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NATIONAL BARN DANGE

Broadcast from Chicago’s 8th Street Theatre!

In the eighteen years since the NATIONAL BARN DANCE was moved to the
8th Street Theatre (it was a studio broadcast for eight years before that)
2,076,410 loyal WLS listeners have paid nearly a million and a half dollars

to see the program broadcast from this one spot alone—an unequalled record

in paid admittance for any radio program. And with age, its share of

audience increases—in the last reported month alone, according

to A. C. Nielsen Company, by 16%.

isins

Itis more than just another program. The NATIONAL BARN DANCE

is radio’s oldest continuous, commercial program. Itis a tradition—

which has maintained—and increased—WLS leadership in developing loyal
listeners—and customers. Its list of sponsors is impressive—even more so is the
constancy of their sponsorship. It has proven and will continue to prove

that radio is the magic touch that turns people into customers.

WLS can introduce you to new customers in the rich Midwest.
Write WLS, or contact yoar John Blair man today for availabilities
and facts on how Radio’s magic touch can sell for you.

JOHN BLAIR & COMPANY
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Makes the difference
between signal coverage and selling coverage
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No other Kentuckiana station can match WHAS in Take Lexmgton for examp -

‘ £ (E
listenership . . . in Louisville, in Lexington, in all ~ WHAS has more quarter-hour ‘Flrs‘ls
in Lexington than all other stations com-
bined including 4 Iocol stations! j;*" L

*Based on recent diary survey conducted by Depm'm
of Radio Arts, University of Kentucky.

Kentuckiana. Because no other station can match the
consistent high level of WHAS programming. With power
to reach ’em and the programming to se// 'em . . . it'sa

combination that can’t be beat. Better call Petry. et Bt

50,000 WATTS 4 1A CLEAR CHANNEL % 840 KILOCYCLES

The only radio station setving aud selling
all of the rich Kentuckiaha Market

VICTOR A. SHOLIS, Director +  NEL D, CLINE, Sales Director |

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. = ASSOCIATED WITH THE COURIER-JOURNAL & LOUISVILLE TIMES

INDIANA
First in ALL
i KENTUCKIANA §
- BRI R i ik merke
KENTUCKY
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Closed Circuit
TAKE ’EM OR LEAVE ’EM: (1) Comr.
Frieda B. Hennock, upon confirmation for New
York Federal judgeship, will be succeeded by
Robt. T. Bartley, administrative assistant
to his uncle, House Speaker Sam Rayburn;
(2) Comr. Robert F. Jones, if he resigns
before year is out, may well be succeeded
by Fanney Neyman Litvin, veteran examiner
and attorney, to satisfy “woman’s demand;”
(3) Chairman Wayne Coy, if and when he
leaves, expected prior to New Year, would prob-
ably be succeeded by Neville Miller, former
NAB president, now practicing law in Wash-
ington; (4) Vice Chairman Paul A. Walker
(who has passed retirement age) likely would
have as his successor Kenneth Fry, radio and
television director of Democratic National
Committee, and former program executive of
NBC.

CHALK UP another major assist for all ad-
vertising to James D. Shouse, chairman of
Crosley Broadcasting Corp. board, and vice
president of Avco, on proviso in new Defense
Production Act which specifies advertising as
allowable cost. Legislation reluctantly signed
by President Truman last Tuesday because he
felt it wasn’t strong enough, originally would
have all but scuttled advertising as expense
item. It now can be told that Mr. Shouse, who
first called attention to iniquitous legislation
in fighting speech in New York last May, had
spent two weeks working with committees of
Congress to see that industry and media got
fair break (see story, page 25).

GOP raising ned over what it alleges to be
misuse of network radio and TV time by Pres-
ident Truman for partisan political purposes.
Case in point was July 28 Detroit address of
President over all networks on occasion of
250th anniversary of founding of that city,
when he attacked Republican rivals and threw
bouquet to Democratic Senator Blair Moody.
GOP contends such broadcasts are political
rather than “state of the nation” and there-
fore should be made in paid time, or opposition
should be given equal time (see page 38).

PROCTER & GAMBLE, Cincinnati (Camay
soap), through Pedlar & Ryan, New York, cur-
rently preparing fall campaign. Definite de-
cision as to whether budget will go into spot
or network will be forthcoming within next
ten days.

HOPE FOR October 1 approval of ABC-
United Paramount merger apparently goes
aglimmering based on FCC staff estimates.
Commission was informed last week that at
least month would be required simply to review
papers and that hearing obviously is indicated.
Several Commissioners want to ask questions
about many aspects of merger and raise ques-
tion whether theatres and TV are not preda-
tory business competitors (see page 28).

SEN. WILLIAM BENTON (D-Conn.) to in-
troduce new legislation this week that would
create citizens advisory board with eye toward
educational import of radio and television.
Chief changes: (1) clearing up section on rela-
(Continued on page 94)
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Aug. 20: BMI Clinic, Harrisburg, Pa.

Aug. 21: BMI Clinic, Columbus, Ohio.

Aug. 22: BMI Clinic, Roanoke, Va.

Aug. 23-24: NARTB District 4 Meeting, Hotel
Roanocke, Roanoke, Va.

Aug. 23-25: West Virginia Broadcasters Assn.,
Greenbrier Hotel, White Sulphur Springs, W.
VYa.

(More Upcomings on page 38)

Bulletins

PARTIAL “freeze” on commencement of new
building construetion until Oct. 1 ordered Fri-
day by National Production Authority as in-
terim measure. Ban applies to applications
for projects using more than two tons of steel,
200 pounds of copper or any quantity of
aluminum. Construction now under way not
affected. NPA headquarters still accepting
applications for broadcast projects involving
more materials, indicating approval (if forth-
coming) by Oct. 1. All construction under di-
rect allocations effective that date, assuring
sufficient materials simultaneous with building
grants.

$1.2 MILLION BUSINESS
AT DuMONT IN WEEK

TEN NEW SPONSORS and 27 sports events
added to DuMont TV Network’s fall line-up
last week, Chris J. Witting, director, said Fri-
day, with contracts totaling more than $1,200,-
000 being turned in by network’s newly reor-
ganized sales and sports departments.

New business includes P. Lorillard Co. (Old
Golds) sponsoring Down You Go, Thursday
night quiz show; George H. May Co. (engi-
neering services), wind-ups of All-American
and Tam O’Shanter golf tournaments, Aug. 5
and Aug. 12; Pabst Sales Co. (beer), Yonkers
Derby, Aug. 16; Admiral Corp. (radios & TV
sets), All-Star football game, Aug. 17; Fred
Miller Brewing Co. (beer), Chicago Bears-
Cleveland Browns professional football game,
Sept. 9; Atlantic Refining Co. (gasoline, oil)
and Brewing Corp. of America (ale) co-spon-
soring 22 Sunday pro football games, starting
Sept. 30. The TV network also will telecast
National Professional Football League title
game in December and has lined up winter
series of Saturday night wrestling matches to
be cooperatively sponsored. Contracts with
WABD (TV) New York, DuMont key station,
from S. A. Schonbrunn Co. (coffee) for 260
announcements and from Liebmann Breweries
(beer) for 13 five-minute films, were included
in $1,200,000 total.

REYNOLDS BUYS BIG SHOW

REYNOLDS METALS CO., Louisville, Ky.
(aluminum products), to sponsor 6:30-7 p.m.
segment of The Big Show, Sundays over NBC
beginning Sept. 30, and 8-8:30 p.m. period of
The Kate Smith Evening Hour on alternate
Wednesdays, over NBC-TV effective Sept. 26.
Agency, Buchanan & Co., N. Y.

D= | ‘
.4t deadline

A R R R e A R A A A AR A R A A A LA L C L L LN L RN R R N N N N N NS N N R N R

e

Business Briefl:

SUSPENSE RENEWED @ Electric Auto-L
Co., has renewed sponsorship of both C
radio and TV versions of Suspense for comi
vear. Radio program moves to Mondays
8 p.m., while TV series will retain Tuesda
9:30 p.m. Cecil & Presbrey, N. Y., is agen

BICKERSONS SWITCH @ Philip Morris
Co., New York (cigarettes), sponsors of 7
Bickersons on CBS, Tuesdays, 9:30-10 pa
switches program to NBC same evening, 10:!
11 p.m. effective Sept. 4. Status of its Phi:
Morris Playhouse also on CBS, not yet decid:
Biow Co., New York, is agency.

NEW KATE SMITH SPONSORS @ Th:!
sponsors have been added for Kate Smith p1.
gram Monday-Friday (4-5 p.m.) program |
NBC-TV. Knomark Mfg. Co., for Esquil
shoe polish, will sponsor Tuesday, 4:30-4:!
p.m. segment through Emil Mogul Co., N. |
Simonize, through Sullivan, Stauffer, Colwell |
Bayles, N. Y., will sponsor 4:15-4:30 P
period Thursdays, and Jergens Lotion, throu
Robert W. Orr Assoc., N. Y., 4:15-4:30 D |
segment, Wednesdays and Frldays

AT&T SETS SEPT. 30 FOR i
COAST-TO-COAST TV ;‘

COAST-TO COAST TV simultaneous netwo !
broadcasting will be initiated Sept. 30, if pre!
ent expectatlons are fulfilled, AT&T said in ah
nouncing $40 million opening of cross-count |
microwave radio relay facilities for telepho |
service Aug. 17. Longest microwave chanr
in world, system has been under constructi |
since 1948. Work on installation and testii]
of extra special equipment needed to fit rel:!
for TV program transmission has reached sta. !
where Sept. 30 date may safely be anticipate
about three months earlier than previous B!
System predictions.

Some TV networks marshalling West Coa
origination plans. CBS-TV spokesman sa
network probably would carry Burns and All
and Alan Young Show, and possibly all or son
Jack Benny programs from West Coast. NB¢
TV probably will air four shows in part fro
Hollywood, including Colgate Comedy Hou|
All Star Revue and Red Skelton and Bob Hoj!
shows, network representative said. DuMo
Director Chris Witting said DuMont had a |
plied for east-west, west-east facilities tv
months ago, but no plans had been mad
ABC-TV reported no definite plans for chang
in origination schedule.

SEEDS CLIENTS BUY SCHEDULE

THREE CLIENTS of Russel M. Seeds, Chicag
buying heavy fall and winter schedules. Norg
Division of Borg-Warner, Chicago, for its fu
line of appliances, will sponsor transeribed R«
Skelton show in nighttime half-hour slots
46 markets from Oct. 1 for 39 weeks. Packag
is produced and owned by Seeds. Brown a1
Williamson Tobacco Co., Louisville, for Raleig!
cigarettes, begins TV spot campaign in
markets this month. Pinex Co., Ft. Wayne, Inc
for cough syrup, will use radio spots in U.
and Canada. Canada order covers 19 marke
and 25 stations, while 40 markets will be use¢
in U. S. between Pittsburgh and Texas.
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Six stations important in your selling. Each

is outstanding in the market it serves. Each is a
regular habit with its listeners—exerts a powerful
influence on their daily living and buying. This
strong pulling power sells for you when you tell
about your product on these stations. The many
national and local advertisers now using them are
proof of the responsiveness of their audience-proof
of the profits. For availabilities and rates, write
direct or contact

ROBERT MEEKER Associates

New York Los Angeles Chicago San Francisco

STEINMAN STATIONS Clair R. McCollough, Gen. Mgr.

e e
* o 9 0 ® 00
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Helping your doctor
help you—
the partnership between

Meat

As you know, meat animals are the source of many
vital medicines. Every day these help save lives, re-
store health, relieve pain and battle disease for millions
of people—perhaps even you, or one of your family.

To help make them, the meat packing industry has
elaborate facilities for saving important by-products.
Great discoveries have come, already, from the re-
search partnership between the meat industry and
medicine. The search is on for even greater things.

But only well established meat packers—the com-
panies whose products you know so well—have the
facilities to save and make available these by-products.

Price controls, possible rationing, etc., tend to divert
meat into illegal channels, where there are no means of
saving essential by-products; no facilities for research.

AMERICAN MEAT INSTITUTE
Headquarters, Chicago © Members throughout the U. S.

Me dicine

Out of the partnership between the meat industry and medicine
come these (and many other) medicinal preparations

Insulin—only substance known to medical science
which can contrel diabetes.

ACTH—treatment of arthritis, severe asthma, and
many other conditions.

Epinephrine—treatment of many allergic condi-
tions such as asthma, low blood pressure,
certain heart affections.

Liver Extract—treatment of pernicious anemia.

Fibrin Foam —controls bleeding during surgical
operations.

Gastric Mucin—treatment of many stomach afflic-
tions, notably peptic ulcer.

Thyroid Extract—treatment of depressed function-
ing of the thyroid gland (myxedema and
cretinism).

Cholesterol —starting material for the preparation
of many hormones.

Posterior Pituitary Extract—increases blood pres-
sure during certain conditions of shock.

Bile Salts —treatment of gall bladder disturbances
and abnormalities in fat digestion.

Rennet—aids in milk digestion.

Sutures —widely used in surgery because they pos-
sess great strength; need not be removed
since they are absorbed by the body.

Estrogenic Hormones—treatment of certain con-
ditions arising out of the menopause.

Progesterone—treatment of threatened and habit-
ual abortion, and in severe dysmenorrhea.

Dehydrocholic Acid—treatment of certain gall
bladder disorders and abnormalities of bile
flow.

Parathyroid Extract—treatment of tetany (severe
involuntary muscle contraction) which follows
removal of these glands.

Benzoinated Lard—widely used as a medicinal
ointment base.

Diastase—aids in promoting starch digestion.
Lipase—aids in promoting fat digestion.
Trypsin—aids in promoting protein digestion.

Bone Marrow Concentrates —treatment of vari-
ous blood disorders.

Suprarenal Cortex Extract—used in the treatment
of Addison’s Disease.

S4EROADCASTING °
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Penetrate ALL of America’s

... shopping center

WFIL BLANKETS
PHILADELPHIA...

For blanket coverage in Philadelphia—city of two million—
schedule WFIL. WFIL regularly reaches four-fifths of all the city’s
radio families . . . 451,260 homes where WFIL is a family buying
guide. And WFIL is still growing. It’s the only Philadelphia
network station to show both day and night audience gains in
BMB’s latest survey ... 18.5% more families (day) and 16.1%
more families (night). You can’t pass up Philadelphia, capital IL
of America’s 3rd Market . . . you can’t pass up WFIL, first on the |
dial in Philadelphia. L

...BLANKETS THE WHOLE
14-COUNTY MARKET

Don’t ignore any of the 14-County Philadelphia Retail Trading
Area. Here is a zone of more than 4,400,000 people. Here, in more
than two-thirds of the radio homes, 769,550 families consistently
tune WFIL. In this rich market area WFIL’s signal penetration is
strongest . . . you reach @// of the 147 “home markets’ outside {
city limits where a majority of the area’s prosperous population |
lives and buys. And WFIL takes you to a huge bonus area beyond 5
the 14 counties. Total coverage: 6,800,000 people. To reach these J'
customers schedule WFIL.

Page 8 @ August 6, 1951 BROADCASTING o Telecastingﬁ
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ELMER H. WENE, Vin

SIDNEY THAL, Chester grocer—
4,400,000 people in this hungry 14-
' County market eat groceries worth
more than $1 billion a year. Mr.
Thal's Edgemont Beef Company is
one of 460 food stores in Chester.
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When is 5,000 watts more than 5,000 watis?
When it's first on the dial! Operating at 560
kilocycles, WFIL’s 5,000 watts provide coverage
equal to twenty times the power at double the
frequency ... 100,000 watts at 1120 kilocycles.

eland poul-
tryman—The head of Wene Chicks
and his family typify WFIL-
adelphia’s 32,567 farm households
with buying power 98 per cent
above average. He is a WFIL fan.

_

A. O. SCHAEFER, Philadelphia
steel maker—As Vice-President of
The Midvale Company, he helps
pay wages and salaries totaling
$1,812,770,000 to workers in WFIL-
adelphia’s 8,566 industrial plants.

RAYMOND R. BEHRMAN,
Phoenixville appliance dealer—
Dealers like Behrman and Wiess
sell $198,872,000 worth of house-
hold goods a year in WFIL-adelphia.
He is a regular WFIL listener.

ROADCASTING ® Telecasting

KATHRYN L. BATCHLER, Glass-
boro housewife—Like so many of
the 2% million women over 21 in
WFIL-adelphia, Mrs. Batchler listens
long and hard before she buys . . .
and she listens regularly to WFIL,

560 kc.

The Philadelphia
Inquirer Station

An. ABC Affiliate

First.on. the-Dial
JAMES WORK, Doylestown edu- I America's Third Market
cator—Mr. Work is President of the
National Agricultural College, one
of 39 colleges and universities in
WFIL-adelphta. His students are
among 65,000 collegians in the area.

Represented by THE KATZ AGENCY
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Gene Allison

”mw

and “The NEWS”’

For a long time “Hoosiers” have
received their morning news from Gene
Allison. His early morning up-to-
the-minute reports have made him their
favorite morning newscaster for
Indianapolis and Central Indiana. Gene
Allison newscasts have an enviable
record with commercial sponsors.

Any advertiser who wants to do a
big job with a small budget will do
well to check Gene Allison and the
Morning News.

he Station that never out-promises
BUT ALWAYS OUT-PERFORMS”
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crease of radio spots in major markets throughout country. Firn
which directs large proportion of its advertising to negro market, 14
also, in process of negotiation for network radio program either on AB
or NBC.

C HAMPALE Inc., N. Y., through Hilton & Riggio, N. Y., planning in}

ARMOUR & Co., Chicago, for its new product, Dial Deodorant Shampoo
is using eight-second radio spots in Chicago, Peoria, Milwaukee and
Madison and tags on NBC Dial Dave Garroway show preparatory td
national expansion on market-by-market basis. Product was introduced
in New Orleans test with radio and TV spots and Garroway cut-ins
Agency: John W. Shaw, also Chicago Agency: Foote, Cone & Beldmg;;
same city. Edwin J. Hughes is account executive.

l
KRAFT FOODS Ltd., Montreal (Parkay margarine) starts five days
weekly cooking program on CFRB Toronto. Agency: Needham, Louis
& Brorby, Chicago. |

F. W. FITCH Co. Ltd., Toronto (shampoo), starts spot announcements
on number of major market Canadian stations and newscasts on selected
stations. Ageney: Vickers & Benson Ltd., Toronto. [

Network o o o
WILDROOT Ceo., Buffalo (Wildroot Cream Oil Hair Tonic), sponsorin
five-minute summary of major league baseball games following twa
regularly scheduled Sunday broadcasts of Game of the Day on MBS,
effective July 29. Agency: BBDO, N. Y. i

GLIDDEN Co., paint products, Cleveland, to sponsor quarter-hour ofL H
Kate Smith Show on NBC-TV for 13 weeks from Sept. 14. The 15
minute 4:30 to 4:45 p.m. segment will be sponsored on more than 50
station each Friday for new “Spred Satin” rubber latex emulsion paint
and other Glidden items. Agency: Meldrum & Fewsmith, Cleveland!

CURTIS PUBLISHING Co., Phila. used three spot announcements July|
27, 30 and Aug. 1 for Ladzes Home Journal on The Mary Margaret Mc-|
Bride Program over ABC. Agency: BBDO, N. Y. i

GROVE LABS., St. Louis (Bromo Quinine cold tablets), to sponsor
Cecil Brown, News Commentator on 45 Don Lee stations, Tues., Thurs,
8-8:15 a.m. (PDST) for 26 weeks starting Sept. 18. Agency: Gardnet
Adv., St. Louis.

LA MAUR PRODUCTS, New York (Modart cream shampoo), starting
Sept. 9, Sun., 10:15-10:30 p.m. (PST), will sponsor George Flisher
Hollywood News on 28 CBS Pacific and Mountain stations for 52 weeks
Agency: Hilton & Riggio Inc., N. Y.

ARDEN FARMS Co., L. A. (dairy products), July 15 only, Wed., 8:15 t0
conclusion, sponsors 7th annual L. A. Times charity football game be-
tween Los Angeles Rams and Washington Redskins on 7 ABC Southern
California stations. Agency: Walter McCreery Inc., Beverly Hills, Calif,i

MORTON SALT Co., Chicago (table salt), to sponsor transeribed musical
program Tues., 7:30-8 p.m. (PST) on 19 CBS Pacific and Mountain sta:
tions for 26 weeks, starting Sept. 11. Agency: Klau-Van Pietersom:
Dunlap Assoc., Chicago.

GENERAL TIRE & RUBBER Co., Akron, starts next Wednesday, ‘

WHOT - South Bend
- WANE - Fort Wayne
- WHBU — Anderson

8-8:30 p.m. (PDST) for 13 weeks, sponsoring What’s the Name of That |
Song? on 45 Don Lee Pacific stations under the network’s new “Lanca”
plan of paying percentage of established network rate and talent costs.
Retailers located in 49 strategic broadcasting cities will underwrite
remainder of costs by paying their pro-rate talent share plus percentage
of local rate of individual Don Lee outlets. Agency: D’Arcy Co., Cleveland:

INDIANAPOLIS ~{ “

I

Represented Nationally by The BOLLING COMPNY

GENERAL FOODS Corp., New York (Calumet Baking Powder), to
sponsor participation Jack Kirkwood Show on 45 Don Lee stations, on

(Continued on page 15)
BROADCASTING ¢ Telecastingﬁe

Page 10 ® August 6, 1951




BROADCAST

bl %0 @ .
| |

e P —

FIRST AGAIN

in the Big
Houston
Market!

\ February-May Hooper Report:
14 of the FIRST 15 Daytime Shows

14 of the FIRST 25 Nighttime Shows

A

5 of the FIRST 7 News Broadcasts
Are Heard on KPRC

KPRC leads by 31% over the second station

in Total Rated Time Periods

5000 WATTS
NBC and TQN on the Gulf Coast

JACK HARRIS, General Manaoger

Represented Nationally by

EDWARD PETRY & CO.

A-3-51

I !OADCASTING ® Telecasting August 6, 1951 ® Page 11
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This week KCBS increases its power to 50,000 watts.
Already the most listened-to station in the San Fran-
cisco area,” KCBS becomes ten times more powerful!
Now, with 50,000 watts beaming from a new. trans-
mitter at a strategic new location, KCBS will carry
its top-favorite local shows and the big-star net-
work shows of CBS throughout nearly all of North-
ern California. Will deliver a clear and powerful
signal to 9 out of every 10: Northern Californians.
Will make thousands of new friends...deliver many
thousands of new customers for you. Remember, this

week we pull the big switch...and boost our power

...to 50,000 watts!

Ask us or Radio Sales to give you a preview of how
50,000-watt. KCBS can help you make your product
a leader throughout half of California.

*Pulse of San Francisco
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GOD BLESS YOU
UNCLE FRANK

When little Vicky Phillip’s mother wrote
her blessing to KOMA, it meant that your
advertising on KOMA is heard by
FRIENDS., not just listeners,

Vicky had received a birthday gift from
Uncle Frank’s Birthday Club, and her
prayers of petition are now prayers of
thanks, to Uncle Frank and KOMA.

Her mother wrote to offer her blessing
for making her little girl so happy and
we’ve many more similar letters from
equally appreciative parents.

Investigate the attractive rate and time
of this excellent children’s program, with
its countless merchandising angles. See
your nearest Avery-Knodel man or con-

tact
J. J. Bernard
VP and General Manager

REPRESENTED BY

August 6, 1951

_position as account executive for University Club, Baltimore, and the |
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ON BLAUHUT, assistant radio and television director Peck Ad:
Agency, N. Y., named director of department. Prior to his pre:
ent affiliation he was with H. B. Humphrey Co., N. Y.

GEORGE H. POLAND, manager Montreal office Young & Rubicam Ltd
Toronto, appointed vice president. He has been with agency since 194(]

ABNER J. RUBIEN, vice president and co-director of package good
division Dorland Inec., N. Y., appointed vice president Hilton & Riggic
N. Y.

MIKE PARENT, account executive, Foote, Cone & Belding, S. F., t
Benton & Bowles, N. Y.

MARK PARNALL, advertising and sales promotion manager Genera
Electric Supply Corp. S. F., to Brisacher, Wheeler & Staff, S. F., in crea,
tive department.

CARL SEIFFER appointed assistant account executive Robert Otto & Cc
Inec., N. Y. He was managing editor of Hudson Valley Newspapers, Milton
NS

JULES HACK, radio-TV commercial writing staff Young & Rubicam Inc.!
Chicago, to Erwin, Wasey & Co., L. A., in similar capacity.

JERRY KINGSLEY, McCann-Erickson, S. F., to Guild, Bascom & Bonﬁgl]
SEK

MARSHALL J. MURPHY, account executive Young & Rubicam, N. Y. 4"
to St. George & Keyes, as account executive for Richard Borden Inec. anc’
Vikon Tile Div. and Vikon Cream Wax. Latter firm considering use o
television in fall.

‘ Py
“ on all accounts

N deseribing his Army career, Ware), Benjamin Moore Paint Co
John Lawton, account execu- and the Kuffel & Esser (1nst1u

tive, St. George & Keyes, New ments) accounts.
York advertising agency, says “I Mr. Lawton’s pre-war commer- |
majored in public relations and pri- cial experience had included jobs
vated in the infantry.” with the First Trust Bank in Al-

Entering the Army as a GI in bany, N. Y., the surveying firm of |
1940, Mr. Lawton Edward J. Bottele
served with the 29th Delmar, N. Y., andi.
Division in Europe, the Young & Selden ]
winning a silver and Co., printer and lith-
bronze star and oglapher
finally completing Among his presentn
the color scheme the accounts, Revere
hard way with a Pur- Ware currently 1s
ple Heart. sponsoring Meet The!

Upon release froin Press on NBC- TV
the hospital as a ma- and the Benjamin§
jor, he was assigned Moore Co. is a sea-
to public relations sonal radio advertis- |
work, his first real er with a current 13-}~
experience in that week run of Your¥
field. Home Beautiful on

e

Returning to civil- MBS.
ian status in 1945 E Mr. Lawton has| -
he joined St. George : : been married to the
& Keyes in the pub- g -~ former Marthaj;
licity department. Mr. LAWTON Stringer since 1941
His affinity for the They have two chil- |
agency business was such that he dren, Ruth Dunn, 5, and John Craw- |
had soon established himself in ford, 2%. The family lives in an |
production, eventually progressing apartment in Rye, N. Y.
to account work. Within six years Mr. Lawton’s hobbies are tennis

he had progressed to his present and golf. He is a member of the

Revere Copper & Brass (Revere Touchdown Club, New York.
BROADCASTING ® Telecasting]|
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14 LLIAM J. BREEN, Sherman & Marquette, N. Y., to McCann-Erickson,
_-.;;,Y., in executive capacity.

! BAUMGARTNER, art director H. M. Gross Co., Chicago, named vice
- sident.

DERSON, SMITH & CAIRNS, subsidiary of Anderson & Cairns,
| Y., has moved its Montreal offices to new and larger quarters at 1510
.- | ammond St.

HN MATHER LUPTON Co., N. Y, has leased additional space at 420
4 <ington Ave., N. Y.

LLIAM MANDEL, account executive Dorland Inc., N. Y., to Hilton
/Riggio Inc, N. Y., in same capacity.

“} MES T. CHIRURG, president James Thomas Chirurg Co., N. Y.,
ned to serve on committee on advertising of U. S. Chamber of
-§ mmerce.

'CHARD L. DEXTER, copywriter The Potts-Turnbull Co., Kansas
ty, Mo., called to active duty at Lt. Comdr. in Navy, as 12th District
-t 1io-TV officer.

RANT Adv. Inc. has moved its New York offices to 655 Madison
“-de. New telephone is TEmpelton 8-9393.

ALTER GRAUMAN, TV packager, to radio-TV department, Jaffe
Ifizency, L. A. .
af

. ARK PARNALL, advertising and sales promotion manager General
_ectric Supply Corp., S. F., to creative department Brisacher, Wheeler
Staff, S. F.

LARENCE L. JORDON, executive vice president N. W. Ayers & Son
c., Phila., appointed chairman of second annual United Fund Cam-
uign.

' EORGE D. ERBEN, executive art director Platt-Forbes, N. Y., and
OBERT C. REED, assistant art director, Goold & Tierney, N. Y., named
't directors for Fletcher-Richards, N. Y.

~ EAUMONT & HOHMAN Inc., Chicago, appointed by WOW-AM-TV
- maha to handle advertising.

New Business
al (Continued from page 10)
... garice weekly rotating basis, 1-1:30 p.m. (PDST), for 18 weeks starting
Jept. 3. Agency: Foote, Cone & Belding, N. Y.

MERICAN BAKERIES Co., Atlanta, renews sponsorship of The Lone
'\fmger on 36 ABC sta’clons, effective Sept. 10 for 52 weeks, and TV

ersion effective early in July for similar period. Agency: Tucker Wayne
. Co., Atlanta.

i -’z’yency -ﬂppointmcnﬂ oo o

YESTERN UNION SERVICES Inc., subsidiary of Western Union Tele-
"aph Co., appoints United Advertising Agency, Newark, to handle ad-
lertising. Television will be used.

JtED TOP BREWING Co., Cincinnati, names Cecil & Presbrey Inc., to
andle its advertising effective Sept. 1. Firm uses spot radio.

ki

#:AMPBELL SOUP Co., Camden, N. J., appoints Compton Adv., N. Y.,
_} o handle advertising for its pork and beans and tomato juice, effective
Wct. 1.

: AIKMAN BREAD Co., Port Huron, Mich., appoints Ruse & Urban Inc.,
Detroit, to handle advertising. Ruse & Urban will prepare all ma-
erial for radio sales promotion of new product Lax-A-Bran Bread.

. ;/AUREL RACE COURSE, Laurel, Md., SALTZ F STREET (men’s wear),
Mashington, and FALGY ENGINEERING Corp., Bethesda, Md., ap-
#9oints Emanuel Levine Adv., Washington, to handle advertising.

{W:ECOND ARMY re-appoints VanSant, Dugdale & Co., Baltimore, to
" aandle advertising. Radio will be used.

ifj&ROADCASTING ® Telecasting
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Largest brewery in lllinois . . . one of the ten
largest in the world—PABST in PEORIA!

Completely new since 1934 and with an expansion program com-
pleted in 1950, the Pabst plant in Peoria has what is widely con-
sidered the finest and most beautiful brewhouse in the world.
Capacity of this famous Peoria brewery is astounding—2Y,;million
units (bottles, cans and barrels) DAILY! Covering 7Y acres, this
OBVIOUSLY OUTSTANDING brewery employs 1300 persons . . .
receives and dispatches 100 railroad cars and a like number of
trucks daily.

WM BD XTI the
Rich Markel

OBVIOUSLY OUTSTAND-
ING, also, is WMBD’s con-
tinuing dominance of the
prosperous Peoriarea market.
The latest Hooper Index
shows WMBD increasing its
already dominant lead and
selling more products to
more people at less cost than

any other station in the

JACK QUINN . . . veteran market.
WMBD sportscaster, is recog-
nized as Peoriarea’s outstand-

ing. His voice is welcomed by WMBD—THE NO. 1 BUY IN
thousands of sports fans as he THE MIDWEST’S NO. 1

vividly describes the sports

events of the season. TEST MARKET

CHARLES C. CALEY, Vice President and
General Manager

DON D. KYNASTON, Director of Sales

See Free & Peters . . .

FIRST inthe

Heart of lllinois 1 5000 WGIs

August 6, 1951 © Page 15




Like A
Blanket!

WRC covers the entire

Washington area at lowest
cost per thousand listeners.
We can prove it with up-to-
date figures on spots, breaks
and programs.

WRC outpulled all news-
papers in four department
store studies.  That's proof

of selling coverage.

To sell Washington you
need WRC's blanket cov-
erage.

Page 16 ® August 6, 1951
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DECLARING that “the air belongs
to the people and the use to which
it is put for radio and TV is a
public trust,” William Fay, vice
president of Stromberg-Carlson
Co., has announced formation of
a citizen’s Advi-
sory Council for
the company’s
WHAM - AM -TV
Rochester.

T. Carl Nixon,
prominent local
attorney, has ac-
cepted temporary
chairmanship of
the group, pend-
ing an organiza-
tional meeting
and election of officers. Council will
consist of 25 members for the 23-
county coverage area of the sta-
tions, according to Mr. Fay.

He also stated that the group
will organize and function inde-
pendent of station influence, mem-
bers serving without compensation
on a one-two-and three-year rotat-
ing basis. Plan is for a nucleus of
new members to be added each
year. )

“The purpose of the Advisory

Mr. Fay

Council will be to advise with us
regularly on ways in which WHAM
and WHAM-TV can constantly im-
prove their service to listeners,”
Mr. Fay said. The Stromberg-Carl-
son executive expressed the desire
that the stations’ audience have a
closer working partnership with
WHAM and WHAM-TV. He fur-
ther stated:

Under the American system of
broadcasting, broadcast stations are
privately owned and operated under
a license from the federal government
to operate “in the public interest, con-
venience and mnecessity.” In other
words, operation of a public enter-
prise is a public trust.

Now that WHAM is engaged in both
radio and television, its responsibility
for the wise use of the great power
in these facilities is greater than
ever before. We believe that both
the stations and the communities they
serve have much to gain from an
advisory group such as the new
council.

Our goal is the fostering of finer
radio and television in the Rochester
area. But we do believe also that, in
working towards this goal locally, we
can stimulate similar efforts through-
out the broadcasting industry.

L g -'-

the continuing profit-making

ability of radio is physical as
well as intellectual. The Chicago
manager of The Bolling Co., sta-
tion representative firm, proves
this with a blood pressure of only
104. A muscular 220-pounder, Mr.
Stebbins has been in vradio 11
years, and manager of Bolling’s
Chicago office since the firm bought
Universal Radio Sales. He also
was midwest manager of that rep-
resentative firm after getting his
broadcast indoctrination at such
scenic sites as Jamestown, N. D,
and Albuquerque, N. M.

Born in Sioux Falls, S. D., Mr.
Stebbins lived most of his youthful
yvears in Jamestown, returninz
there between terms at St. John’s
Military Academy in Delafield,
Wis., and the New Mexico Military
Institute at Roswell. Military
training was incidental, however,
as he concentrated on commercial
courses. Even while attending prep
school he had decided to go into
radio some day, because it was a
“young man’s field,” but opportu-
nities to crack it were sparse at
that time.

JOHN STEBBINS’ confidence in

After graduation from tke mili-
tary irstitute, Mr. Stebbins by-
passed his radio ambitions tempo-
rarily and went into the freight

< strictly business

Mr. STEBBINS
car refrigeration business with his
brother. Sons of a railroad man,
the boys headquartered in Los An-
geles and sol<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>