasters
| meeting in Columbus, May 2-3 [ BROADCASTING ® TELECASTING, April 16].
4. His topic will be television.

5

.

4 LESTER A. WEINROTT, in freelance advertising business, serving such
4 accounts as Wm. Wrigley Jr. Co., Chicago, to Ted Bates, N. Y., in
4 executive capacity.

| PHILIP BASSEL, Saks Fifth Ave., N. Y., to Hirshon-Garfield, N. Y.,
. in radio-TV department.

B DAVIS N. LOTT, owner Lott Adv. Agency, Santa Monica, Calif., recalled
to active duty as deputy commanding officer, Armed Forces Radio Serv-

1
_%ice, L. A, with rank of commander. Agency continues operation under
i management of FRANK SCHROEDER.

_ ENJOYING a private joke at an open house held by Dan B. Miner Co. in
" honor of the advertising agency’s 40th anniversary are these five radio and
agency executives (I to r): George Whitney, general manager, KFI Los
Angeles; A. E. Joscelyn, CBS Hollywood director of operations; Hilly Sanders,
vice president in charge, radio and television, Dan B. Miner; Ross Lockman,
account executive, KNX Hollywood; Wilbur S. Edwards, general manager,
KNX and Columbia Pacific Network. More than 300 people attended the
gathering honoring the city’s oldest ad agency.

BROADCASTING e

Telecasting

How many
Strawberry
Plants

should a
good Ad sell?

One answer may well be—

It depends on the medium used.
of advertising are used concurrently—with the
same type of copy offering the same products at
the same prices—then results should be a good
measure of media effectiveness.

If several kinds

Here’s a Case in point:

“The Berry Patch” is a Honeoye Falls, N. Y., nursery
establishment specializing in strawberry plants.
Last spring the company divided its advertising ex-
penditure among several media and kept accurate
records of returns. With their kind permission, we
print the results:

Results, in | Ad Cost per
P || S
|
New York newspaper “ 1.1% \ $4.40
Rochester newspaper | 3.2 | 3.36
Local newspapers \ 4.6 ; 3.70
Personal contacts \ 84 | 2.58
Station WHAM | 323 2.53
*Unknown a2 | 216

The balance of 100% was sold by a pre-arranged contract with one
buyer and without advertising.

This isn‘t the first advertiser who has learned that WHAM can sell
. . Have you a product to sell in Western New
Turn the job over to WHAM-—Western New York’s most

more at less cost. .
York?

powerful salesman!

Qe . . 5

Basic NBC—50.000 watts—clear channel—1180 kc
*ADVERTISER’S COMMENT: ““Undoubtedly greatly influenced by radio

advertising.”’

April 23, 1951 ® Page 11



Remiezvous — 15 minutes, 3 times

the rhythmic form of religions sin
gram of Gospel Songs --‘ternﬁc u

AN AMERICAN RHAPSGDY.

gram of American songs . . . Cole P
Foster, Jerome Kern, George M. ,‘
Berlin, George Gershwin, Charles

ot

LANG"WOPITH FEATURE. PROGRAMS, Inc.

Network Calibre Programs at Local Station Cost
113 WEST 57th STREET, NEW YORK 19, N. Y.

.

(3
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RANGE CRUSH Co., Chicago, names Erwin, Wasey & Co., same
[) city, to handle it sadvertising. Radio and TV spots are bought co-
operatively on national basis with Orange Crush bottlers. New
ampaign will be started May 1.

3LUEBIRD PRODUCTS, L. A. (metal polish), names Vick Knight Inc.,
.. A., to handle advertising. Radio spots now being used on KWIK
jurbank with plans to expand spot schedule to other local stations.
\.CIENTIFIC NUTRITION Corp., L. A. (Foodex vitamin), also appoints
\gency. Radio and TV planned.

\LLIED MOLASSES Co., Perth Amboy, N. J., appoints John H. Rior-
an Co., L. A., to handle advertising. Radio will be used.

JOLSUM BREAD, division of LANGENDORF UNITED BAKERIES,
i. F., appoints Russell, Harris & Wood, S. F., to handle advertising.
toyce Russell is account executive. Radio and TV will be used.

YARNER-HUDNUT Co., N. Y,

WILDROOT Co., Buffalo, N. Y. (hair preparations), April 23 staris
The World Today on 17 Columbia Pacific Network stations, Mon., Wed.,
Fri., 5:30-5:45 p.m. (PST). Agency: BBDO, N. Y.

JUNKET BRAND FOODS, N. Y., will sponsor a quarter-hour segment
of Garry Moore Show, Thurs., 1:30-45 p.m., on CBS-TV, starting June 7.
Show is on five times weekly. Agency: McCann-Erickson, N. Y.

ﬂdpeop/z e o o

M. J. PHILLIPS, assistant advertising manager Inco Nickel Alloys Dept.

of International Nickel, N. Y., elected president Industrial Advertising
Assoc. .

C. JAMES PROUD, national field representative Advertising Federation
of America, appointed assistant to president ELON G. BORTON.

ROBERT C. HILL appointed general manager Pictsweet Foods Inc., Mt.
Vernon, Wash.

JOHN A. DEMOREST, assistant general sales manager Hiram Walker
Inc., S. F., to California Wine Assn., S. F., as general sales manager.

LOUIS BEZARD, vice president Schiaparelli Inc., has resigned. He will
temporarily maintain an office at the company’s advertising agency,
Robert W. Orr & Assoc.

‘ames Dancer-Fitzgerald-Sample,
1. Y., to handle advertising for new
g ind as yet unrevealed cosmetic
! roduct. Advertising plans now be-
L 1g developed.

'fEAWOL Corp., L. A. (Electric-
fatic Zig-Zag sewing machine),
‘ppoints Vick Knight Inc., L. A,
> handle national advertising. TV
lanned.

.. FREIRIA Scrs. (distributor for
ipton products in Puerto Rico),
ppoints Publicidad Badillo Inc.,
.an Juan, to handle advertising.

(iU-TAY PRODUCTS Ltd., L. A.
'Rain Drops water softener), ap-
§ oints Dan B. Miner Co., L. A. to
‘andle national advertising. Media
‘lans being formulated. Hassel
‘mith is account executive.

. ED TOP BREWING Co., Cincin-
ati, sponsoring transcribed The
reat Merlini, produced by United
- rtists, in Cincinnati, Dayton, Co-
imbus and Indianapolis. Agency:
‘uthrauff & Ryan, N. Y.

ﬁ1/¢twot£ olisle

IGELOW-SANFORD Carpet Co.
wrough its agency, Young & Rubi-
am Ine.,, has renewed half-hour
igelow Theatre on 22 television
ations effective in September for
5 weeks. Present cycle expires
uine 4. Firm plans to have 12
iore programs filmed for new
:ries and intersperse showing of
1em with those run on previous
i rograms for new cycle. Jerry Fair-
anks Productions, Hollywood, has
roduced films for program, and is
ated to do new ones. Films bud-
eted at approximately $6,500-
7,000. Frank Woodruff directs for
&R.

‘ORTHAM WARREN CORP,
‘tamford, Conn., on behalf of
utex manicure specialities and
eggy Sage products, will sponsor
rst 15-minute segment of The
araine Day Show, 1-1:30 p.m.,
aturdays over ABC-TV starting
‘ay 5. Agency: J. M. Mathes, N.Y.

MBS

WHAT'S UP?

Prices, taxes — practically everything . . .

If you are going to buy. . . better buy radio

A Clear Channel Station. ..
Serving the Middle West

EXCEPT WGN's rates.

.

In 1946, there were 3,761,000 radio homes
in WGN’s coverage area.”

In 1951, there are 5,042,000 radio komes . ..
an increase of 1,281,000 homes."

AND, at the same rates.
»

and make your best buy WGN.

* NIELSEN RADIO INDEX

Chicago 11

P Illinois
J 50,000 Watts
Iq 720

On YourDial

Eastern Sales Office: 220 East 42nd Street, New York 17, N. ¥

West Coast Representatives: Keenan and Eickelberg

235 Montgomery St.. San Francisco 4 ¢+ 638 So. Van Ness Ave., Los Angeles 5
710 Lewis Bldg., 333 SW Oak St., Portland 4

ROADCASTING ® Telecasting
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By ED JAMES

HUNDREDS of radio network af-
filiates united last week in a des-
perate effort to shore up rate
structures already cracked wide
open by the sudden CBS price re-
ductions and threatened with a
complete cave-in.

At a spontaneous meeting in
| Chicago last Wednesday an esti-
{ mated 700 affiliates of all four net-
| works elected Paul W. Morency,
WTIC Hartford, Conn. (an NBC
| affiliate), chairman of a commit-
tee which has the short-term mis-
sion of urging ABC, NBC and
' MBS to withhold rate reductions
{ and CBS to rescind its announce-
ment of rate cuts effective July 1

[BROADCASTING © TELECASTING,
April 16].
The longer-range plan is to

undertake a sweeping re-evalua-
tion of network rates, a basice study
that it is hoped will stabilize a
reeling industry.

| On Thursday the Affiliates Com-
mittee telegraphed invitations to
. the four network presidents to at-
tend meetings with the committee
in New York April 24 and 25.

The committee’s wires pointed
out there was a need for “prompt
action” in beginning a study of
“the whole problem of radio rate
structure and all of its implica-
tions.”

CBS Rates Chief Topic

The CBS rate reductions and
their portents were the principal
topic on the floor and in the corri-
dors at the NARTB convention,
meeting under more critical cir-
| cumstances than broadcasters
have ever faced before.

Justin Miller, NARTB chairman,
"in his address opening the associa-
. tion’s convention, inveighed against
the advertiser pressure that led to
the CBS action, describing it as a
“boycott by a combination of ad-
vertisers.”
| Mr. Miller, a lawyer by profes-
‘sion and former federal judge, said
‘flatly there were indications of
anti-trust violation in the “con-
‘spiracy” among national adver-
tisers to force down radio rates.

Out of all the discussion, which
ranged from outraged opposition
“to resigned acceptance, the major-
ity opinion seemed to be that a job
of fundamental industry-wide re-
search was needed to determine
whether indeed radio rates were
out of date, whether they ought to
be raised, lowered or left alone.

The feeling prevailed that if

L E

S

WASHINGTON, D. C., APRIL 23, 1951

AFFILIATES UNITE ON RATES

events that began with the CBS
decision were allowed to take their
helter-skelter course, without the
levelling action of a sober and
painstaking re-examination of ra-
dio’s prices, the essential strue-
ture of the broadeasting industry
was destined to change.

One high official of a leading

network told BROADCASTING ®©
TELECASTING candidly that net-
works were facing an unprece-

dented economic crisis.

He pointed out that not a single
show had been sold by any major
network in the past six months on
a clean, above-board basis and at
card rates. The network business,
he said, had degenerated into a
dog-eat-dog scramble among the
networks to capture one another’s

1T 4

N G

$7.00 A YEAR—25¢c A COPY

Morency To Lead Fight

accounts.

The reluctance of national ad-
vertisers to invest in network ra-
dio, at prevailing prices, had
reached the proportions of a boy-
cott, he said. He saw no assurance
that the boycott would be broken
by a 10 or 15% rate reduction.

A reduction of that order, he
said, might be enough to entice
present accounts to remain on the
air, but he doubted that it would
bring in an appreciable number of
new ones.

In the view of this executive,
networks are approaching a time
when drastic revisions ' of their
basic nature may be demanded.
Revenues from network operations
have been steadily declining, he
pointed out, and such corporate

profits as have been made have
come from owned and operated
stations or other activities.

Other New Devices

If rate reductions do mnot ac-
complish their intended purpose of
keeping network business volume
at levels that insure at least mod-
erate profit, the networks will have
to resort to new devices of ob-
taining revenue.

This network executive pointed
out that the amounts spent by ad-
vertisers in network radio have
been declining while expenditures
in national spot and local business
have steadily risen. Taking their
cue from such statistics, networks
may finally come to providing a

(Continued on page 90)

NARTB CONVENTION

By J. FRANK BEATTY
RADIO and television broadcasters
met new and unexpected problems
at their first joint convention last
week, convening in Chicago for the
first time as NARTB.

They met these problems head-on
in the largest convention since the

post-war meeting of 1946, and left
Chicago late in the week with the
hope that effective machinery is
zvailable to protect their business
end program properties.

Not within memory of most
broadeasters has so staggering a
problem been faced with such sud-

JUSTIN MILLER (1), retiring president of the NARTB, greets Harold Fellows,
president-elect, as they appeared at the opening convention session Monday.

:BROADCASTING ® Telecasting

l

Biggest Since ‘46

deness as the CBS-propelled rate-
cutting move. Some of these broad-
casters arrived at the Stevens
Hotel in a state of commercial
shock., Others were mystified, or
resentful.

There ensued five days of un-
scheduled conferences and rump
meetings and corridor gatherings.

Why had CBS taken this devas-
tating step? What could be done
about it? Would it start a rate-
cutting deluge?

The answers—partial answers, at
least—began to emerge as the week
progressed, culminating in forma-
tion of an Affiliates Committee to
meet this week with network presi-
dents and to see what can be done
about holding the line on rates and
perhaps recapturing prestige and
commercial power on behalf of the
station licensee.

Main Job Is Done

While this rash of confused con-
ferring was dominating
thoughts and words of
casters, network officials
sentatives and related )
still remained the 1
ducting an annual con

This job was
form of four
—a Monday )
meeting, open to members and non-
members; a three-day management
convention; a two-day engineering
convention; one-day TV meet.

That was the all-time record for

(Continued on page 92)
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COVERAGE OF THE CHICAGO CONVENTION IN THIS ISSUE

To facilitate location of the various stories
on Chicago activities the following page

references are given:

GENERAL

Overall Convention Summary

Rate Cut Biggest Convention Problem ........

Golf Tournament
Report on Light Exhibitors ..
Report on Heavy Exhibitors .
Pictorial Reviews of Exhibits .
Paul Morency: A Radio Veteran
Sen. LeBlanc Is Convention Sideshow
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First Quarter Gross Up 27.6%;
Net Income Drops 2.1%

GBS REPOR

GROSS INCOME of CBS and its subsidiaries during the first quarter of
1951 was $39,323,391, up 27.6% from the $30,809,064 gross for the like
period of 1950, Samuel R. Dean, CBS treasurer, reported in a statement
released Wednesday at the company’s annual stockholders meeting in

the CBS board room in New York.

CBS net, however, showed a 2.1%
decrease for the quarter, amount-
ing to $1,276.054 or T4 cents a
share for the first 13 weeks of 1951,
compared with $1,304,050 or 76
cents for the same period of 1950.

CBS President Frank Stanton
presided at the meeting, which
William S. Paley, board chairman,
was unable to attend as he was re-
quired to be in Washington, where
he is serving as chairman of the
President’s Materials Policy Com-
mission.

Directors Elected

Stockholders re-elected Ralph F.
Colin, Isaac D. Levy, Leon Levy,
Edward R. Murrow, Mr. Paley and
Mr. Stanton as Class B directors;
Prescott S. Bush, J. A. W. Iglehart,
Samuel Paley, Joseph H. Ream and
Dorsey Richardson as Class A di-
rectors. The sixth Class A direc-
torship, left vacant by the resigna-
tion Feb. 1 of Edward Wallerstein,
former president of Columbia Rec-
ords, was not filled, no candidate
being proposed by the board.

The meeting ratified the board
proposal for making 150,000 shares
of authorized but unissued Class A
stock and 10,000 shares of Class
B stock available for purchase dur-
ing the coming 10 years by CBS
employes selected by the board to
be given options to acquire the

‘52 CONVENTION
Board Picks New York

NEW YORK was picked as the
site for the 1952 NARTB conven-
tion by the board of directors, with
the Waldorf-Astoria Hotel as head-
quarters. Meetings will be held
April 26-May 2.

The New York site is subject to
contract negotiations, with the
chance it will be moved if a favor-
able deal cannot be made.

Four of the six postwar conven-
tions have been held in Chicago—
the last three at the Stevens. The
1948 convention was held at Los
Angeles, 1947 at Atlantic City, and
1946 at the Palmer House, Chicago.

Page 16 ® April 23, 1951

*
stoeck at a price to be set by the
board but not less than 85% of a
fair market value. An incentive
measure, the plan calls for 15,000
shares of Class A stock to be op-
tioned to employes each - year.
Stockholders also ratified the
board’s earlier action in optioning
7,000 shares of Class B stock to
Mr. Stanton and 3,000 shares of
Class B stock to Mr. Ream, the
network’s executive vice president.

CBS acquisition of Hytron Radio
& Electronics Corp., approved a
week earlier by the CBS board
[BROADCASTING ® TELECASTING,
April 16], was mentioned by Mr.
Stanton who, in answer to a stock-
holder’s question, said that to the
best of his knowledge Hytron is
not carrying an embarrassingly
large inventory of TV sets such as
has been reported for other set
manufacturers. An arrangement,
calling for an exchange of 31
shares of CBS stock for each 100
shares of Hytron stock, will not
become effective until ratified by

the stockholders of both companies,
but no action was taken at the
CBS meeting as about a month
will be needed to assemble the nec-
essary information, it was reported.
When that has been done, a special
CBS stockholders meeting will be
called, probably in mid-May.

Loyalty Question

A question about the loyalty
statement required of all employes
by CBS was answered by Mr.
Ream, who said that the question-
naire used by CBS was the same
as that required of all applicants
for Civil Service positions and had
been instituted by the network
following the President’s declara-
tion of a national state of emer-
gency because of the unique posi-
tion of a network at a time of
emergency. Asked specifically con-
cerning the dropping of Louis B.
Untermeyer from the CBS-TV

“Paul Harvey Sponsors

ON APRIL 2, 63 cooperative ad-
vertisers assumed joint sponsor-
ship of Paul Harvey’s news an-
alysis program, Monday through
Friday, 1-1:15 p.m., on ABC. The
co-op sponsorship consists of furn-
iture stores, automobile dealers,
household appliances, department
stores, ete.

Drawn for BROADCASTING ® TELECASTING by Sid Hix
“And now an unsolicited testimonial . . .”

BROADCASTING ® Telecastin
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show What’s My Line?, Mr. Rea:
pointed out that Mr. Untermeye
was not a CBS employe but a
actor on one program, adding the
he was “not going to go into her
the reason for changing talent o §
programs.”

CONTRACT NEWS

Baseball Pacts Continu

NEWS of signed baseball contract
continued to trickle in last weel
Other signings have been liste
previously [BROADCASTING ® TELE
CASTING, April 16, 9]. Those r¢
ported last week follow:

Liberty Broadcasting Syster
baseball broadcasts this year ar
sponsored by Falstaff Brewin
Corp., St. Louis, through Dancer’
Fitzgerald-Sample, New Yorl
over approximately 150 outlets
with remainder of 860-odd LB
stations on a co-op basis, the net
work announced last week.

For the fourth consecutive yea:
two Baltimore Oriole home game
weekly will be telecast ove
WMAR-TV Baltimore. Gunther’
Beer and the Atlantic Refining Cc
will halve the sponsorship.

Agencies are Ruthrauff & Ryai
for Gunther’s and N. W. Ayer ¢
Son for Atlantic.

Also in Baltimore, WAAM (TV._
announced that it will carry 1!
Washington Senator games unde:
the sponsorship of the America:!
Brewery Inc., which, in addition
is sponsoring nine Senator game
over WBAL-TV Baltimore. Elme:
D. Free is the agency.

Meanwhile, WWDC Washingtor
announced a “home run” sell-out o
sponsorships of all broadcasts o
Senator games, plus all progran
and spot announcement adjacen
cies. Sponsoring the play-by-play
broadcasts are the Christian Heu'
rich Brewing Co. (Old Georgetowr |
beer) and Sinclair Refining Co.

KTUL Renews ok

JOHN ESAU, vice president-gel
eral manager of the Tulsa Broa
casting Co., operator of KTU
Tulsa, announced April 18 the st
tion had renewed its contract ‘
an affiliate of CBS. Mr. Esau said |
he had signed a two-year contras
with Herbert V. Akerberg, vie
president in charge of station rel
tions for CBS. KTUL has be
an affiliate of CBS since 1934.

i
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HIGH ADVERTISING LEVEL scer by ArsA

By RUFUS CRATER
FORECASTS for continuing high-
 volume advertising levels bright-
ened the 33d annual meeting of
the American Assn. of Advertis-
ing Agencies, held last Thursday
through Saturday at the Green-
brier, White Sulphur Springs, W.
'+ Va.

These heartening predictions
shared the three-day agenda with
. sober calls upon the advertiser and
~agency field to turn its talents

<l more fully to promotion of moral-
" ity and American ideals and prin-

ciples; to do more to sell the pub-

‘# lie and its lawmakers on the value

- of advertising itself as well as
- products, and to continue and ex-
pand its program of self-regula-
tions.

 _ Starting with the election of

Young & Rubicam’s Louis N.

| Brockway as the new AAAA board

chairman (story this page), the
approximately 400 members and

-+, guests also:

@® Heard a review of the spe-
cial Test Survey Committee’s re-
and recommendations on
radio-TV audience measurement
methods and were ecalled upon to

give the report serious study as a
, possible approach to solution of
. the ratings problem.

® Heard Ralph W. Hardy,

NARTB director of government

relations, outline Congressional

£ criticisms of advertising and sug-
1. gest remedies.

® Were told that radio and
television must be especially care-
ful with their powerful influence
on development of public ideals
and principles.

@® Heard television described
as the biggest contributor of prob-
lems to the media side of adver-

Ad Volume High
In an executive session opening

Y the convention, built. around the
- theme of “Advertising in a Mo-

' bilized Economy,” AAAA Presi-
dent Frederic R. Gamble pointed
out that although many defense
' and wartime problems may recur,
' “advertising volume is still high”

| and general business activity al-
. ready has reached a $300 billion
4. rate and “promises to go consider-

ably higher.”

“On that volume,” he continued,
“the normal advertising percent-
age of 3% would result in total

X advertising volume of over $9 bil-

| lion compared with the present

! rate of between $5 and $6 billion.

“Even if we were to fall as low
| in percentages as the 1% % we
reached during World War II, we
could apparently still expect ad-
vertlsmg volume not to fall below
w | $41% billion—and it seems 11ke1y
' that, with the continued expansion
of production, advertising might
| continue well above this figure.”
On the darker side, Mr. Gamble
noted the proposed 20-259% tax
whlch the staff of the Congres-
/ sional Joint Committee on the Eco-
' nomic Report recommended to be
' placed on advertising. Fortu-

iBROADCASTING .

nately, he said, “no members of
the Congressional committee have
indicated their intention to sup-
port the tax proposed by the staff.”

He also noted that ‘“serious
shortages of paper for publica-
tion use and of inks and chemicals
—‘“possibly affecting advertising
reproduction”—may be in the off-
ing, along with a manpower
shortage.

Membership High

Mr. Gamble noted that AAAA
membership is at an all-time high
of 253 and that members’ financial
position “appears to be good.”

“But,” he said, ‘“television still
presents a serious financial prob-
lem to many agencies. On the me-
dia side of the business, in fact,
by far the most problems are aris-
ing in television. Coming into the
home as it does, with both sound
and pictures, it has raised new
problems of taste and censorship.”

In a similar vein, at the same
executive meeting, Mr. Brockway
in accepting election to the chair-
manship emphasized advertising
leadership’s responsibility in the

campaign for a return to true
American ideals and said, with
respect to radio and TV:

“We must be certain that our
radio and television programs are
always in good taste, that they do
not glorify or condone crime or
criminals or do not set up wrong
standards of conduct for others to
imitate in the mistaken belief that
they are socially desirable or aec-
ceptable. The radio or television
program that presents distorted
pictures of American life or that
makes heroes of thugs, gangsters,
crooked politicians or dissolute per-
sons tends only to elevate in the
minds of millions the actions of
these characters, and to place the
stamp of approval upon a subver-
sion of the ideals and principles
we are fighting for.”

Improved business for advertis-
ing was forseen by Richard Glenn
Gettell, chief economist of Time
Ine., in Friday’s opening session.
He considered the current mobili-
zation program, in so far as it is
now planned, no cause for worry

NEW OFFICERS

Brockway Is Elected
AAAA Chairman

LOUIS N. BROCKWAY, executive vice president of Young & Rubicam,
New York, was elected chairman of the board of the American Assn.
of Advertising Agencies last Thursday as the AAAA opened its 33d
annual meeting at the Greenbrier, White Sulphur Springs, W. Va. (see

story this page).

He succeeds Fairfax M. Cone,
chairman of the board of Foote,
Cone & Belding.

John P. Cunningham, executive
vice president of Cunningham &
Walsh, New York, was elected vice
chairman, and Wilbur VanSant,
president of VanSant, Dugdale &
Co., Baltimore, was named secre-
tary-treasurer.

President Frederic R. Gamble
continues in office for another year.

Directors elected at the Thurs-
day sessions:

Directors-at-Large, for terms ex-
piring in 1954—William R. Baker Jr.,
president, Benton & Bowles, New
York; B. C. Duffy, president, BBDO,
New York, and E. E. Sylvestre, pres-
ident, Knox Reeves Adv., Minneapolis.

Directors representing 4A’s sec-
tional councils, for terms expiring in
1952—Fletcher D. Richards, president,
Fletcher D. Richards Inc., New York,
representing the New York Council;
George C. Wiswell, treasurer, Cham-

*
bers & Wiswell, Boston, New England
Council; Wesley M. Ecoff, president,
Ecoff & James, Philadelphia, Atlantic

Council (re-elected); F. W. Town-
shend, vice president, Campbell-
Ewald, Detroit, Michigan Council;

Rolland Taylor, vice president, Foote,
Cone & Belding, Chicago, Central
Council; L. C. Cole, partner, L. C.
Cole Co. Adv., San Francisco, Pacific
Council.

The following directors-at-large
continue in office:

Robert D. Holbrook. president,
Compton Adv., New York; Winthrop
Hoyt, board chairman, Charles W.
Hoyt Co., New York, and Lawrence
L. Henfield, president, Doherty, Clif-
ford & Shenfield, New York, all of
whose terms expire in 1952; Gordon
E. Hyde, president, Federal Adv., New
York; Earl Ludgin, president, Earle
Ludgin & Co., Chicago, and Henry M.
Stevens, vice president, J. Walter
Thompson Co., New York, whose
terms expire in 1953.

Messrs. Duffy, Ludgin and Ste-

Mr. Brockway

Telecasting

Mr. Cunningham

Mr. VanSant

to the advertising industry.

Using World War II experience
as a guide, he said that “at the
worst, this would mean a 3% re-
duetion in advertising during the
first year of mobilization. There-
after—substantial growth.”

Whereas 459% of national out-
put was for military purposes at
the peak of World War II, he
said, announced plans now con-
template only 15% by the end of
1951 and a maximum of 20% next
year.

He noted that all principal na-
tional advertising media’s reve-
nues showed a 3% decrease in
1942 as compared to 1941, but an
839 increase in 1946 as compared
to 1941,

“Projected from 1950 levels of
$1.560 billion,” he said, “this
would give a decline to $1.5 billion
in this year but an increase to
$2.850 billion five years hence.

Higher Spending Seen

“Consumers are going to have
more money to spend this year
than last year,” he continued.
“And, in all probability, more
money next year than this year.
And in as much as the volume of
advertising demonstrably increases
along with the volume of consum-
ers spending, our prospects for
this year and next, the way we
are going now, are bright.”

Mr. Hardy said in a speech pre-
pared for delivery Saturday that
he had found that Congressmen
“frequently reflect a shocking lack
of understanding of the functions,
purposes, and worth of advertis-
ing in our economic and social
institutions.” He grouped Con--
gressional criticisms as follows:

1. That advertising is an unneces-
sary luxury, an economic waste, and
that it should certainly go by the
boards during any critical national
situations.

2. That there is something phony
in advertising.

3. That because of flagrant viola-
tions of good taste and propriety (not
at all well-identified as to specifics
in the minds of critics) there has
been a general breakdown in the pub-

(Continued on page 107)

vens were named to serve with the
association’s four officers on the
Operations Committee, which con-
venes monthly.

Mzr. Brockway, new board chair-
man, entered advertising in 1919
when he became advertising man-
ager of Scribner’s magazine, and
has been with Young & Rubicam
since 1930. He joined Y&R as an
account executive; became vice

president and account supervisor in
1939, and was named executive vice
vice

president in 1943. He was
chairman of the 4A’s the past
has been a director since 194
is a director and chairman
Advertising Council’s Execu
Committee.

Mr. Cunningham, new vice chair-
man, joined Newell-Emmett Co. in
1919 and rose to the post of execu-
tive vice president when the firm
was incorporated as Cunningham &
Walsh in 1950. Mr. VanSant, new
secretary - treasurer, established
VanSant, Douglas & Co. in 1914.
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PfTRY WARNS On Rate Cuts, Network Spot Pitch

By EDWARD PETRY*
PRESIDENT, EDWARD PETRY & CO.

THERE are two important topics
which are the reason for this meet-
ing today.

One of them concerns the highly
publicized report which the ANA
has recently issued on the subject
of radio time values.

The ANA report is an effort to
justify general reductions in radio
broadcasting rates. They are
making the attack, at the start,
on network time rates, assuming
that spot and local rates will fol-
low in line. Apparently, they have
at least partially convinced CBS
and ABC, because-they have an-
nounced a general rate reduction
for network advertising effective
July 1.

I don’t know how they are going
to justify those reduced payments
to their affiliates — particularly
in non-television markets—but pre-
sumably they are just going to
implement it, with or without justi-
fication. As everybody in this room
knows, I personally and everybody
in the Petry Co., has always been
in favor of high rates. We have
always felt that radio has been
sold too cheaply. We feel the same
way today. While it may be true
that radio is not giving as much
value, in some television markets,
as it formerly did—it is neverthe-
less true that dollar for dollar it
is still a great advertising medium.

Cites ANA Report

The ANA report, while not com-
plicated in itself, is something we
have had to analyze at considerable
length, and with the use of a lot
of figures and statistics. For that
reason I thought it better to have
our thoughts about it put down on
paper so that you could read them
and study the figures better than
you could by just hearing them.

The other main topic concerns
the situation which has come up as
a result of the network’s invasion
of the spot broadcasting field by
selling spot over their chains.

The new move the networks have
made into the national spot field,
in the matter of using their network
facilities as vehicles for spot ad-
vertising, is a subject of even more
immediate and far-reaching im-
portance.

Many stations here today had
their biggest national spot year of
all time during 1950. Every sta-
tion here today, with the exception
of three, carried more national spot
during 1950 than it did the previous
year.

The entry of the networks into
the national spot field, by using
their chains to carry national spot
business, is a development which
we feel will drastically reduce all
of your income from national spot

* Address delivered April 16 before
closed meeting of Petry-represented
stations, Stevens Hotel, Chicago. About
50 station executives were present,
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during 1951 and may reduce your
national spot radio in the not too
distant future to something ap-
proaching the vanishing point. The
problem that we want to outline
and discuss then is, in its simplest
form, how can we maintain the
highest possible level of national
spot business.

Anyone who is not emulating the
ostrich will agree that increased
budgets for TV, both spot and net-
work, will eventually result in some
lowering of budgets available for
spot radio. As a matter of fact,
this situation already pertains in
certain highly developed TV mar-
kets. As is true when any new
medium is available to the adver-
tiser, it eventually falls into its
proper place, and this is usually
accomplished in a fairly orderly
manner. We think that television
and radio will reach their respective
levels based on their separate abil-
ities to serve the advertiser. In
the meantime, we can all contribute

to this orderly change by selling
radio on its special advantages and
selling television on its advantages.
The new, and in our opinion,
much more serious, threat to na-
tional spot radio is this new fact
that all networks are using their
chains to carry spot broadcasting
and spot announcements. Already
the country’s largest user of radio
and one of the smartest radio ad-
vertisers—P&G—has bought and
is now running spot announce-
ments on the ABC network. CBS
has not so far sold outright one-
minute spots in existing network
sustaining programs. However,
they have accomplished practically
the same thing by dropping five-
minute newscasts into existing
CBS sustainers, and the P&G Ivory
Bar one-minute copy is then car-
ried in those five-minute shows.
Either way it is done, the threat
to a large proportion of your
income remains the same. Our
information is to the effect that

RADIO VALUES

Petry Answers ANA,
Points Out Fallacies

A PERSUASIVE answer to the Assn. of National Advertisers’ report
on radio time values (and a timely contradiction to the argument that
radio costs are no longer economical) was presented to client stations
last week by Edward Petry Co., station representative firm.

The Petry company selected
three radio stations, in markets of
various sizes and degrees of tele-
vision penetration, to use in illus-
trating fallacies in the ANA re-
port. The ANA report recommend-
ed that evening rates on Station
A be reduced 5%, on Station B 25%
and on Station C 50%.

What actually makes more sense,
according to the Petry analysis,
is that Station A should raise its
rates 849 ; Station B should raise
its 33%, and Station C should
lower its rates 34%. In the case of
Station C, the Petry study points
out, a further adjustment of the
figuring to recognize the decrease
in real value of the dollar, would

«
justify this station’s making a 5%
increase in its rates.

One of the principal flaws in the
ANA study, according to the Petry
company, is that it overlooked the
fact that in most communities the
present number of radio homes is
greater today than it was when the
rate that ANA proposes to cut was
established.

The number of radio homes today
is “greater even after you lop off
all the television homes,” the Petry
report said.

To look at radio in terms of the
growth of TV alone as a means of
assessing radio’s value is economic
nonsense. The changes in actual

S

DISCUSSING the rate situation after the Petry luncheon last Monday in

Chicago (I to r):

Frosty Blair, Petry, Chicago; Ed S. Whitlock, WRNL Rich-

mond; Benedict Gimbel Jr., president and general manager, WIP Philadelphia,
and Miller Robertson, vice president in charge of sales, KSTP Minneapolis.

BROADCASTING ® Telecastin

THE MAN who established na-‘
tional spot radio on the successful
economic and ethical basis it en.
joys today——Edward Petry, founder
and president of
the exclusive sta-
tion representa:
tive firm bearing
his name — her¢
comes to the de-"j
 fense of spot ra;
-dio from what h¢
charges are in
"foads by the na
tional networks
Here, too, he de
fends the valuc
of radio time itself, holding radic
continues to be the best buy of al
media, TV or no TV. Enterin
radio in 1925 as manager of forme:
WGL New York, Mr. Petry speak:
as an industry veteran. His firm
Edward Petry & Co., was foundec
in early 1932.
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Mr. Petry

other large current users of nation
al spot are now seriously consider
ing following P&G’s lead. It i
our considered opinion that, a:
more and more money is divertec
from national spot to networl
spot, the network will see to if
that more and more programs are
made available for this type of
service. Here, precisely, is whal
happened in the case of P&G:

P&G had allocated approximately
$345,000 for a 13-week national!
spot campaign, of which $107,097
was headed for your markets. The!
budget called for 10 spots pel‘;
market per week.

Before the actual buying was
completed, we were informed that
the campaign had been called off !

(Continued on page 96)

costs of reaching people througk
various advertising media need taj
be investigated.

To show a comparison in the
changes in actual value for radio.
newspapers and magazines, the
Petry company used the same three
stations, the largest evening news-
papers in each community, and
Life and Saturdey Evening Post,

Averaging figures for each of the
three media, the Petry study
showed that since 1942 newspaper
rates had risen 54%, magazines
were up 89%, and radio had in- {
creased 7%. i

In the same period the cost-per- |
thousand circulation for newspapers
has risen from $7.72 to $10.32; for
magazines, from $2.27 to $3.02, and
the cost-per-thousand families for |
radio has declined from $1.30 to
$1.23. !

The percentage of increase 1)5
cost-per-thousand is 349% for news:
papers and 33% for magazines
The cost of radio in the same in
terval has dropped 5%.

Summing up, the Petry compan
said: “In newspapers you nNow
pay $1.34 for every dollar you spen
10 years ago. In magazines i
costs you $1.33 to get your old
time dollar’s worth. But in radi
today you get for 95 cents the ad
vertising that used to cost you
dollar.”

o
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' BROADCAST Advertising Bureau

opened its industrywide fight to
pull radio out of its current rate

v debacle at a Tuesday morning

, clinic held during the NARTB

. Chicago convention.

4 President William B. Ryan and
i Edgar Kobak, WTWA Thomson,

-+ Ga.,

1 gressive

BAB board chairman and
NARTB board member, started the
campaign to sell radio by an ag-
sales promotion cam-
paign. They were supported by
advertiser, agency and related
¢ spokesmen who agreed the medium

¢
i

| ‘SALES CREDO’

BAB Reads Kesten Message

IN A ecritical hour, broadcasting
' received an inspirational sales

" credo from one of its illustrious
| pioneers.

;

Paul W. Kesten, former
CBS executive
vice president and
now consultant to
the network, sent
a message to
Broadcast Adver-
tising Bureau, to
which he is con-
sultant. The let-
ter was read at
the BAB clinie
held Tuesday
morning during

Mr. Kesten

| the NARTB Chicago convention.

Here is the credo, contained in

I two types of effort he felt BAB

should carry on:

First a continuing, constructive,

J'juntroubled flow of material selling

. radio as the broadest, simplest, low-
est-cost mass advertising medium on
' record—commanding the most open,
‘,|easy, eager channel that God ever

invented to reach the human mind
l. . . the human ear. That’s basic
about radio, it always will be basic,
it can’t be overplayed.

. Second, a hard boiled, highly com-
petitive opportunistic barrage of plug-

. magazines, newspapers and by no
" means excluding television. Case his-
tories . . . deadly parallels . . . cost-
' per-sale stuff gleaned from bargain
hasements and from lofty campaigns
| from the local level to the national
level and back again . . . no holds
barred.

BROADCASTING o

ugly comparisons with ether media— -

‘ STATISTICAL side of radio held interest of BAB duo and alumnus as A. C.
" Nielsen addressed the BAB meeting at Chicago. L to r: William B. Ryan,
' BAB president; Edgar Kobak, WTWA Thomson, Ga., BAB board chairman,
and Maurice B. Mitchell, Associated Program Service, former BAB director.

'RATE DEBACLE

should be developed to new heights
and effectiveness.

This first organized attempt to
meet the CBS-projected rate crisis
head-on was conducted in a quiet,
orderly atmosphere. Determina-
tion rather than high-pressure
talks marked the 21%2-hour meeting
as BAB made its first bid to the
membership for financial support.

Kobak Keynotes Charge

Mr. Kobak sounded the keynote
by charging that radio is short-
changing itself and the listening
public by watching TV develop in-
stead of fighting for better pro-
gramming and better selling. He
claimed radio is punch-drunk from
boos of advertisers who are getting
better results from radio while de-
manding lower rates. BAB will
supply the promotion leadership

PANEL DISCUSSION at BAB meeting in Chicago included (I to r): A. C. Niel-
sen, head of A. C. Nielsen Co.; Frank E. Pellegrin, H-R Representatives;
Lewis Avery, Avery-Knodel; Robert Gray, Esso Standard Oil Co.; Jerry Stolzoff,

Foote, Cone

& Belding.

BAB Begins Its Industrywide Crusade

and research, he said. At the same
time he blamed broadcasters be-
cause they had failed to raise rates
in recent years. “Treat all adver-
tisers alike and cut out deals,” he
said.

“My own opinion is that CBS
took a drastic move. Columbia
hated to do this and is catching
lots of squawks. The next two
weeks you will hear from all net-
works. You might as well take it
—you're going to get it. Then take
the offensive.” He urged manage-
ment separation of radio and tele-
vision, adding that TV will even-
tually set up its own promotion
bureau.

Mr. Ryan, making his first con-
vention appearance as BAB presi-
dent, quietly and earnestly called
for support of BAB as he outlined

the industry’s current problem and
what should be done about it. He
noted that the organized, unified
attack of the Assn. of National
Advertisers had met some meas-
ure of success but claimed radio is
vulnerable because it doesn’t de-
fend its own rates.

Wasted Energies

“Radio dissipates its energies
fighting itself,” he said. Through
radio has produced more statistics
than any other medium it has
never measured the size of its au-
dience aside from the data in the
two BMB studies, he said. Rather
it has produced highly competitive
research for individual stations
and networks.

Mr. Ryan reminded that the
public bought 13 million radio sets

(Continued on page 94)

AM, FM IN

SHARPLY reversing the trend of
aural broadeast income—which had
been steadily declining since 1944—
the FCC last Thursday revealed
that total income for 1950 for AM

and FM, before federal taxes, rose
34.59% over 1949,

The Commission’s figures on
aural services were indicated by
preliminary estimates filed by net-
works and stations with that
agency. Similar analysis of tele-
vision networks and stations had
been released late last month by
FCC [BROADCASTNIG ® TELECAST-
ING, April 2].

In reaching its peak income year,
aural revenue from time sales and
other sources amounted to $447.7
million (see Table I). This, coupled
with television’s 1950 figure of
$105.8 million, pushed the overall
broadcasting industry total past
the half-billion dollar mark for
the first time.

These figures also indicate that
network business during 1949-50
remained virtually constant with
the rise in aural revenue primarily
attributable to increased business
of stations.

Of interest is FCC’s compara-

Telecasting

UME FCC Reports ‘50 a Peak Year

tive revenue figures showing that
aural stations located in TV mar-
kets suffered no aggregate loss, but
rather they experienced a 6.8% in-
crease in 1950 over the previous

year (see Table II). This table,
confined to stations in operation
over the two years, also discloses

(Continued on page 98)

TABLE |
AURAL BROADCAST SERVICE

Estimated 1950 Revenues, Expenses, and Income

4 Nationwide networks and
3 regional networks
(including owned and operated

Increase
in 1950

(%)

1950 1949
(Millions of dollars)
Broadcast Revenues

stations) $109.7 $108.1 1.5
Other AM and FM Stations ? 338.0 3071 10.1
Total 447.7 415.2 7.8
Breadcast Expenses
4 Nationwide networks and
3 regional networks
(including owned and operated e
stations) ! 91.2 0
Other AM and FM Stations * 285.6 5.
Total 376.8 3.9
Broadcast Income (before Fe ome T
4 Nafionwide networks and
3 regional networks
(including owned and operated - 57
stations) Ie.i s 5 48‘9
Other AM and FM Stations * 52. 35.2 -
Total 7¢.9 52.7 34.5
1 The number of network owned and operated stations in 1949 was 27 and in 1950, 28.
2 Including 2,098 AM, AM-FM or independent FM stations in 1949 and 2,173 in 1950.
April 23, 1951 © Page 19



SERIES of NARTB joint board
and TV board meetings during the
NARTB Chicago convention, first
in the history of the newly aligned
association, worked out basic prob-
lems of aural and video operation
under one trade association.

TV and joint board meetings
were held Saturday, April 14.
They were followed by a number
of special and committee sessions
at which key issues were discussed.

The autonomous TV organiza-
tion failed to come up with a gen-
eral manager, or operating head.
The board adopted a series of reso-
lutions which were ratified Thurs-
day by the TV membership (see
TV defense-business story page
75).

Resolution supporting passage
of the McFarland Bill (S 658) was
unanimously approved by the joint
board. Frank U. Fletcher, WARL
Arlington, Va., FM director-at-
large, introduced the resolution.
The McFarland Bill would stream-
line FCC procedure. NARTB
President Justin Miller is to ap-
pear before the House Interstate
& Foreign Commerce Committee
when hearings are resumed April
24. He will testify in support of
the bill.

The board voted appointment of
2 membership committee to screen
applicants for associate member-
ship.

Kobak’s Research Motion

On motion of Edgar Kobak,
WTWA Thomson, Ga., small sta-
tion director, the board voted to
name a special board committee to
look into the report by the Special
Test Survey Committee. This test
committee, headed by Dr. Kenneth
H. Baker, NARTB research direc-
tor, submitted a report last winter
urging NARTB to take the lead
in promoting a comprehensive
study of audience measurement
techniques in an effort to remove
confusion in the research field.

The whole matter of research
confusion came to a head last
summer when KJBS San Francisco
asked for a showdown on value of
various techniques. The project
was launched in an advertisement
in BROADCASTING © TELECASTING.
Dr. Baker’s committee made an ex-
tensive preliminary study of the
problem and suggested a thorough
analysis of research techniques
could be made for about $140,000.

Robert D. Swezey, WDSU-TV
New Orleans, reported on behalf
of the Presidential Selection Com-
mittee, which had signed Harold
E. Fellows, WEEI Boston and CBS
New England manager, to a five-
year contract as NARTB president,
effective June 4. Judge Miller be-
comes chairman of the board. The
selection of Mr. Fellows was
ratified. He was introduced to the
board hy the committee,.

Neal McNaughten, NARTB en-
gineering director, was directed by
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RTB BASIC PROBLEMS

the board to take part in the sixth
plenary assembly of the Interna-
tional Radio Consultative Commit-
tee (CCIR), starting next June in

Geneva. Mr. MeNaughten is in-
ternational chairman of Study
Group No. 10 which deals with

broadcasting, having been named
by the State Dept. He will sail
May 26. Last CCIR meeting was
held at Stockholm in 1948.

C. E. Arney Jr., secretary-trea-
surer since 1939, was re-elected
for another year.

Accepted into associate member-
ship were Audio & Video Products
Corp., Azrael Adv. Agency, Bruce
Eells & Assoc., Kliegl Bros. and
Snader Telescriptions Sales.

The separate TV board held a
pre-board meeting prior to the joint
board session April 14 with Eugene
S. Thomas, WOR-TV New York,
presiding.

Thad H. Brown Jr., NARTB’s
TV counsel, was named to direct
activity “of the autonomous TV
organization until a chief executive
has been selected, possibly in June.
The special committee in charge of
selection of a general manager
will meet June 2 at Williamsburg,
Va., prior to the June 4 joint board
meeting in Washington.

Board Studies

EUGENE THOMAS, director of tele-
vision operations, WOR-TV New York,
and chairman of the 1951 Convention
Committee, opened the first business
session in Chicago last week.

Mr. Thomas made this comment
on selection of Mr. Brown: ‘“This
action is taken pending the choice
of a man who will serve in the post
permanently. Mr. Brown will re-
port directly to the Television

.

Board.” Charles A. Batson has!
been directing operations of the!
TV organization. !

George B. Storer, Fort Industry:

stations, reported to the TV board

on behalf of the selection commit-
tee. Other members are Campbell
Arnoux, WTAR-TV Norfolk; Clair
R. MecCollough, WGAL-TV Lan-
caster, Pa.; Paul Raibourn, KTLA
(TV) Los Angeles;
nister, WWJ-TV Detroit.

Dues Schedule Set

Monthly dues for the TV organi-
zation were adopted—the five-
minute advertising rate, or half the
15-minute rate, whichever is low-
est. This rate is effective May 1.
It was approved on recommenda-
tion of the finance committee, of
which Mr. Storer is head. The

question of special rates for joint }
AM-TV memberships was left to |

the NARTB board. j
A special type of membership

was proposed for TV station ap- |

plicants so they can receive data

on FCC actions and other alloca-

tions information. This was de-
ferred to the Tuesday meeting.

Mr. Thomas reported 58 of the
107 operating TV stations now
belong to NARTB, first time a ma-
jority of TV outlets have belonged
to any single trade association.
Mr. Brown reviewed legislative and
regulatory matters affecting the
TV industry.

JUSTIN MILLER

JUSTIN MILLER, NAB president
for the past six years, said last
week that his assumption of the
chairmanship of the new NARTB
did not constitute a “swan song”
and that his new position would per-
mit him at last to do the sort of
job that was promised him when
the NAB “lured” him to leave a
lifetime federal judgeship.

He delivered the principal ad-
dress of the opening session of the
29th annual convention of the
broadeasters’ trade  association
Monday afternoon.

Judge Miller said that the NAB
selection committee, in seeking his
acceptance of the NAB presidency
in 1945, promised that he would not
be “burdened with management and
administrative duties—instead, my
most important function was to be
that of diagnosis and prescription
of remedies.”

Persuasive Factor

He said that he regarded that as
“the most attractive feature of the
committee’s offer and the one which
finally persuaded me to leave the
bench.”

Contrary to promises, he said,
events obliged him to “plunge at
once into the work of management
and administration, and . . . I
rarely got out of it.”

The reorganization of NAB into
NARTB and the election of Harold
Fellows, former general manager of
WEEI Boston, as president, has
resulted, Judge Miller said, in an

Counsels

at Opening Session |

arrangement to the judge’s satis-
faction.

“The board has appointed me to
a position in which I can do the
sort of job with which the 1945
committee on selection lured me,
from a lifetime tenure on the fed-
eral bench, to the uncertainties of
a short-term trade association
tenure.”

Judge Miller devoted most of his
address to giving “advice to my
successor.”

Advice to Fellows

The first thing he advised Mr.
Fellows to beware of was the trade
press, although he did not identify
any journals by name.

He remarked that a man may be
a “D-English major one day, a cub
reporter the next, and an expert on
everything a year or two later.
This fact is one which the dicta-
tors always capitalize, in the use
of the ‘big lie’ technique. No better
proof can be found of the fantastic
gullibility of many people.”

Having warned Mr. Fellows
against taking the trade press seri-
ously, Judge Miller advised him
that on a trip (the Judge recently
returned from South America) he
had learned that the three dominant
motivations of the people in one
country were love, money and lazi-
ness.

“] suspect,” he said, “that these
three are high up on the list in
most countries. You may be sure
that where they are dominant, there

BROADCASTING ® Telecasting]

is little time or energy left for such |

activities as those of trade asso-
ciations. That explains, perhaps,
why the percentage of membership
runs close to 50% of the total num-
ber of broadcasting stations.”
Those who are members, he add-
ed, do not all participate whole-
heartedly in association affairs.

“And remember, Mr. President-

elect,” Judge Miller said, “they will
gripe to you. . . . You may have
a board meeting next Monday, for
which you have to prepare an an-
nual budget; you may be in the

midst of a congressional hearing |

on a bill which threatens the very

existence of commercial broadecast- |

ing; but when such a letter comes
in from a broadcaster, you must
drop everything and explain to him

just why the board adopted a cer-.

tain policy and why you carried it
out—or at least that is what he
thinks you should do.”

Judge Miller pointed out that
within the association there were
“jrreconcilable differences.” He said
there were “those who are in the

association to grind their private

axes; who will try to convince you
in ways, both blunt and subtle, that
they are entitled to have NARTB
serve their special interests and
give them special advantages over
other members.”

“Don’t kid yourself, Mr. Presi-
dent-elect,” said Judge Miller, “that
vou can reconcile all differences and
keep everyone happy. You can’t.”

Judge Miller said that another

(Continued on page 107)
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This summer, check in at 50,000-watt KSL. Discover for yourself
the four-state summer wonderland KSL puts at your feet.
There’s money everywhere. It’s in the billion-dollar
Intermountain industrial empire that’s booming all year long. ..
in Wasatch National Forest (most-visited in the U. S.),

the Rockies and all the natural wonders that attract
Intermountain America’s horde of free-spending

summer vacationists.

And every year is bigger than the last.

In 1950, far more visitors than in *49 spent 12% more
dollars June through August — helped ring up a soaring
$254,553,000 in retail sales!

At KSL, you're in for a wonderful time. Because KSL last
summer registered 419 more listeners than the second station
during the day . . . 38% more at night! And because KSL
this summer will be out for an even greater share of audience
with an unprecedented promotion campaign. (Tie-in displays,

billboards, stunts, newspapers and on-the-air ads—the works!)

Make your reservations now. Call KSL or Radio Sales today!

KSL

50,000 WATTS
CBS IN SALT LAKE CITY
Represented by Radio Sales

All sources on request
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WORLD Broadcasting plugged its
Robert Montgomery show, Freedom
Is Qur Business, with these conven-
tion representatives on hand (I to r):
Rear, Sy Kaplan, Hugh Grauel, Mike
Sillerman and Bob Friedheim; seated,
Sam Carter, Dick Lawrence and May-
nard Marquardt.

4

GATES RADIO Co.’s large broadcast
transmitter is explained by Francis W.
Wentura (l), as two other Gates rep-
resentatives (I to r) Stan Whitman
and 0. J. McReynolds, and a station
man, L. W. Lenwell, KBRL

McCook, Neb., look on.

S il

4y FOUR new programs were introduced by Lang-

Worth Feature Programs. Posted in the firm’s suite
(I to r): Cy Langlois Jr., Hugh Allen, Pierre Weis, William
Young, John Langlois, Wait Davison and Cy Langlois Sr.

- i e

ONE OF THE MOST SOUGHT-AFTER PERSONALITIES OF THE ENTERTAINMENT WORLD !

‘ONE OF Frederic W. Ziv Co.’s most

outlining features of
library, include (1 to r): Bob Stor2, Ralph Baruch, David
R. Milsten, Kurt A. Jadassohn, G:2orge W. John-
ston, Louis Tappe, John Casey, Alice J. Heinecke.

BED L

representatives,

) ‘l.fug

popular transcribed shows, Boston
Blackie, was a wall-board background
for this group of salesmen. L to r:
Bennett Philley, William M. Mertz Jr.,
Albert Unger and Stuart E. Halliday.

BLONDE Thesaurus Queen attracted
all eyes at RCA’s recording exhibit.
L to r: Rear, Bert Woods, George
Field, Model Jane Casey, H. Gillespie
and Bob Fender; seated, Geoff Ben-
nett and Jim Davis, all Thesaurus

representatives  headquartered

in Room 512, ““the Key Club.”

- 4 SERE

ALLEN B. DuMONT Labs’ delegates |

and station men check TV monitors

during the convention. They are (I |

to r): Jerry W. Keefe, WHBF-TV Rock |

Island, lll.; C. E. Spicer, DuMont; |

R. J. Sinett, WHBEF-TV; Jim B.
Tharpe, DuMont.

FEDERAL Telecommunications Labs
sent two spokesmen to the NARTB
meeting. Checking equipment at the
last minute are A. J. Baracket

(1) and J. H. Hickerson.

o




RCA EQUIPMENT swallowed up
the largest portion of the Exhibi-
tion Hall at the NARTB conven-
tion again this yvear, but Broadcast
Music Inc. attracted the most at-
tention from visitors. Twelve com-
|- panies allied with the radio and
television industry leased space in
the Stevens Hotel lower-level Ex-
| kibition Hall, which occupies 30,000
. square feet.

Nine had displayved their new
equipment previously—The Andrew
Corp., Allen B. DuMont Labs,
! Gates Radio Co., General Electric

Co., Radio Corp. of America,

' SESAC Inec., General Precision

Lab, Federal Telephone and Radio
i Corp. and Broadcast Music Inc.
i|  Three new exhibitors added this
¢ : vear were the U. S. Army Signal
#:Corps, the Armed Forces and
* | Kliegl Bros., Universal Eleetrie
“ | Stage Lighting Co. Two exhibitors
—Collins Radio Co. and Raytheon
Mfg.—dropped their heavy exhibits
| for the 1951 convention. Collins
set up headquarters on the fifth
floor, where all light displays were
shown, and Raytheon did not ex-
hibit because it no longer manufac-
ures transmitters.

RCA showed an extensive line of
transmitters, radio and video con-
soles, transmission lines, monitor
racks, and ecabinets and tubes.
Equipment was departmentalized
around a replica of the Empire
State Bldg., atop which a 222-foot
multiple TV and F)M antenna is
being erected. The installation was
designed and constructed by RCA.
The model was designed of glass
and wood. and was supplied by the
Empire State Bldg.

TV Amplifier

} Interest of conventioneers cen-

|tered on the company’s 20 kw tele-
vision amplifier, which, used with
a 12-zain antenna, will increase a
i station’s coverage area “four times
over,” one spokesman said. The
. model attracted much comment as
: ;a result of the FCC’s declared plan
j;to increase the power of TV sta-
§ tions now on the air. The model
‘will be available when petitions
for increased power are authorized.
Another piece of equipment talked
about, although, it was not shown,
was the new air-cooled 10 kw trans-
mitter.
A new 5 kw slant line 10 kw AM
transmitter was shown with a 250
w transmitter, with a rack, which
ioccupies no more floor space than
the former RCA 250 w transmitter
alone. The single unit piece in-
:ludes new monitoring equipment,
2 frequency monitor, modulation
and limiting amplifier. RCA offi-
cials also introduced a program
console, with expanding mixing
facilities for TV with eight micro-
phone imputs, shown with a master
switeh consolette which is capable
of switching 10 input channels into
chree outgoing circuits.
Flashing vari-colored lights were
ased on a large wall map of the

BROADCASTING

HEAVY DISPLAYS

RCA Biggest Exhibitor

U. S. to indicate TV stations using
RCA field, studio, transmission
and antenna equipment. Next to
the map was a model of a new
portable film projector which cou-
ples onto a remote camera and
permits film inserts and slides to
be telecast from a remote site. One
of the most expensive items on dis-
play was a custom-built television
audio console, originally designed
for use at NBC New York. It has
12 microphone channels, a dialogue
equalizer, an element which presets
sound effects - (switching is auto-
matic with the camera) and an on-

the-air video monitor.

Broadcast Music Inc., to intro-
duce its new ‘“‘Autograph Series”
of sheet musie, displayed original
music manuscripts and letters of
the composers in three glass-en-
closed tables. A fourth was filled
with archaic musical instruments.
The autograph series is expected to
include 12 compositions in the BMI
library, and with each sheet musiec
copy the company will include a
replica of the original manuseript
suitable for framing.

The exhibit, heavily guarded be-
cause of its value, included orig-

inals owned by BMI and borrowed
from collectors. In the group were
“Dixie’s Land,” subsequently known
as “Dixie,” “America,” Stephen C
Foster’s “Sadly to Mine Heart Ap-
pealing” and “Home Sweet Home.”
Manuscripts were mounted on ma-
roon flannel and surrounded by
letters in the authors’ handwrit-
ing, plus pictures.

The Conn Band Instrument Co,
Elkhart, Ind., loaned BMI a group
of ancient musical instruments.
Displayed in a fourth case, they in-
cluded Egyptian pipes of Pan, re-
portedly 5,000 years old; The He-
brew shofar, made of a ram’s horn;
boxwood clarinets; a Chinese trum-
pet; a soprano Zinke in D, a 16th
Century German device; the Ser-
pent, a snake-shaped instrument,

(Continued on page 104)

LIGHT’ EXHIBITORS

TWENTY-TWO “light” exhibitors
displayed their radio and televi-
sion wares on the fifth floor of the
Stevens Hotel throughout the
NARTB convention in Chicago last
week.

This year, as in the past, seantily-
clad models distributed “come-on”
gimmicks, suites were flooded with
wall-board promotion pieces and
brochures and broadeasters audi-
tioned dozens of new transcribed
radio and television programs.

RCA THESAURUS issued mem-
bership cards in its exclusive “Key
Club” after distributing hundreds

of miniature golf clubs attached to
a duplicate of the key to Room 512,
its headquarters. Numbers corres-
ponding to those on cards passed
out during the day were mixed for
a drawing each afternoon, with the
winner receiving a set of matched
golf clubs. When the keys ran out
on the first day of the convention,
RCA sent in matches — labeled
“Thesaurus is setting the trade on
fire”—as a substitute. Mexican val-
eras, a wocden device tossed onto
a peg, were distributed again this
year.

Models invited conventioneers to

RADIO LAUDED

Bradley Praises Korean
Newscasts’ Accuracy

GEN. OMAR N. BRADLEY said last week that commercial radio news
reports from the Korean war are ‘“so accurate” that he includes them
in the daily briefings that he gives the President and Secretary of Defense.

Gen. Bradley, chairman of the U. S. Joint Chiefs of Staff, addressed a

luncheon meeting of the NARTB
Tuesday. He explained that a tel-
conference between Washington
and Tokyo is held daily between
6 and 8:15 a.m. to inform the De-
fense Dept. of the latest progress
of Korean operations. A summary
of the situation is prepared for
him.

Frequently, hcwever, Gen. Brad-
ley’s aides pick uvp information
from 8 a.m. radio newscasts that
was not included in the official re-
port, he said.

“These broadeasts,” said the
general, “are so accurate that I do
not hesitate to give them to the
President.”

Praises Coverage

Gen. Bradley complimented radio
and television for their “particul-
arly outstanding” coverage of the
Korean war.

The major part of his address
was devoted to an address on “Ko-
rea Today,” an analysis of the mili-
tary concept of that action and
its relation to the whole movement
of resistance against communism.

At the same luncheon, over which
Justin Miller, NARTB chairman,
presided, the four finalisis of the

® Telecasting

*
Voice of Democracy contest read
excerpts of their speeches. Three

of them, Ricardo Romulo, Norita
Newbrough and Marcia Anne Har-
mon were heard by rszcording. The
fourth, Robert A. Burnett, appeared
in person.

v 3 - : =

22 Show Products

visit room 512 for an “Hour of
Charm,” RCA’s new Phil Spitalny
show which is being directed sales-
wise to the sponsor rather than the
station. Presentations were made
also on the Wayne King Serenade,
introduced two months ago. Also
displayed were musical jingles and
commercials.

The suite of STANDARD RADIO
TRANSCRIPTION SERVICES was
divided between its radio dises and
films of United Television Pro-
grams. Delegates were outlined
features of Standard’s program
library, which includes new talent
and a new cataloguing system ve-
quiring less handling time. Visitors
received three-dimensional viewing
devices with colored slides.

UNITED TELEVISION PRO-
GRAMS previewed three of its film
shows, most popular of which was
The Chimps, starring the late
Bonzo. Showings continued
throughout the day. The company
will release two new fiim series in
the fall, Cry of the City, a half-
hour dramatic suspense show, and
Cowbny G-Men, a new western.
Each is going into preduction now,

(Continued on page 105)
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Gen. Bradley (r) exchanges tabie talk with Joseph H. MecConnell (1),

NBC president, and Harold Feliows, NARTB president-elect,

before

making his address at the Tuesday luncheon.
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Right now Wichita retail sales are
32% ahead of the 1950 level! They

\
1"
‘ have led the five-state area® time
1 g

N
’ )
3 after time. People in the Wichita

?/‘.. market have money to spend and
they will continue to spend it because

’ Wichita industry alone has far more
than a BILLION-dollar backlog.

7+ RADIO ACTIVE

A Bonanza Market

Here you find big-scale employment
of a population that's 98% native-
born whites. And, don’t overlook
Wichita’s normally high income from
regular production at the basic
sources, 1. e., Agriculture, Cattle, and
Oil. Yes, sir/ We have full pocket
books and full dinner pails in Wichita.

PR

( * Colorado, Nebraska, Kansas, Oklahoma, Missouri.

You can tap this rich market most easily, most economically, with RADIO.
The average ownership is a little over three sets per family in the area.
Every test and every measurement proves the listening audience.

i o

Represented Nationally by Edward Petry & Co., Inc.

C S
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Represented Nationally by Radio Representatives, Inc
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The Hot Spot of the Nation

Wichita’s new sixty-million-dollar Jet Bomber Base and
ten-million-dollar Municipal Airport are now a fact!

Homes are being built by the thousands.
New super highways, flood control and
other colossal expansion is extending
Wichita’s city limits almost weekly. It
takes very little imagination to convert
this boom into payroll dollars which soon

find their way into cash registers.

ionally by Avery Knodel, In

Radio is the one vital influence on these
busy people. You can influence about
one million five hundred thousand people
with above-average income within the
listening area of these four Wichita net-
work stations. You can reach more people

for your advertising dollar . . . with radio.

ationally by (

' BROADCASTING ® Telecasting
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BROADCASTERS 1omed organ-
ized baseball last week in planning
a campaign of promotion this
season but let major and minor
league officials understand they
have been getting pushed around
in seeking radio rights to games.

Winter-long efforts to work out
a promotion drive in which net-
works, stations, manufacturers
and set-selling outlets will partici-
pate came to a focus at the NARTB
sports session, held Tuesday after-
noon during the Chicago conven-
tion.

Out of two hours of plain talk,
and a few traces of emotion, came
the informal understanding that
the sports operators and electronic
industries could cooperate to their
mutual benefit.

George Trautman, president of
the National Assn. of Professional
Baseball Leagues, suggested sta-
tions channel their requests for
game rights, as well as their com-
plaints, through NARTB. After
hearing both major and minor
leagues criticized for their han-
dling of game rights, he said “we
are on the doorstep of a fine rela-
tionship.”

Lindsay Presides

Merrill Lindsay, WSOY Deca-
ur, Ill., newly elected NARTB di-
rector from District 5, presided at
the sports meeting. He reviewed
briefly the history of baseball
broadcasts and noted that base-
ball’s rule protecting major league
clubs within 50 miles of their ball
parks has hurt broadcasting.

Mr. Trautman said attendance
of the minors was down 20¢: last
year. He blamed this on a number
of factors, including radio, televi-
sion, weather and economic condi-
tions. He recalled the three recom-

RTS SESSION

Coverage Benefits Stressed

mendations a major-minor
league commlttee, submitted at a
joint baseball meeting in Decem-
ber. These were that majors
should not try to enlarge the scope
of radio coverage; should analyze
sponsorship of broadcasts, and
should confine TV to the home ter-
ritory of clubs being telecast.

Myr. Trautman praised radio’s
cooperation with the minors and
was optimistic about the contribu-
tion radio will make. He said many
minors claim saturation of major
league broadcasts hurts attend-
ance,

C. L. Jordan, executive vice
president of N. W. Ayer & Son,
recalled baseball’s attendance sky-
rocketed to over 64 million in
1949, with sportscasting growing
from 250 stations in 1940 to 600
radio and TV outlets in 1949.
“Everybody was happy,” he said,

including advertisers, agencies,
stations and baseball clubs. Then
along came bad weather, normal
leveling out after the postwar ex-
pansion, and other factors to cut
attendance 11 million in 1950—
“nearly back to the 1946 figure.”
Number of radio and TV stations
carrying games rose to 800 in 1950
he said, with a daily audience of
17 million listeners.

Cites Winter Meet

Mr. Jordan recalled last winter’s
meetings in which all interests
sought a solution to the baseball
radio-TV problem. Over 1,000
radio and TV outlets will carry
games this year, he said, reaching
about 20 million persons. ‘“Nobody
could ask for a better chance to
show that radio and television can
sell baseball to more people,” he
said. “The job we have to do is to

ON LOCATION interview is
ducted by WMAQ Chicago Announce
MHugh Downs (r) with Werner Wie
boldt (center), son of the founder o
Wieboldt Stores Inc., which has jus

marked its 68th anniversary. Wie:
boldt’s show, Your Neighbor, origi

nated at the site of the company’

first store for the anniversary broad

cast. At left is Howdee Meyers
WMAQ sales manager.

prove that this tremendous powe)
can work for the good of basebal
as well as the advertising indus
try,” he said. “I think we can. Cer
tainly, we have some sound pilos
(Continued on page 106)

DEFENSE

PLANS for operation of broadcast-
ing stations during an air alert
will be sent out in the near future
by FCC, NARTB convention dele-
gates and non-member executives
were told at a defense mobilization
meeting last Monday morning.

A morning-long meeting held in
the Eighth St. Theatre, Chicago,
went into station procedure during
an alert as well as general operat-
ing problems in the mobilization
period. The discussion of alert
procedure was confined to persons
holding credentials from the FCC.

As the first major convention
meeting, the defense roundtable
drew some 1,200 broadcasters. The

LLY

Industry Hears ‘Alert’ Plans

restricted portion of the morning’s
session was a streamlined version
of the day-long emergency meeting
held in Washington March 26 un-
der FCC-military auspices [BROAD-
CASTING ® TELECASTING, April 2].

John H. DeWitt Jr., WSM Nash-
ville, NARTB director who served
as panel chairman, explained the
problem of preventing the enemy
from using stations for homing
purposes. Sitting on the platform
with him as board observers were
Calvin J. Smith, KFAC Los An-
geles, and William C. Grove, KFBC
Cheyenne, Wyo.

Curtis Plummer, FCC chief en-
gineer, explained that the problem

x {4

SIXTH ANNUAL reunion of the U. S. Radio Mission to
European Theatre of Operations was held in Chicago
April 15 in conjunction with the annual convention of
NARTB. Present were, seated (I to r) Joseph H. Ream,
executive vice president, CBS; J. Leonard Reinsch, man-
aging director, Cox Radio and TV stations, and last year’s
winner of VIP-ers Award for meritorious service to radio;
NARTB Board Chairman Justin Miller; Sol Taishoff, edi-
tor and publisher, BroapcasTtING ® TELECASTING; Col. E. M.
Kirby, Army radio-television director and escorting officer

Page 26 ©
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of 1945 Mission.
Syracuse; Joseph Csida, editor,
Novik, radio consultant; William S. Hedges, NBC vice
president; John E. Fetzer, WKZO Kalamazoo; Robert D.
Swezey, WDSU New Orleans; Martin B. Campbell, WFAA
Dallas; Clair R. McCullough, Steinman Stations, mission
historian and chairman of Last Man’s Club. Not present
were Mark Woods, vice chairman, ABC; Abel Green,
Variety, and Jack Alicoate, publisher, Radio Daily.

BROADCASTING e

Standing: Col.

Harry Wilder, WSYR
The Billboard; Morris

is to prevent the enemy from hom-
ing on stations while at the same

time conveying vital messages tc
the public.

Col. William Talbot, Federal Civil
Defense Administration;
Linx, Prose Walker and Ralph
Renton, FCC Engineering Dept.;
Col. James H. Weiner, Air Defense
Command. Neal McNaughten,
NARTB engineering director, was
staff representative.

Broadcasters were told the en-

emy is depending in great part on .
commercial broadcast stations for

homing aids. Their cooperation
was asked on a voluntary basis.
The plan to be submitted for alert
procedure has been approved all
along the line, after careful study,
with only White House action on

Sec. 606 of the Communications Act ¢

needed to put it into operation.

Series of tests in which anti-

homing techniques were used re-

ceived detailed explanation. These |

tests, along with study of what
other countries did during the war,
led to approval of a plan under

which a large number of stations

on common frequencies will operate
on a pseudo-synchronization and
pulsating formula.
Laud Coverage
Civil defense officials said they

know of no other medium that can |

reach so large a percentage of the
public instantaneously.

added, with the medium playing a

tremendously important role in re g] 1

uniting families as well as tellin;
people where to go and what areal
to avoid.

Stations in a ecity will be tied |

together by wire and radio, unde

the plan, using simultaneous pro-

gramming. Key stations will b
(Continued on page 62)
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Taking part in the!
discussion were Robert Burton and

Robert

Radio i |
the best means of getting essential |
information to the publie, it was
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long enough to sell millions of dollars of merchandise for such advertisers as Bulova Watch
Co., Procter & Gamble, Oldsmobile Division-General Motors Corp., American Tobacco Co. . ..

long enough to reach the largest audiences in radio through station breaks adjacent to
major network programs.

long enough to sell any product, your product. In 20 seconds you can use a surprising
amount of selling copy.

For example:

i

AMERICAN SAFETY RAZOR CORPORATION
SILVER STAR BLADES

RADIO SPOT
20 SECONDS
(MIMEO 3/23/51)

ANCCR: It's two for free--so you can see..with the Silver Star
Special! With every 10-blade Silver Star Dispenser,
gnly 49 cents, you now get two additional blades free!
Use those two free blades! If they don't prove to
you Silver Star gives you the best shave ever, you get
your money back! Try the razor blade your face
= i EO can't feel=-~Silver Star Double~Edge Razor Blades! L

N s

o o

wn

Sy
~ ————— i = ~— -
~ o —— - o ——
~ - R
—

L (A typical transeribed 20-second station break. ‘““Live’’ station breaks are limited to 40 words of copy.)

American Safety Razor Corp., like hundreds of successful advertisers, finds 20-second station
breaks to be one of radio’s most effective advertising devices. For mass audiences, long selling
copy and low cost, start planning a station break schedule for your client today. The best place
to begin is on one or more of the nation’s major stations represented by NBC SPOT SALES.

WNBC New York
WMAQ Chicago
WTAM Cleveland

|
-
|
| WRC Washington
N B c sp0t sales ! WGY orenectiy
|
|

KOA Denver
KNBC San Francisco

NEW YORK CHICAGO CLEVELAND HOLLYWOOD SAN FRANCISCO
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Y HITS NARBA CRITICS

FCC CHAIRMAN Wayne Coy last
week excoriated critics of the North
American Regional Broadcasting
Agreement, now awaiting Senate
vatification, and issued a stout de-
fense of the Commission’s proposed
opening of UHF television channels
and its embattled decision on color
television. '

Mzr. Coy was the principal speaker
at a Wednesday luncheon session
of the NARTB convention.

Describing NARBA as an agree-
ment that would insure more and
better radio service to “millions of
American radio listeners,” Mr. Coy
said it was also to the broadcasters’
interests that the treaty be ratified.

A Senate refusal to ratify the
pact, he said, would “bring down
upon our heads a situation of un-
certainty, chaos and confusion in
the standard broadcasting band
that I dread to envision.”

“I say this to you,” he said, “with
all sincerity and with full knowl-
edge that many of you have been
the objects of an aggressive, subtle
and self-serving campaign that
would have you believe t<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>