The Newsweekly

lelevision.

,{-

BROADCASTIN G

TELECASTING

NEW ANTENNA MAKES WHO
A FAR BETTER BUY THAN EVER!

WHO’s Potential Nighttime
Audience Increased 92.7%!

WHO will be operating soon with two new 50 kw transmitters
(AM and FM), two new antennas, and a new 780-foot tower.
Representing a $400,000 investment, this new equipment
not only improves WHO’s transmission, but also brings

two hundred thousand new people within WHO’s .5 milli-
volt contour — nearly three million new people within
WHO’s nighttime fading zone! Here are the figures:

Area Inside .5 Millivolt

Contour. ( S,quar.e\Miles)

Population Inside .5
Millivolt Contour

Area Inside Nighttime
Fading Zone (Sq. Miles)

Population Inside Night-
time Fading Zone

*Area of lowa is 32,680 sq. mi.

NEW AM EQUIPMENT
WHO’s new 780-foot tower, a
300-degree vertical-directional-
ized antenna, is the result of
years of research and experimen-
tation by WHO’s Technical Re-
search Laboratory. Before the
equipment was actually built, a
small model tower and antenna
were erected and operated at
ten times WHOQ’s frequency.

3,890,000

4 73,000 125,300%
3’ 1 62,400

89,000

4,100,000

6,096,300

Popululi(_m figures hased on 1940 Census.

This model test made it possible
for WHO’s engineers 10 perfect
the design and to
exactly what the new equipment
would do in terms of more ef-
fective transmission. The new
antenna’s design almost com-
pletely eliminates unusable ra-
diation above 40 degrees from
the earth this
energy to horizon levels.

determine

and returns

NEW FM EQUIPMENT

A new 12-bay super-gain FM an-
tenna has been installed near the
top of the 780-foot tower. This
antenna radiates 400 kw effective
radiated power and is driven by a
new 30 kw FM transmitter. Space
has also been provided on the
tower for possible future installa-
tion of a super-gain TV antenna.

WHO’s major investment in new
AM and FM equipment makes
this station the most modern 50
kw operation in the US.—is
proof of WHO’s determination to
provide its listeners with topnotch
radio service . . . its advertisers
with outstanding radio values,

The 1930 lIowa Radio Audience
Survey gives further evidence of
WHOQ’s leadership reveals
that WHO is “listened 10 most™
by 37.5% of Iowa’s radio families,
daytime — 43.9%, nightiime.

Get all the facts about WHO, in-
cluding a complimentary copy of
the 1950 Survey. Write direct or
ask Free & Peters.

WIHO

+ for OWA PLUS! ¥

DES MOINES . . . 50,000 WATTS

Col. B. ]. Palmer, President
P. A. Loyet, Resident Manager

FREE & PETERS, INC.
National Representatives
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TELEVISION IN THE WHAS TRADITION

twice the program time

With the arrival of the coaxial cable in Louisville, WHAS-TV now
doubles its operating time.

Starting in the early afternoon, 7 days 2 week, WHAS-TV offers an
outstanding lineup of local shows with a real Kentuckiana flavor . .,
plus the all-star array of CBS-TV programs.

interconnected
Affiliate

Serving a market of more than

50,000 television homes VICTOR A. SHOUS, Director *  NEIL D. CLINE, Sales Director

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. ° ASSOCIATED WITH THE COURIER-JOURNAL & LOUISVILLE TIMES
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F your Petny Man

to show you our

IDENTIFIABLE PROGRAM PLAN

for Spot Radio Advertisers in Boston

Learn how you can participate in these

““IDENTIFIABLE PROGRAMS "

’’Boston Blackie’” ‘’Philo Vance’’
‘““Dr. Kildare’’
“The Hardy Family ’* Cisco Kid”’
’’ Maisie /
‘’Meet the Menjous”’ ‘“’Crime Does Not Pay’’
‘’Favorite Story”’

All scheduled in the DAYTIME (no Television competition)
and designed for

“"CONCENTRATED LISTENING"
to the program and the COMMERCIALS

/alﬁ/é.:/f’

p. S And you'll be SURPRISED when the Petry Man shows you how many
of the women PULSE says DON'T KNOW ANY ADVERTISERS participating in
programs in Boston radio designed for CASUAL LISTENING. Find out if your

account is listed by PULSE in the "DON'T KNOW"' column in Boston radio.

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System
21 BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC.

Published every Monday, 53rd issue (Year Book Number) published in February by Broancastin PusLicarions, Inc., 870 National Press Bl;ilding. Washington 4, D. C.

Entered as second class matte ch_1 lﬂﬁ f& m;_,qm t }V‘a.d'iin n, D. C., under act of March 3, 1879.
ROPEATC UL AIR PORCE
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RANAS

Closed Circuit

TALK OF revival of Cooperative Analysis of
Bropadcasting, or an enlarged version of it,

5 heard around convention of Assn. of
gtional Advertisers last week in Chicago.

TAKE-IT-or-leave-it report: If FCC forth-
with approves CBS color standards, there will
ow order requiring TV stations to devote

was presumed Zenith would be in similar
although timing mlght be dn‘ferent

for| Thomas S. Lee (Don Lee) Enterprises
stogk. That does not mean, however, that CBS
wil] not wind up with TV station of its own in
Los| Angeles market (it now owns 49% of
KT['V, controlled by Los Angeles Times).
Bidk will be opened Oct. 6.

PROGRESSIVE Broadcasting System, headed
by Westcoaster Larry Finley, has set Nov. 12
target date for beginning of network cpera-
tions [BROADCASTING, Sept. 4]. Affiliates be-
ing pontacted by train entourage which trekked
through South last week winding up in Mem-

manager named NAB station relations direc-
tor fin mid-August, may not assume post after
all. | NAB hasn’t yet announced what’s to be
dong¢ finally about vacancy created in July
when B. Walter Huffington suffered fatal heart

] (Continued on page 94)
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Oct. 2-3: NAB District 12, Tulsa Hotel, Tulsa.
Oct 4 AAAA Board of Directors meeting, Chi-

Oct 5 AAAA Central
Chicago.
Oct., 6-7: NAB District 3, Bedford Springs Hotel,
Bedford, Pa. -
(Other Upcomings -on page 73)

Bulletins

MRS. ELEANOR ROOSEVELT signed by
WNBC New York late Friday to five-year con-
tract to replace Mary Margaret MecBride,
12:30-1:15 p.m., Mon-Fri., starting Oct. 11.
Elliott Roosevelt to appear as announcer.
Program available for participating sponsor-
ship. Deal through Roosevelt & Jones, and
William Morris, N. Y. Miss McBride moving
from WNBC to ABC [BROADCASTING, Sept. 25].

INDUSTRY group to meet tonight (Monday)
at Waldorf-Astoria, New York, to discuss
plans for broadcasting defense council. Invited
to attend by NAB President Justin Miller were
Joseph H. McConnell, NBC; Frank Stanton,
CBS; Robert E. Kintner, ABC; Frank White,
MBS; Allen B. DuMont, DuMont Network;
Jack R. Poppele, Television Broadcasters Assn.;
Robert C. Sprague, RTMA.

LBS NETWORK STARTS

LIBERTY BROADCASTING SYSTEM with-
out fanfare today (Oct. 2) starts intercon-
nected network service to approximately 240
stations throughout the country [BROADCAST-
ING, Sept. 4]. Approximately 10% hours of
programming per day will be fed to affiliates
by LBS, headed by Barton R. and Gordoen B.
MeLendon, multi-millionaire Texans.

Council, Hotel Drake,

.t deadline

\

‘Business Briefly

ORR APPOINTED @ Air Express Division
of Railway Express Agency, New York, names
Robert W, Orr Assoc.,, New York, to handle its
advertising effective Jan. 1, 1951.

‘RED PURGE’' PROBLEM
DISCUSSED AT CONFERENCE

ALL-INDUSTRY conference held in New York
Friday under auspices of AFRA to discuss
future policy of radio-TV and advertisers
relating to dismissal of “controversial” per-
sonzlities from network shows [BROADCASTING,
Sept. 25, 18]. Sessions attended by representa-
tives of ANA, AAAA and networks.

General Foods Corp., which dismissed Jean
Muir on grounds her listing in Red Channels
made her “controversial,” Thursday tem-
porarily suspended policy pending “censtruc-
tive solution” from discussions.

FCC ACTION COMPARED
TO ORDER FROM KREMLIN

AMERICAN public will lose 95% of present
$3 billion invested in home TV sets under
terms of FCC proposed bracket color ruling,
Ross D. Siragusa told National Assn. of
Furniture Manufacturers Friday at Edgewater
Hotel, Chicago. FCC demand on set makers
to modify sets was issued ‘“‘with all sublety
of an order from the Kremlin,” he said.

Mr. Siragusa said not 5% of 10 million sets
in service by end of 1950 will ever be made
compatible with CBS.

CBS COLOR CONTINUES

CBS announced Friday it would continue daily
color telecasts from WCBS-TV New York
“‘until further notice” as service to any
manufacturers testing color TV receiving
equipment.

Bracket Deadline Stumps TV Set Makers

(See Earlier Story, Page 57)
AVALANCHE of last-minute replies of TV
set makers to FCC's “bracket standards” pro-
posal late Friday made it almost unanimous
that, however hard manufacturers may try,
they can't meet FCC's apparent early-Novem-
ber deadline to start manufacture.

Following pattern established by earlier
answers to bracket-sets proposal which FC€C
offered as alternative to immediate adoption
of CBS system, some manufacturers indicated
willingness—but inability—to comply, while
others took more stinging approach which
signified likelihood that court test will follow
if CBS system is approved.

Submitting replies at Friday’s deadline were
CBS; Westinghouse, General Electric, Na-
tional Television Systems Committee, Crosley,
Belmont, Stromberg-Carlson, Pilot, Arvin,
Garod, and John Meck Industries in addition
to supplementary brief by DuMont.

CBS supported bracket standards concept,
based on assumption that costs will not be
substantially greater than earlier estimates
for internal “two point” adaptation. But it
was made clear that CBS cannot confirm ac-
curacy of this assumption, and that “what-
ever the desirability of the concept of bracket

standards, excessive costs could nevertheles:
preclude their utilization.”

Filed by AttomeYi Richard S. Salant, of Rosen-
man, Goldmark, n & -XKaye,-CBS commenfs sald
1‘_%parently many manufacturers feel unable to meet

C's brackets deadllne——in which case, FCC was
told, color report ''requires the immediate adoption”
of CBS system. Approval of CBS standards, brief
statement continued, would give manufacturers in-
centive to mcorporate adaptation into sets and thus
?revent aggravation of compatibility problem, giv-

FCC additional time to eXplore brackets ques-
tion “‘fully.”

CBS feared wording of FCC’s brackets proposal
might be interpreted '‘by some manufacturers’” to
preclude use of additional adjustment “which, when
desired, would rediice the size of pictures received
from. CBS color signals in order that the receiver
could be converted with a disc converter.” FC
was asked to clarify this point.

Westinghouse said it has adapted some sets
to receive CBS color in black-and-white and,

_though it cannot meet FCC’s 30-day deadline

for starting production, purposes to inaugurate
three-phase production program based on as-
sumptions stemming from FCC’s TV Report:

(1) Assuming delay in final FCC decision, Westing-
house plans to build sets e ulﬁ-ped with pl re-
ceptacle and two-position switc At Switch Posi-

tion No. I, sets would operate on present standards,
but b "relatlvely simple ‘screw driver’ readjust-
ments’ could be changed to operate on other

monochrome standards Withm a reasonable range
of the present standards”: (2) upon promulgation of
specific color standards, company would bulil¢

{(Continued on page 94}
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BROADCASTING

the one and only ...

the only tv station that can sell your

product to this prosperous TV audience

In fact, WGAL-TY is the only station located in
this section. It reaches a large, thriving market in
Pennsylvania--including Lancaster, York, Lebanon,
Reading, Harrisburg and adjacent areas. In addition
to its ability to do a profitable selling job for you,
WGAL-TV is an ideal test market ... compact,
economy is stabilized, industry diversified and rates
are reasonable. WGAL-TV assures you a consistently
high and growing audience...top shows from 4
networks, NBC, ABC, CBS and DuMont and good
local programming. If vou're on TV, WGAL-TV is
important in your selling plans.

Represented by

ROBERT MEEKER ASSOCIATES

Chicago San Francisco New York Los Angeles

¢ Telecasting

TV « Afiiliate

October 2, 1950
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THE NEWSWEEKLY OF RADIO AND TELEVISION
Published Weekly by Broadcasting Publications. Inc.
Executive, Editorial, Advertising and Circulation Offices:
870 Nationol Press Bldg.
Washington 4, D. C. Telephone ME 1022
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$OL TAISHOFF, Editor and Publisher
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Beatty, Rufiis Crater, Associate Editors; Fred Fitzemn
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BUSINESS: MAURY LONG, Business Manager; Win-
fleld R. Levi, Assistant Advertising Manager; George
L. Dant, Adv. Production Manager; Harry Stevens.
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Eunice Weston,
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COSGROVE, Manager: Elaine Haskell, Grace Motta.
Lillian Oliver, Allen Riley, Warren Sheets.

*This medium-sized Southern bakery (name on request) tested
“Cisco Kid" for 90 days . . . in o market where distribution
was thin ... during the summer, when bread sales are lower.
Now In 7th Renewal! Results were so sensational—14%
sales increase~—that this bakery decided to sponsor *'Cisco
Kid'" in six additional markets! ‘‘Cisco's'’ performance, as a
record-breaking salesman for many products and services, is
ready for your inspection. Write, wire or phone for details. See
the proof — before you commit yourself on any Western!

Sensational “Cisco Kid” Promotion Campaign—
From buttons to guns—is breaking traffic records.

LOW PRICED!
2-Hour Western Adventure
Program . . . Available 1.2.3
times per. week. Transcribed
for local and regional
sponsorship.

MEW YORX BUREAL

488 Madison Ave.,, Zone 22,
Plazi 5-2355; ED RISAL:llEde H. ]-g‘la?tx;rs. geut;
York Editor; Florence Small, en ; Pe
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ADVERTISING: S. J. PAUL, Advertising Director:
Eleanor R. Manning. i

m 360 N. Michigan Ave. Zone 1.
“Entral §-4115; Ham L. Thompson, Menager; Jane

Pinkerton.

M Taft Building, Hollywood
and Vine, Zone 2§, mustead 8181; David Glick- -
man., West Coast Manager; Ann August.

TORONTO: 417 Harbour Commission, ELgin 0775;
James Montagnes.

BROADCASTING * Magazine was founded in 1931 by
Broadcasting Publications Inc., using the title:
BroapcasTING *—The News Magazirie of the Fifth
Estate. Broadcast Advertising * was acquired in 1837
and Broadcast Reporter in 1933,

*Reg. U. S. Patent Office
Copyright 1950 by Broadcasting Publications, Inc.
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There’s less eatin’ meat on a steer (or lamb or
pig) than meets the eye.

That’s one of the reasons the Missus may
look with jaundiced eye at the meat-man when
he quotes her a price on a pound of steak, or
chops or roast.

She’s thinking of what the packer is paying
for a pound of cattle on the hoof; what she’s
really buying is pretty near all eatin’ meat!

Fact is, only half of a lamb is meat, and only
about 10% of that meat is loin lamb chops.
Only about two-thirds of a porker is meat and

at

i

Less than meets
the eye. ..

BRISKET |
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BEEF | iy ~

lard. Only a little more than half of a steer is
beef, and only 8% of it is sirloin steak.

Remember, too, when the retailer buys his
sides of meat, he is buying stew meat, shanks
and shoulder roasts as well as fancy steaks and
roasts. And there’s always some trimming to
do before he puts the cuts in the counter.

Next time you eye a meat animal, look for
the eatin’ parts and we believe you’ll agree that
the meat industry is doing a job when it moves
meat from farm to table at a lower service cost
than almost any other food.

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

g
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ANY ADVERTISER CAN

AND

MOST ADVERTISERS SHOULD

REPRESENTED NATIONALLY BY 7
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NO CORN PONE
FOR MRS. CABOT!

Say ““Johnnie Cake'’ to the lady from Massa-
chusetts, and she’ll know what on earth you're
talking about. But down in the deep South
they call it something else again.

Point is, you'll sell a lot more goods when you
talk the same language as your customers —
no matter where you live,

That’s hard to arrange with impersonal
national ad schedules. It's easy as pie, though,
when you use Spot radio to give your adver-
tising the local touch.

Spot’s ability to deliver a home-town message
—in one market or a hundred—is just one
of the features that makes Spot advertising
great advertising when measured in dollars
and cents.

These great stations are Spot’s
ideal proving ground . . .. ..

488 MADISON AVE.

NEW YORK CITY 22
MU 8-0200

BROADCASTING ® Telecasting

SPOT RADIO LIST

Atlanta NBC
WBAL Baltimore NBC
WNAC Boston MBS
WwICC Bridgeport MBS
WBEN Buffalo NBC
WGAR Cleveland CBS
fDallas | NBC
{Ft.Worth | ABC
KSO Des Moines CBS
WIJR Detroit CBS
KARM Fresno ABC
KPRC Houston NBC
WDAF Kansas City NBC
KFOR Lincoln ABC
KARK Little Rock NBC
KFI Los Angeles NBC
WHAS Louisville CBS
WTMJ Milwaukee ]:1
KSTP Mpls.-5t. Pavl NBC
WM Nashville NBC
WSMB New Orleans NBC
WTAR Norfolk ]:1e
KOIL Omaha ABC
wip Philadelphia MBS
KPHO Phoenix, Ariz. ABC
KGW Portland, Ore. NBC
WEAN Providence MBS
WRNL Richmond ABC
WOAI San Antonio ] ]
KOMO Seattle NBC
KTBS Shreveport NBC
KGA Spokane ABC
WMAS Springfield CBS
WAGE Syracuse ABC
KvOO Tulsa NBC
WWVA  Wheeling CBS
KFH Wichita CBS

THE YANKEE NETWORK
TEXAS QUALITY NETWORK

WFAA

CHICAGO « LOS ANGELES
DETROIT « ST. LOUIS * DALLAS
SAN FRANCISCO * ATLANTA

October 2, 1950 ® DPage 9
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ERBERT CLAASSEN, Compton Agency, N. Y., to Ruthrauff &
Ryan, N. Y., as radio-TV timebuyer.

ALVIN BAKER, in charge of Hollywood office Dancer-Fitzgerald-Sam-

ple, with firm since Aug. 8, 1937, and GILBERT NUNNS, with Toronto

office since May 1945, named vice presidents.

GERRY MARTIN to Duane Jones Co., N. Y., as director of TV. Was
with Wm. Esty Co. and NBC, both N. Y.

ROBERT J. ROSS to Kaufman & Assoc., Chicago, as account. executive
and member of planning group. Was merchandising manager Evans
Fur Co., Chicago.

ARMAND S. WEILL Co. Inc, Buffalo, opens office at 225 Mutual St.,
Toronto, with ALLAN F. WATERS as manager.

CHARLES F. LOWE, radio-TV producer and director, Erwin, Wasey &
Co. Ltd.,, named TV supervisor for all agency West Coast-originating
shows. Will handle new Burns & Allen TV show for Carnation Co. start-
ing Oct. 12 on CBS. W, G. BRANGHAM, Botsford, Constantine &

on all accounts

sourcefulness is found in

that chapter of her life’s
story entitled “Girlhood Days on
a Midwestern Farm.”

Mildred's father, a Villa Grove,
1., agriculturist, would have pre-
ferred that his only child be a
boy, but he was not one to wrestle
with destiny. He would raise his
daughter lady-like.

Yet there are times on a farm
when even a very feminine young
princess is required
to wear the jeans of
a hired hand, so the
future timebuyer at
Le Vally Inc., Chi-
cago, milked cows,
repaired fences and
hoed potatoes with
the best of the men.

This was good
training for Mil-
dred. In later years
she survived several
periods of readjust-
ment which might
have unnerved a
woman of less re-
silience.

The play was the
thing with Mildred
Loraine Dudley
from the time she
starred in a second grade “Mother
Goose” production back in Villa
Grove until a few years ago, dur-
ing the recent World War, when
she lost in a photo—ﬁmsh for the
part of “Rose” in the soap opera,
Guiding Light. Her failure to win
this starring role in radio caused
Mildred to turn her back on a

! CLUE to Mildred Dudley’s re-

MILDRED

talent career for all time, but her
decision marked a gain for busi-
ness.

First, she patriotically offered
her services to Douglas Aireraft
Co., in Chicago where she served
in an administrative capacity dur-
ing the latter years of the war.
Then she moved to Henri, Hurst &
McDonald advertising agency, Chi-
cago, where she worked for the late
Louis Paul in the media depart-
ment for a year before beginning
a two-year hitch in
the headquarters of-
fice of John Blair,
station representé
tive.

Mildred moved
into radio proper as
traffic manager of
KTRH Houston,
Jesse Jones' 50 kw
CBS affiliate, but
two years ago when
John W. Shaw
Agency, Chicago,
needed someone with
agency-representa-
tive experience to
properly place its
Fifth Army show
across the country,
Mildred got the job.
She moved to Le
Vally Inc, one of the Midwest's
most vigorous younger agencies,
in February 1949 to take charge
of all radio time and space place-
ments.

One of her biggest responsibili-
ties is buying time for Household
Finance Corp.,, a large user ¢

(Continued on page 18)
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Gardner, L. A., until recent closing of that office, to Erwin, Wasey copy
staff.

COURTNEY BAXTER, WSCR Scranton, Pa., announcer, to Hoffman-
Baxter Adv., same city, as partner and radioc director.

JOSEPH W. FULGHUM, account executive Kenyon & Eckhardt, N, Y.,
' to Biow Co., N. Y., as account executive for Pepsi-Cola.

RAY E. SCOTT, WCAE Pittsburgh announcer, to
Ketchum, MacLeod & Grove, same city, as assistant to
Lansing Lindquist, director of radio-TV. CHARLES
A. WRIGHT, Tri-County Publishing Co., to firm as ac-
count executive in public relations department.

ELIS FOLKE, Sigfrid Fjellander Reklam, Huss Reklam
& W-Reklam, Stockholm, Sweden agencies, to copy and
planning staff O’Brien & Dorrance Inc, N, Y

Mr. Fulghum MARY LOUISE CAMPBELL to account executive Ruse
& Urban Ine., Detroit.

THOMAS W. RICKEY elected vice president Ruthrauff & Ryan, N.Y.

‘Was with Young & Rubicam where he was in charge of Borden adver-
tising.

JERE BAYARD, partner and account executive, Ted H, Factor, L. A., to
Walter McCreery Inc.,, Beverly Hills, as merchandising director.

Formerly operated his own L. A, advertising agency, Jere Bayard &
Assoc.

FRANK B. McELMOYL to media director Morey, Humm & Johnstone
Inc,, N.Y. Mrs. R. HILLMER named assistant media director.

BENJAMIN SHATTUCK, supervisor of advertising Metropolitan Life
Insurance Co., N. Y., to James Thomas Chirurg Co., N. Y., as account

executive for consumer goods and merchandising specialist on plans
board.

BILL MUIR and DIANA SPRINGER to Ad Fried Adv., Oakland, Calif.
Miss Springer is account executive.

ROBERT G. WILDER, formerly conductor Robert G, Wilder & Co.,
_public relations firm, to public relations staff Lewis & Gilman Ine., Phila.

THOMAS P. CROLIUS, Sindlinger & Co., Phila. (radio researchers), to

Calkins & Holden, Carlock, McClinton & Smith, N.Y., to direct radio-TV
research.

RICHARD R. PATTERSON to copy staff Kal, Erhlich & Merrick, Wash-
.ington.

BENJAMIN FAIRCHILD, Tropical Qil Co., Bogota, Colombia, to inter-
national department J. Walter Thompson, Rio de Janeiro.

JERRY LIDDIARD, operator of his own Glendale, Calif., advertising

agency, to Phil D. McHugh Co., L. A., as account executive. MURIEL
HELGESON also to McHugh staff.

DON BLAUHUT appointed assistant radio-TV director Peck Adv., N.Y.

Miss CLAIRE FISCHER, Marshall Feld & Co., Chicago, to copy depart-
ment Tatham-Laird, same city.

LARRY FIELDS, Blaine-Thompson Co., N. Y., publicity department,
to David O. Alber Assoc. Ine., N. Y.

ROBERT LIGHT to Abbott Kimball Co., L. A., as radio-TV director.

JAMES TATE, vice president Dumore Co., Racine, Wis., to account ex-
ecutive Klau-Van Pietersom-Dunlap Assoc., Milwaukee.

CLARENCE B. GOSHORN, chairman of board Benton & Bowles, N. Y.,
appointed chairman of advertising division of 1950 fund appeal for
Travelers Aid Society of N. Y.

McQUIRE ADYV. Ltd.,, Windsor, opens office at London, Ont., with
EUGENE A. WESTENDORP as manager.

WM. WILBUR Adv. In¢., N. Y., to move to 135 E. 54th St. upon com-
pletion of new building there.

BROADCASTING ® Telecasting
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a blessed event for broadcasters! .

Broadcasters ordered it...so Capirol delivers
the answer to low-cost, high-quality programming for AM . FM -TV stations, .
large and small. Capitol brings you its Custom Library
— a transcription service that costs you only $75.00 a month
the first year — drops down to $30.00 a month thereafter. And that goes/
— regardless of station size or market. Study all the features of this new
service by Capitol. No other service can match the Capitol Custom Library for low-cost, high-

quality and up-to-the-minute variety of transcribed library programming.

FREE BONUS OFFERS First 200 subscribers to the Capitol
Custom Library will receive a big bonus. Contracts in by November 1 will

receive another extra “Christmas Package” bonus, free!
Have you received Custom Library details by masl? If not —Write or Wire . . .

CAPITOLRECORDSINC., BROADCASTDIVISION
Sunset and Vine + Hollywood 28, California

BROADCASTING ® Telecasting



PAY LESS —PLAY MORE
with the new CAPITOL CUSTOM LIBRARY

Costs little to start .. less to continue * Only $75 per month the
first year — and just $50 per month thereafter, regardless of station
or market * Start with 2000 selections (approx.) of your choice *
Look over the complete catalog and select the 220 discs that you
want. (Approximately 2000 tunes) * Your Custom Library
grows and grows ® Each year you may choose 30 additional
discs (approximately 300 selections) to add to your library...
either from new releases or from Capitol Library Catalog ¢ Your
library stays fresh with free exchange allowance * 30 exchange
transcriptions per year — approximately 300 different selections,
in exchange, or you may have replacements. {Discs over allow-
ance $2.50 each) * And here’s more great news ¢ No long-term
contrace necessary ® You use your library on a month-to-month
basis, after the first contract year...allowing you complete
flexibility of operation.

if you want PROGRAMS Choose complete repertoire of
individual arcists with their voice tracks, themes, segues and
bridges. .. for production programming.

if you want SELECTED MUSIC Choose complete sections by
musical category: Pop Concert, Salon, Standard, etc....all listed
for easy selection in the Capirol cartalog.

if you want MUSIC BY TITLE You'll find them all listed for
you alphabetically in the Capitol cartalog.

if you want PROGRAM AIDS Mood music, theme music,
sound effects, general use voice tracks, etc.—all available for
your use.

if you want INSTRUMENTAL MUSIC You'll ind the finest,
all listed for you in Section 3 of the Capirol catalog.

II,- TECHNICAL FEATURES OF CAPITOL TRANSCRIPTIONS
."I J' CAPITOL CUSTOM LIBRARY ° High Fidelity 16” vinylite discs * Lateral cut —Ou:_side in_—
/ - ",f"— Recorded to NAB Standards * Unique, 3 turn cue-in device
\\ ‘f_,f" - on every track ¢ Capitol's live, brilliant recording ¢ Proven
\ = i f_, L performance. _
__,,:H.{:u__ e WITH EVERY LIBRARY YOU RECEIVE Complete Capitol

Transcription catalog—revised every three months, plus monthly
release sheets * Title file cards for every selection in your library
« Roller bearing action pull drawer type, steel transcription
cabinet * Heavy weight, numbered jackets for each transcription
e Artists promotion pictures, ad mats, and biography cards.

You Can Count on Cap/il'ol
FIRST with Showmanship in Transcribed Libraries.
FIRST with Brilliant "Live” Recordings.
FirsT with Simplified Cataloging.
FIRST with Standard cue-ins.

AND NOVW the Capitol Y
Custom Library — the library pECAOE AL GO

you want at the price you want to pay!

BROADCASTING ® Telecasting October 2, 1950 ® Page 13



Willie WI invites

This 1s skill another highly effective "extra-promo-
tion” service for WISH advertisers . . . a brand
NEW addition to WISH's hard-hitting program to
blanket our entire sales area with the WISH story
| —and the WISH Advertisers” story. The reaction

and the response were instantaneous. All available

reels are booked-up solid. ltjust proves over again
| that Indianapolis likes WISH.

T e e
new business B

(S S S S I S S I N S S S L L S S S S A S S RSN RS S L )

ILE-JACOBS Inc, (appliance distributor), Wilkes-Barre, Pa., ex-
tends eampaign into nine stations in mid-Atlantic market. News
and packaged music used. Agency: Hoffman-Baxter, Scranton, Pa.

JOHN F. TROMMER Inc., N. Y. (beer), names Lennen & Mitchell,
N. Y., to direct its advertising.

CALIFORNIA LIMA BEAN GROWERS Assn, Oxnard, Calif., plan-
ning radio-TV spot and participation campaign in about 10-12 East
and Mid-Western markets to start about Oect. 21. Agency: Mogge-Privett
Inec., L. A.

MERIT GREETING CARD Co., Newark, N. J., adds 12 TV stations to
those already being used, and 10 more radio stations. Agency: Louis F.
Herman, same city.

EVANGER KENNEL FOODS, Chicago, names Kaufman & Assoc., same
city, to direct its advertising. Most of budget will be used for local TV

-spots and programming.

STROH BREWING Co., Detroit, sponsoring hockey broadcasts of Detroit
Red Wings from WJBK Detroit to 10 stations in Michigan. Home games
will be telecast additionally over WWJ-TV Detroit. Agency: Zimmer-
Keller, same city.

IMPERIAL TOBACCO SALES Co. of Canada Ltd., Montreal (Caporal
cigarettes), broadcasting 60 football games in eastern and western
Canada over number of Canadian stations. Agency: Harry E. Foster
Adv. Ltd., Toronto.

WAetwork Becounts « « o

PROCTER & GAMBLE, Cincinnati, buys daytime television strip on
CBS-TV, 2:30-2:45 p.m., Mon.-Fri., and will sponsor serial drama, The
First Hundred Years, in period beginning Dec. 1. Agency: Benton &
Bowles, N, Y.

R. J. REYNOLDS TOBACCO Co., Winston-Salem, N. C.,, purchases
U. of Wisconsin nine-game football schedule on network of 17 Wis-
consin stations, including: WRJN Racine, WGEZ Beloit, WCLO Janes-
ville, WIBU Madison-Poynette, WHBY Appleton, WJPG Green Bay,
WOMT Manitowoc, KFIZ Fond du Lac, WFHR Wisconsin Rapids, WKBH
La Crosse, WEAU Eau Claire, WISN Milwaukee, WJMC Rice Lake,
WEBC Superior-Duluth, WOBT Rhinelander, WATK Antigo, WWCF
Baraboo. Agency: Wm. Esty Co, N. Y.

OLDSMOBILE DEALERS present Douglas Edwards With the News,
Mon.-Fri., 7:30-7:45 p.m., CBS-TV. Agency: D. P. Brother & Co., Detroit.

FORD DEALERS Advertising Assn. starts five-minute Ford Five Star
Final on 45 Don Lee Pacific Coast stations, Mon.-F'ri., 9:55-10 p.m., PDT.,
for 52 weeks. Agency: J. Walter Thompson Co,, L. A.

GILLETTE SAFETY RAZOR Co. will sponsor telecast of Army-Navy
football game Dec. 2 on NBC-TV. Agency: Maxon Inc., N. Y.

NATIONAL BISCUIT Co. renews Straight Arrow on over 400 MBS sta-
tions, Tues., Thurs,, 5:15-5:30 p.m. Agency: MecCann-Erickson, N. Y.

CAMPANA SALES Co. Batavia, Ill. (cosmetics, Ayds, Italian Balm),
will sponsor First Nighter on ABC-TV Wed.,, 7-8 p.m. CST, starting
Oct. 18. Series patterned after radio’s First Nighter, sponsored by
firm many years. Agency: H, W, Kastor & Sons, Chicago.

PHILIP MORRIS & Co. (Bond Street tobacco) began sponsorship of

FREE & PETERS—Nationol Representabives
GEORGE J. HIGGINS —General Manoger
ABC—Indiancpolis Affificte

Greatest Moments in Sports, films of high points in sports history, on
CBS-TV following Louis-Charles heavyweight fight last Wednesday.
Series, quarter-hour program, will continue for 26 weeks following
1 CBS-TV fights each Wednesday. Agency: Biow Co.,, N. Y.
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Business is greaf,
thank you, at...

RADIO WOW

WOW is embarking on
one of the heaviest
commercial schedules
in its 28 years in
business — BUT —

WOW is like a great
hotel — room can al-
ways be found for a
good client who has
a selling job to be
done in WOW.-Land.

WOW can always add a
cot (with a fine inner-
spring mattress, too!) in
the bridal suite. .

Why the great rush of
clients to WOW, when
other stations are

scrapping for business?

Because WOW has 100,000
more listening families

every day and every night
than its nearest compet- '
itor. Because WOW delivers
this audience at a lower

cost per thousand.

RADIO STATION

intwrance Bldg., Omaha, Tclephone WEbster 3400

FRANK P. FOGARTY, Genoral Manager LYLE DoMOSS, Ass't, General Mcn--'ﬂ' Any John Blair Offlce
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New Markets

EDITOR, BROADCASTING:

. « I am getting inquiries, too,
on |this [“Radio Fills Theatres,”
BROADCASTING, Sept. 11] from fel-
lows in the industry and I guess
we |sort of woke them up to new
markets. There was one slight
mistake. . . . The Arcadia Theatre
Co.i of which I am the manager-
owner, operates the theatres at
V\‘}Z{lsboro, Pa., not Corning, N. Y.
You see, the radio station is in
Corning, N. Y., and my theatres
are/in Pennsylvania, 38 miles from
the station. The station covers this
ared like a tent, as good as a local
station. . . .

I, only wish now the networks
could get the distributors to really
go on the air and put on some real
programs sponsored by the motion
picture industry to sell the industry
and its product. I think we have
many of the theatres awakened, but
we (still have to wake up the dis-
tribators. It seems to me that is

(S S S N S SN S S S S S S S S SN S S S SN NN SN Y]

open mike

2
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a job of network selling. It cer-
tainly could provide them with
some great entertainment because
producer-sponsored programs from
Hollywood would certainly saturate
the air with some of the greatest
stars in the business. It certainly
wouldn’t hurt the motion picture

industry either. . . .
Larry Woodin
Manager

Arcadia Theatre Co.
Wellsboro, Pa.

* * x*
Good ‘Insurance’

EDITOR, BROADCASTING;

The mail just brought your “Na-
tional Radio Insurance” mailing

piece. . . . It ig typical of your ad-
vance thinking, and you are to be
congratulated on this high-type
advertising. . . .

Murry Brophy

2214 North Central Ave.

Phoeniz, Ariz.

* * *

EDITOR, BROADCASTING:

My compliments to your promo-_

tion department for the unusual
and effective sales idea in the mail-
ing piece “National Radio Insur-
ance.”
J. Leonard Reinsch
Managing Director
James M. Cox Radio Stations
Atlanta, Ga.

"“MIRANDY WANTS THE
SHEEREST YOU'VE GOT!"

IF |you think folks in the East live fancy, you oughta
see pur Red River Valley farmers indulge themselves!
The| sky’s the limit because they’re one of the nation’s

top income groups!

Hoq'pers and independent rural surveys prove that
WDAY is also one of the nation’s top stations.

For Dec. ‘49-Apr, ‘50, for example, WDAY got a
66.5% Share of Audience Weekday Afternoons,
against 15.1% for Station B!

A new 22-county survey by students of North
Dakota Agricultural College shows that 78.6%

of the farmers in these 22 counties prefer WDAY,
as against 4.4% for Station B!

Get 3ll the facts today . . . from us or any Free & Peters

“Colonel”.
I

FARGO, N.D.
NBC — 970 KILOCYCLES
5000 WATTS

Errmcnlem
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Col. Hollingbety
EDITOR, BROADCASTING:

. .. It is certainly grand to have
received as many nice messages
from my friends concerning this
article [Respects, BROADCASTING,
Aug. 28] as I have. ...

« + + Just received a letter from
J. Strom Thurmond, governor of
the State of South Carolina, ad-
vising me that because of your
story, he’s appointed me a colonel
on his staff and enclosed the com-
mission. . . .

George P. Hollingbery
George P. Hollingbery Co.

Chicago
x & %

List News Directors
EDITOR, BROADCASTING:

« .. You may remember ... I
wrote you about the often expressed
question by members of our asso-
ciation that the category of News
Director might be reinstated in
your YEARBOOK. . . .

... Do we have a chance of get-
ting in this time? We certainly
would appreciate it. . ..

Jack Shelley
President
Nationel Assn.
News Directors
Des Moines, Iowa

EDITOR'S NOTE: Due to an expanded
ormat the 1951 BROADCASTING
YEARBOOK will include not only the
names of News editors, but of eight
other executives of each station.)

* % =

The ‘Muzak’ Problem

EDITOR, BROADCASTING:

The decision of a concern ‘“dis-
pensing” wired music under the
name “Muzak’ to petition the FCC
for a number of FM channels may
pose some interesting problems ...

In filing the petition, Muzak
stated that FM has failed to evolve
as a distinet new service. One
might take issue with Muzak’s at-
torney concerning that statement;
FM has not developed nationwide
network facilities sueh as exist un-
der AM broadcasting, but it has
developed regional and local net-
works which serve the publie with
programming not available else-
where. Perhaps, Muzak does not
consider this a new service ...

The intentions of Muzak are,
without a doubt, directed toward
selfish gains . . . Transit Radio and
Storecast are mnot, in the strict
sense, commercialized services . , .
FM, with the finest variety of pro-
gramming available will stand a
great chance in dissolving com-
pletely as a broadcast service when
its static-free frequencies are nsed
to transmit low-fidelity subscribed
programs covered by obnoxious
howls and squeals.

FM as a medium is undergoing
enough difficulty today both in the
number of receiver sales and the
number of listeners, without hav-
ing to undertake the selling of an
adapter along with every receiver
in order that the customer may re-
ceive the Muzak stations ., .. FM
should remain free . . .

George W. Hamilton
FM Promotion
Syracuse 10, N. Y,

of Radio
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Best in the Business

—take stability, for instance

® Stability—the most necessary requirement of any
stabilizing amplifier—is a “standout” feature of the
TA-5C. It is absolutely stable under all operating con-
ditions. It operates with the same stability with or
without signal input. It provides complete isolation
between monitors—makes it possible to perform on-
air monitor switching operations without creating
transients or cross-talk on the program line.

The TA-5C stabilizing amplifier handles sync inputs
up to 8 volts—and delivers signal voltage output at

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT. CAMDEN.N.J.

In Canada: RC A VICTOR Company Limited, Monireal

standard RMA values through just one simple adjust-
ment of the sync control. Total tube complement—
only 19!

Today more than 400 RCA Stabilizing Amplifiers
are helping TV stations deliver the cleanest, most
stable pictures in the history of commercial television.
Need we say more?

Call your RCA representative for price and informa-
tion on delivery. Or mail the coupon—rtoday.

F—-—__-_—----__--__--_-

Dept. 19JA
RCA Engineering Products
Camden, N. J.

Send me price and complete information on the RCA
Type TA-5C Stabilizing Amplifier.

Name
Address
City State

Station

3 B & ¢ R B BB N N J
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Sets for Soldiers

PLEDGES of over $850 were re-
ceived by WISR Butler, Pa., for
television sets for three National
Guard units which were about to
leave for training. The entire sta-
tion staff and some local musicians
put ¢n a two-hour variety show
along|with Art Ross’ Yawn Patrol,
a moryning show, in a fund raising
drive, Guardsmen took the sets to
camp (with them.
| P

| Radios for the Sick

DURING the city’s centennial cele-
bratign, the WFAH (FM) Alli-
ance, | Ohio, staff decided the sick
and éhut-in residents should have
some |way of participating in the
events. A fast check of local ra-
dio dealers made it clear that there
were [enough FM radios available
to supply Alliance City Hospital
with @ radio in each room. WFAH
arranged for the radios to be dis-
tributled and the sick and shut-ins
heard% the festivities of the gala
celebration.

|
| A Radio Capture &

KANS Wichita Newsman Dick
Gavitt relayed a tip to Sedwick
Coun{y’s sheriff that led to the
quick| arrest of two men who have
|

® % %

confessed armed robberies in
Wichita and surrounding cities.
After the robbery of a Wichita
drug store, Mr. Gavitt broadcast a
description of the bandits and get-
away car. Bandits were caught in
Dodge City, 160 miles away. Story
of the capture four days later and
confessions were carried over the

station.
* % %

Votes Praise for WSAZ-TV

PRAISE for WSAZ-TV Hunting-
ton, W. Va., was received from a
local election official for the out-
let’s program showing how to
operate a voting machine. The
official reported that people who
had seen the show had no trouble
in casting their votes on the new
machines, adding that non-viewers
took a great deal of time in voting
and this caused the poll to stay
open longer then usual.

%* * L
A Plea—With a Peint

URGENT plea for blood donors
for the Tulsa Red Cross Blood
Bank, made by Ken Miller on his
KVOO Tulsa program, brought
140 people to the center for dona-
tions, On his News and Views
broadcast, Mr. Miller explained
that the bank had less than a

dozen pints of blood on hand and
a minor accident would exhaust
this. He also mentioned that a
serious accident, such as one in-
volving a bus, would bring the
need of blood that the bank did not
have. His plea was pointed up
the next afternocon, when a bus did
have an accident, although not se-
rious. During that day 80 people
donated blood and 60 more the
following day, filling the bank.

On All Accounts

(Continued from page 10)

radio and television. She also
places advertising for Fehr’s Beer,
Louisville, and Marathon Corp.
(Waxtex, ete.).

Mildred Dudley needn’t have
given up acting. Before embark-
ing on a business career she had
scored many a dramatic hit. She
was close to the top in the Illinois
state dramatic contests while at
Villa Grove high school, and con-
tinued in plays at McMurray Col-
lege for Women, Jacksonville, Il
and at the U. of Illincis. Just be-
fore the beginning of her junior
year at Champaign, she felt an
urge to attend New York’s Amer-
ican Academy, but her father felt
the big city was “too far from
home."”

“Why not go just half as far,”
he suggested. So Mildred chose
Carnegie Tech’s School of the
Drama in Pittsburgh, where B.
Iden Payne, on leave from the

Stratford-on-Avon Theatre, was
one of several famous directors
who have joined the faculty from
time to time on a temporary basis.
She starred in Tolstoy’'s “Redemp-
tion” and Congreve’s “Love for
Love,” and scored several hits in
plays on KDKA Pittsburgh with
the kindly assistance of Program
Director Jock McGregor. After
taking a B.A. degree in acting, she
invaded Chicago radio and got a
lead in the Rube Appleberry series
on WGN, the Chicage Tribune
station. She played Rube’s girl
friend, Mary, in the plays spon-
sored by Malt O’Meal. Later,
Mildred became a commentator on
WDWS Champaign, Ill., where she
had three commercial shows of her
OWI.

Mildred lives in an apartment
overlooking Chicago’s Lincoln
Park, where she dishes up “farm
style” meals for her closer friends.
(She doesn’t want .the fact that
she was a “hayseed” to get around
too generally.)

A First Nighter

Mildred is an avid theatre-
goer. She never passes up a Chi-
cago “first night,” and, of course,
attends most of the city’s radio
and television premieres. Her only
other diversion from her busy job
at Le Vally Inec. is reading “who-
dun-its.”

Only woman board member of
the Chicago Television Council, she
is secretary of that organization.
She also belongs to the Order of
the Eastern Star.
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MINNEHAHA COUNTY

OF RETAIL SALES
16% OF TOTALINCOMEINS. D.
TAXABLE

IN S.D.

PAYROLLS

THE ONE STATION THAT DOES THE
IN SIOUX FALLS—AND-—THE
OMMUNITIES OF MINNEHAHA

e
AN

s i

Al rr T

STING CO., INC.

SOUTH DAKOTA s

IN KELO .5 MV AREA
48% OF RETAIL SALES IN S. D.
8% OF RETAIL SALES IN IOWA
5% OF RETAIL SALES IN MINN.
3% OF RETAIL SALES IN NEBR.

THE ONE STATION THAT DOES THE
RICH SIOUX

JOB IN THE
MARKET.

Rerresentep Natronaciy By THE JOHN E. PEARSON CO.

BROADCASTING
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WBRC-TV

LI OLEICED

lhe ccfifeotrlinent 0/
PAUL H. RAYMER COMPANY, Inc.

as SNealicral Sales %r%w&ewfwﬁwﬂ
Cffective Uclober 456, 1950

WBRC - WBRC-TV

(NBC in Birmingham )

PAUL H. RAYMER COMPANY. Inec.

Radio and Television Representatives
New York  Boston  Detroit  Chicago  Hollywood  San Francisco

BROADCASTING * Telecasting October 2, 1950 ® Page 19



RELAXED......?

Yes, and easy listening, too
—heard nightly Monday
thraugh Friday at 7:00 on
WRE. In just a few short
weeks, ‘BATTERS’ PLAT-
TERS” has grown to the
listening stature of an early
evening stand-by.

Charlie Batters’ casual style
has a long-lasting way
with habit audience, based
on good music and off-
hand comment—spiced but
balanced.

This regular half-hour, in
peak time has a few par-
ticipations open, certainly
worth your planning for
STRONG coverage in the
ever-growing Washington
market. Batters’ style isn’t
studied . . . it's designed
for i'mrd selling. His grow-
list of sponsors is our best
recammendation.

MONDAY THRU FRIDAY
7:00 PM

IN THE NATION'S CAPITAL
YOUR BEST BUY IS
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ON THE theory that experience
lends itself best as a fertile source
of background, WRBL Columbus,
Ga., last month called on three
staffmen—World War II Marine
veterans—to give its listeners a
panel-eye view of the U. S. Marine
Inchon landing Sept. 15, less than
12 hours after announcement of the
invasion.

The session, reported by the
station as an “unqualified success,”
was headed by WRBL News Di-
rector George Theeringer, a former
Marine combat radio correspond-
ent. He discussed the landings
with Staff Announcer Bill Mitchell
and WRBL News Editor Jim
Arnall.

The idea for such a program was
conceived by the station shortly
before airtime and after WRBL
had arranged to cancel CBS’
Wendy Warren and the News. To
air the special program at that
time, WRBL had to relieve the
three former leathernecks from
their regular duties—Mr. Theer-
inger, who was writing his daily
newscast, Mr. Mitchell, who was
selecting records for his show, and
Mr. Arnall, who had to be located
on his daily news beat.

Once they had gathered in the
studio, the trio began feverish
preparation for the discussion.
Each jotted down several notes
and a map was obtained from the
WRBL newsroom to enable the
vets to follow the course of action.

Announcer Mitchell told listen-

WRBL Staffmen (1 to r) Arnall,

Theeringer and Mitchell—vets of

World War II Marine campaigns.
»* * *

ers what preparation was needed
to launch the invasion, ealling on
his first-hand knowledge of a simi-
lar event with the 6th Marine Di-
vision at Okinawa. Newsman
Arnall, who served with the 5th
Division through the entire .Iwo
Jima campaign, speculated on ac-
tion taken once the Marines had
landed. Discussion then turned to
battlefront possibilities, with Mr.
Theeringer offering his viewpoint
and directing questions to others.

Reczlling their past experience
and capitalizing on the freshness
of the new invasion, the three vet.
erans succeeded in telling WRBL
listeners what takes place behind
the scenes of a Marine mnvasion on
enemy soil.
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EDWARD W, LIER

THE POSSIBLE curtailment of

TV set production, resulting
from diversion of vital elec-
tronic materials to defense needs,

should result in the continuing up-
swing of AM listening. That’s the
speculation of Edward W. Lier,
radio representative for Shell 0il
Co., sponsor of newscasts on 57
stations.

“Current war news already has
increased the level of radio listen-
ing and caused major gains for
news programs,” Mr. Lier observes.
He notes that a current NBC
study shows its average ratings
for' early evening news programs
are up about 76% over 1949 and
the level of all radio listening is up
some 24% over a year ago.

It’s part of Mr. Lier’s job 1o
keep a sensitive finger on the pulse
of the throbbing broadeast ad-
vertising medium. He keeps in
close contact with radio sales
representatives and station man-
agers, assists in the production of
advertising copy, maintains liaison
between station personnel and men

(Continued on puge 54)

IF YOU'RE

INTERESTED
IN NEWS...

People in Milwau-
kee and Southeast-

ern Wisconsin Al-
ways Lis’n to WISN
for the Best and
Most Complete News

Coverage.
|
{

\
rl he Reason?
WISN Gives Them

MORE NEWS, Alert-
ly Prepared, and
Expertly Reported.
And WISN Has the
FINEST EQUIP-
MENT for Remote

News Pick-Ups.

You’ll Like Doing
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NBC 1000 WATTS ON 330

THREE CHIMES MEAN GOOD TIMES ON NBC . ..

@ 50.080 radio homes (BMB, 1949) @ 909% listen 3.7 days per week
@ 659% of WSVA loyal listeners listen @ 5% hours of live programming daily (6 AM - 2PM)
6.7 days per week

@ No television coverage

YA
HARRISONBURG, VIRGINIA, 1000 WATTS FULL-TIME ON 550

n REPRESENTED NATIONALLY BY DEVNEY & COMPANY
FRED ALLMAN, R. B. HARRINGTON,

President Commercial "Manager
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ITS EASY,
WHEN YOU

KNOW HOW!

....AND SHREVEPORT HOOPERS PROVE T

Share of Audience, Total Rated Periods for TEN REPORTS
DECEMBER, 1948 Through APRIL, 1950

S0%

KwKH / —

STATION B .."000009.‘..-..00000000..000. 30%

20%

107%

STATION D [pww> >y oy A,

5%

H QOPERS and BMB both prove that KWKH is
the overwhelming favorite in and around Shreveport! BMB 'Y VA

The graph at the top of the page illustrates the findings
of Hooper reports covering a period of 16 consecutive
months, It not only proves that KWKH gets top PROVE IT
Shreveport ratings; it also shows that KWKH is con. TOO!

sistently increasing its leadership over other Shreveport

FIGURES LISTEN garv

DAYTIME

stations!

The pie-chart at the right shows the kind of loyalty ac-
| corded KWKH by its large rural audience. Well over

half the 303,230 families in KWKH’s Daytime BMB
| Audience listen to KWKH 6 or 7 days weekly!

That’s the proof of KWKH’s superiority in this rich
Southern market. What other facts would you like?

SHREVEPORT {

59,000 Watts + CBS ¢ T B Compay (TArkansas |

. T
Representatives

Henry Clay, General Manager




[ —

Vol. 39, No. 14

S

ANA MUFFLES RATE CUT C

THE NATION’S top adver-
tising spenders, responsible
for perhaps 75% of the five
billion deollar annual outlay
for time, space and talent, last
week gave short shrift to the
pre-Korea project of demand-
ing downward adjustment of
radio rates because of the pur-
ported incursions of television,
disposing of the erstwhile burning
question in a one-hour session at
the 41st annual convention of the
Assn. of National Advertisers in
Chieago.

There was no formal action fol-
lowing presentation of the highly
controversial report of the ANA
Radio & TV Steering Committee
by its chairman, William Brooks
Smith, advertising director of
Thomas J. Lipton Ine. The report
was discussed at an executive ses-
sion of 500 members at the opening
meeting last Monday. The associa-
tion, it was learned, disposed of the
issue with instruetions to the Smith
committee to continue its studies,
but with each member to handle
rate negotiations as he may see fit.

It was evident that there would
be no move in concert toward AM
rate reduction at this time. Un-
certainties, stemming from the war-
time economy, and prospect that
TV will not expand into new mar-
kets as rapidly as had been ex-
pected, were believed to be the
salient factors in the decision to
tread-water now and for the fore-
seeable future.

War Tops I’roblems

While radio and TV topics were
generously sprinkled through the
three-day agenda, primary atten-
tion was directed to the “imponder-
ables” of the new war-time econ-
omy. Key national advertisers,
notably in the consumer fields, it
was revealed in a “confidential sur-
vey” made by the ANA Research
Dept., plan to maintain 1951 over-
all budgets at least as high as those
for the eurrent year, and those were
At AU ARt AR RARRRATRARRARRRR R
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Shelves Issue at Chicago

HUDDLE at ANA meeting includes {1 to r}): Ward Maurer,
Wildroot Co.; Robert Brown, Bristol-Myers; Wesley Nunn,
advertising manager, Standard Oil of Indiana and ANA

10% to 15% ahead of 1949. Broad-
casting-wise, greatest interest was
manifested in TV, among the con-
sumer groups, with 32 companies
indieating increases during the next
15 months, and with no TV cuts
whatever. The identical 32 com-
panies said they planned to curtail
car-cards and network radio, but
would increase spot radio, maga-
zines, newspaper and out-door (see
story below and charts page 26).

Brown Elected

At the business session Monday,
Albert Brown, vice president of
Best Foods Inc., was elected chair-
man of the association’s board, suc-
ceeding W. B. Potter, advertising
director of Eastman Kodak Co.
Wesley I. Nunn, advertising man-
ager of Standard Qil Co. of In-

diana, was elected vice chairman,
and Paul B. West was elected paid
president and chief executive officer
for the 18th successive year.

New directors of the association
elected at this meeting are Guy
Berghoff, director of public rela-
tions, Pittsburgh Plate Glass Co.;
Albert N. Halverstadt, manager,
radio and media division, Procter
& Gamble; Frederick Bowes Jr.,
director of public relations and ad-
vertising, Pitney-Bowes Inc.; David
W. Tibbott, director of advertising,
New England Mutual Life Insur-
ance Co.,, and George E. Mosley,
vice president in charge of adver-

tising, Seagram Distillers Corp.
Two ANA memebrs, Robert J.
Keith, director, advertising and
public relations, Pillsbury Mills

vice chairman; Bill Stedman, American Home Products;
Frederick Bowes J1., Pitney-Bowes and ANA director, and
Peter Allport, public relations, ANA.

Inc., and J. Ward Maurer, director
of advertising, Wildroot Co. Ine.,
were re-elected to the ANA hoard
of directors.

ANA, with a membership of 475
national advertisers, had a gross
registration, including advertising
agencies and media guests of more
than 700 at the three-day conven-
tion. Prineipal guest speakers were
Secretary of Commerce Charles W.
Sawyer, at the Wednesday lunch-
eon session, and FCC Chairman
Wayne Coy, the latter directing
his remarks primarily to the TV
outlook (see stories pages 40 and
29, respectively).

Radio and TV research and audi-
ence surveys took a pasting in sev-
eral talks, with a project advanced

(Continued on page 26)

MEDIA CHANGES AHEAD Mctiroy Vievs

TELEVISION'S “impact and
growth” is the most influential
factor in decisions of members of
the Assn. of National Advertisers
to make media changes next year.
Of companies most swayed by TV,
70% are in the consumer package
goods field.

These facts were revealed by M.
L. McElroy, ANA vice president in
charge of media and research, on
opening day of the annual ANA
convention in Chicago Monday.

In the ANA’s annual “analysis
of today’s conditions,” Mr. McElroy
questioned ANA members by mail
to determine their media plans, ad-
vertising appropriations and stock
conditions for the coming year.
His summary was based on 159

Telecasting

firms which replied.

Seven out of 10 plan no marked
changes in their proportionate use
of media next year. Those who
plan a shift cited “an increase or
decrease in appropriation’” as the
second reason, after TV’s growth.
Video expenditures will be in-
creased in 1951 by 32 concerns, but
none plans to trim TV budgets.
Because of the swing to television
in these 32 companies, network ra-
dio and car card funds will be cut,
and money will be added for spot
radio, wmagazines, outdoor and
newspapers.

Mr. McElroy noted that “the con-
trast between network and spot
radio is especially marked, with the

score for network being two in-
creases and six decreases; for spot,
10 increases and three decreases.”

Few Ad Cuts Seen

Four out of 10 respondents ex-
pect product shortages during the
last quarter of 1950, but less than
1 in 10 will reduce the advertising
appropriation for that period.
About twice as many advertisers
schedule increases in this last
quarter as those slating reductions.
Eighty percent will make no change
for the rest of the year.

More than half the ANA mem-
bers reporting allocated Ilarger
advertising expenditures this year

{(Continued on page 26)
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ACK BENNY, possibly the
most durable institution in
radio, is back at the old
stanJ after a summer in Europe,
an piventure that apparently left
him pnmarked. The jokes on his
Sept.| 24 program were within his
familiar orbit, bounded on one side
by the Los Angeles smog and on
the other by Phil Harris’ intemper-
ance.| It would be impossible to
tell from his radio seript that Mr.
Bennjr had ever left home,.

The remarkable fact is that Mr.

Benny does not have to stray as
much|as an inch from his enduring
formut in order to keep a big au-
dience, His special talent is the
invention of slight but numerous
variations on a few standard
themas and the ability to use his
unusual gifts for timing and in-
flectign to make a slight joke sound
like a big one.
" Mr, Benny can get more mileage
out of the single utferance, “Oh,”
than most other comedians can get
from a week's work of their gag
writers.

The character of the aerial
Benny is so well established that
mere reference to his idiosynerasies
is enough to provoke laughter. His
baldnesss, his advancing age and
his parsimony have themselves ac-
quired the stature of jokes, a happy
evolution that must have relieved
hiz writers of some measure of
creative burden.

Rochester Calls Again

The telephone rang on his pro-
gram the other night, as it has on
possikly a thousand other occa-
sions, and the caller turned out,
not unexpectedly, to be Rochester.

“Hey, Boss, the man is here
from |Sears & Roebuck wearing
your tew suit,” said Rochester.
* “He snid for the price you paid
they couldn't afford to put it in a
box.”

{Convulsive laughter
studio audience.)

“Wuit a minute,” Rochester
added! “Here comes Roebuck with
the exira pair of pants.”

(Helpless hysteria in the stu-
dio.)

Abhapt the only topic that Mr.
Benny| has added to his staples in

by the
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IN REVIEW...

Program Facts

Program: JACK BENNY
SHOW, on CBS, 175 stations.

Sponsor: American Tobacco Co.
(Lucky Strike cigarettes).

Agency: BBDO; account ex-
ecutive: Thayer (Tax) Cumings.

Production Cost: Approxi-
mately §22,000 a week.

Cast: Jack Benny, Mary Liv~
ingstone, Phil Harris, Eddie

(Rochester) Anderson, Dennis
Day, Don Wilson.

Producer: Hilliard Marks.
Musical Director: Mahlon Mer-
rick.

Writers: Sam Perrin, Milt
Josefsberg, George Balzer, John
Tackaberry.

Program Facts

Program: COLGATE COMEDY
HOUR, on NBC-TV, 38 intercon-
nected stations, 16 non-inter-

connected.
Colgate Palmolive-

Sponsor:
Peet Co.

Agencies: Ted Bates Inc. (ac-
count executive: Robert Parman)
and Sherman & Malauette (ac-
count executive: ljam  J.

Breen).

Production Cost: Approxi-
mately $35,000 2 week.

Cast:  Fred Allen, Monty
Wooley, Rise Stevens, Sono
Osato, David Burns, Parker

Fenley, Peter Donald, Kenny
Delmar, Minerva Pious.
Producer: Charles Friedman.
Director: Kingman Moore.
NBC-TV supervisor of produc-
tion: Samuel Fuller.
Musical Director: Al Goodman.
Choreographer: Dick Barstowe.

recent years is William S. Paley,
chairman of the CBS board, who
paid the comedian an immoderate
amount of money to transfer his
activities to CBS.

On his Sept. 24 show Mr. Benny,
playing a prospector in the Cali-
fornia gold rush, fell afoul of one
of the least menacing Indians of
fact or fiction, timorously played
by Dennis Day.

“Who you, Paley face?” chal-
lenged the Indian.

“That’s pale face,” snapped Mr.
Benny. “Paley’s the statue in the
lobby.”

This is not the stuff of which
imperishable humor is made, but
it serves Mr. Benny handsomely.
One of the comedian’s greatest
assets is his absolute familiarity
with the characteristics of radio.
He plays entirely to the ear. A
Benny script makes less than laugh-

(Continued on page 92)

RED ALLEN’s first ex-
cursion into television, it

is this reviewer’s mourn-

ful duty to report, added little to
hig reputation as a literate wit and
less as a showman. The prin-
cipal trouble with Mr. Allen’s first
performance was that he was ob-
viously nervous, a disorder that
exerted a contagious effect on other
members of his cast. For a pro-
duction rehesrsed as assidiously
as Mr. Allen’s program, an- aston-
ishing number of lines was forgot-
ten or fumbled. Such mishaps are
meat for Mr. Allen’s nimble humor
when he is at his ease, They
were only embarrassing on his tele-
vision appearance. '
One of the most endearing char-

. acteristics of Mr. Aller’s perform-

ances in radio was his unrehearsed
chuckle at jokes that particularly
amused him. The chuckle was
missing from his television show.
Mr. Allen conveyed the impression

Drawn for BroapcastinG by Sid Hix

“She’ll have to wear o different dress—he's lost his place again!”

BROADCASTING @

that he was concerned more with
remembering his next line than

with éxtracting maximum em- ’
phasis from the one he was de-
livering. It was impossible to
avoid the eonclusion that Mr. Allen
himself was not having any fun.

There is cheerful reason to be-
lieve that Mr, Allen may overcome
the jitters of his maiden experi-
ence in a new and difficult medium
and come to occupy the place in
television he deserves. Few if any
other comedians possess his keen-
ness of mind and tongue, and it
would be a pity if his talents were
not put to use at-their best in TV.

Sparkles of the real Allen
brightened his show from time to
time. Belaboring a favorite tar-
get, NBC executives, Mr. Allen
spoke of one who was “so big he
had a wastebasket to throw people
in.” During a period of instrue-
tion in pie-throwing, which a “tele-
vision consultant” advised him
was an indispensable facility of
any TV comedian, Mr. Allen was™
given a particularly gooey mer-
ingue. He looked at it admiringly
and remarked: “Give this pie two
writers and it could have a show
of its own,”

‘Alley’ Disappoints

Much of the program, however,
was not up to these standards. Mr.
Allen ,attempted to transport his
famous “Allen’s Alley” from the
invisibility of radio to the pitiless
stare of television by the use of
puppets to portray the characters
of Senator Claghorn, Ajax Cas-
sidy, Mrs. Nussbaum and Titus
Moody, while their lines were read
off-screen by the performers who
created them in radio. The ac-
tions of the puppets, which must
have been manipulated by some-
one suffering alternately of paral-
ysis and St. Vitus’ Dance, were so
distracting that much of the dia-
logue between Mr. Allen and the
inhabitants of his bizarre by-way
was utterly wasted.

Mr. Allen with Monty Wooley
participated in a sketch that found
the two of them attempting,
against appalling non-cooperation
from officials of a department store,
to exchange a cuckoo clock that

(Continued on page 92)
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STIFF TERMS ON ‘LORAIN JOURNAL' e o s

SWEEPING TERMS to govern the
competitive practices of the Lorain
(Ohio) Journal, first newspaper
found guilty of anti-trust law vio-
lations in competing with a radio
station [BROADCASTING, Sept. 4],
were proposed by the Justice Dept.'s
Anti-Trust Division last week.

Expected to have prompt re-
percussions throughout the news-
paper field, probably accompanied
by protests from radio interests as
well, the department’s proposal
wag submitted Thursday to Judge
Emerich B Freed of U, S. District
Court in Cleveland, who conducted
the trial in which the Journal and
its owners and two principal ex-
ecutives were found guilty of
Mlegal practices in competition with
WEOL Elyria-Lorain. Appeal was
deemed certain.

The proposed decree would:

@® Forbid the Journal and the
individual defendants — Owners
Samuel A. and Isadore Horvitz,
who also own the Mansfield (Ohio)
Journal, and Business Manager
D. P. Self and Editor Frank Maloy
of the Lorain paper—to acquire
any radio station or newspaper
which competes with the Lorain
Journal “or with any other news-
paper owned or controlled by the
defendants or any of them”;

@® TForbid the Lorain Journal
and the individual defendants to
refuse the advertising, without
diserimination, of any person be-
cause that person also buys time
on a radio station or uses any
other advertising medium.

@ Forbid them to refuse any
advertising—which would include
paid program logs—which is of-
fered by any radio station com-
peting with the Mansfield or Lorain
Journal, unless such advertising
violates a policy which is “bonea fide,
lawful, and uniformly adhered to
without discrimination by the news-
paper.”

Burden of Proof

@® Put the burden of proof upon
the defendants involved if legal
proceedings develop in connection
with these requirements banning
rejection of advertising offered by
a competing station or by users of
competitive media.

@ Forbid the Lorain Journal
and the individual defendants to
accept advertising under any agree-
ment which forbids the adver-
tiser to use another newspaper or
requires him to use only the Journal
“or any designated newspaper.”

@® Forbid them to fix a dis-
criminatorily lower price or allow
discriminatory discounts, rebates,
or options on condition that the
advertiser purchase from the
Lorain Journal, “or any designated
newspaper,” a “specified volume,
value, quota or percentage of his
required sadvertising.” Observers
interpreted this to be designed to
insure that an advertiser, in order
to place advertising, would not be
required to place a specified amount

. or percentage.

@ Forbid the Lorain Journal
BROADCASTING *

and the individual defendants to
cancel, refuse to renew, or other-
wise “impair” any advertising con-
tract because the advertiser has
used, is using, or plans to use
other newspapers or other media.
Burden of proof would be upon the
defendants if proceedings arise
involving this requirement.

@ Require publication of the
substance of the judgment once
a week for 25 weeks “in 2 news-
paper of general daily circulation
published in each community where
the defendants or any of them own
or control a newspaper’—pre-
sumably in the Horvitz's own
Lorain and Mansfield papers.

@ Make provisions of the judg-
ment which are applicable to the
Lorain Journal also applicable to
“its officers, directors, agents, em-
ployes, subsidiaries, successors, as-
signs, and all other persons acting
or claiming to act through, under
or for such defendant.”

@® Require the Journal and the
individual defendants, insofar as
any advertising medium owned or
controlled by them is concerned, to
maintain for five years all books
and records—including correspond-
ence, memoranda, reports, etc.—
relating to “the subject matter of
this judgment,” and te notify their
officers, agents and employes within
10 days “that each and every such
person is subject to the provisions
of this judgment.”

Judge Freed may accept or
modify the Justice Dept.’s pro-
posed judgment, or reject it and
write his own. The Journal, whose
officials already have said they

would appeal the decision, is deemed
certain to fight the proposed decree.
In event of appeal, the Supreme
Court may uphold both the deci-
sion and the judgment which
Judge Freed finally enters, or it
may reverse the decision and call
for a new trial, or it may uphold
the decision but modify the judg-
ment.

Authorities asserted that the
Justice Dept.’s proposal to require
the Lorain and Mansfield papers
to accept paid program logs—
implicit in the terms of the pro-
posed decree—should not be con-
strued to mean the department will
take action against any other news-
paper which refuses to carry logs.

Protests on Logs

The department reportedly has
had complaints from upwards of
100 stations protesting that their
logs have been refused by news-
papers. Observers felt, however,
that the requirement proposed by
the department in the Lorain case
must be considered as one of many
factors—that is, that the Journal's
refusal to carry WEOL logs was
only a part of the overall case.

In his decision, handed down in
late August with a request to the
Government to file a proposed de-
cree, Judge Freed held that it had
been “clearly established” that the
Lorain Journal tried to eliminate
the competitive threat posed by
WEOL by “refusing to publish ad-
vertisements for local merchants
who used the radio station.”

He rejected the newspaper’s “free
speech” arguments, asserting that

its officials did not reject adver-
tising because they considered the
advertising copy to be offensive,
“or even because the prospective
advertisers were not the sort of per-
sons with whom they wished to
deal.” Instead, he said, the rejec-
tion ‘“‘was based solely on a desire
to force these advertisers not to
continue or to enter relations with
another available mode of commu-
nications.”

“The Journel,” he said, “admit-
tedly has a right to select its adver-
tisers for good reason or without
reason, but it has no right in pur-
suit of a monopoly to require them
not to deal with a competitor.”

The Justice Dept.’s proposed
findings and decree was filed by
Herbert A. Bergson, assistant at-
torney general in charge of the
anti-trust division, whose resigna-
tion from the department was
slated to become effective Oct. 1;
Robert B. Hummel, trial attorney;
and other departmental attorneys
including Victor H. Kramer, who
argued the department’s case dur-
ing the trial, and Vietor A. Alt-
man, Baddia J. Rashid, -and Nor-
man H. Seidler, who assisted.

Both the Mansfield and Lorain
Journals have sought radio sta-
tions but were denied by FCC on
grounds that the owners sought in

- Mansfield to “suppress competition

. . and to achieve an advertising
monopoly” [BrRoapcastinG, July
19, 1948].

Meanwhile, in New Orleans, the
jointly owned Times-Picayune and
States last week answered another

(Continued on page 852)

SELLING RETAILER

RETAILERS and broadcasters
joined last week to pull radio out
of its wall-flower role in the store
advertising field as the National
Retail Dry Goods Assn. held its
first Radio-TV Workshop.

Stung by charges they had failed
to understand retail selling, broad-
cast spokesmen conceded they
should work closely with store
operators in making the electronic
media useful and necessary tools
for NRDGA members.

Probe Whole Field

Over a score of executives from
media, agencies, chain-store, con-
sumer and store operations spent
Thursday and Friday at the Hotel
Statler, New York, probing the
whole radio and television adver-
tising field.

Out of their merged observations
and suggestions came a series of
ideas that brought favorable com-
ments from many of the NRDGA
members. These store executives
control a substantial share of all
the retail advertising placed in the
United States.

It was agreed that aural broad-
casting has not been adequately

Telecasting

Stores

Get Radio-TV Tips

used by stores, with broadcasters
getting a good share of the blame.
As for television, the future was
described as promising and many
speakers forecast tremendous
growth in use of the new medium
by retailers.

James M. Gaines, NBC vice pres-
ident and director of owned-and-

operated stations, said there had

been “a shocking lack of coopera-
tion with retailers” on the part of
networks in the past, which would
certainly not continue.

The consumer’s view of radio
and television was presented by
Dr. Ruth W. Ayers, managing di-
rector of the National Consumer-
Retailer Council Inc.,, New York,
who warned that a series of com-
mercial announcements individually
acceptable are capable, in their
combined effect, of disgusting and
repelling the listener. The first
commercial “in a high tensioned
voice” may be impressive, but a
series of them have a cumulative
effect, causing the listener to “fight
back,” she said.

Pointing out that “the attitude
of the average listener to the whole

economic community is deeply af-
fected by his responses to adver-
tising,” Dr. Ayers urged the use of
commercials designed “to be wel-
comed.” She said the announce-
ment should “slip into the listen- .
er’s mood,” particularize as to the
manner in which the product suits
his needs and income level.

Rules for Success

“Ten rules for successful retail
radio use” were given by Howard
P. Abrahams, manager of the
NRDGA sales promotion division
and visual merchandising group.
They are: Promote your strongest
department, best items or services;
use beamed-program techniques;
repeat; reflect the store’s character
in the program; iuse proper con-
tinuity; write copy for eal; use
other sales promotion devices to
promote radio, and radio to pro-
mote other sales devices; mer-
chandize; tie a public relations pro-
gram in with radio; and aceent
radio where other media are weak.

Allied Store Corp. radio and

{Continued on page 98)
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Expected Profits

Perceritage of Companies Expecting
Highes, Same or Lower Profit Rate,
Campared to Previous Period

(Profit, Before Taxes as Percentage

of Sales)
HIGHER
SAME
i _ 5%
LOWER
'50* . 13%
‘51 . 13%
*1950 gure is for Just quarter.
Bused on repliess from 141 companies
answerjng For both years. Source: ANA

membef survey, Sept. 1950

Media Changes

(Continued from puage 23)

than |last; 40% are spending the
same] and only 6%, less (see
Advertising Appropriations chart).

Foredast for 1951 is that a third of
the members will increase their
budggt over 1950, more than half

expect no change, and less than 10%
will l¢wer appropriations.

Thyee out of four advertisers
making automotive products—in-
cluding accessories and tires—are
ing more in 1950 than they
1949. Forty-eight percent
in the large consumer

%]
=3
@

"]

=T

ing
hold |equipment and appliances,

each industry group this
advertising increases average

Expenditures in the agricultural
equipiment industry have dropped
“lightly” from 1949 to 1950, but
gains were recorded in office equip-
ment| food, automotive and build-
ing |material classifications, as

. shown in the following table:

Advertising Expenditures as Percent-
age of Sales—Median

No.
Indusiry Cos, 1950 1949
Drugd & Cosmetics 9 249, 249%
Soft [Drinks 2 16 16
Home|Furnishings 10 5 5
Miscellaneous 6 5 5
Office [Equipment 3 3.2 2
Food & Grocerles 9 3.2 3
Textile & Apparel 14 3 3
Autonjotive 5 3 2.5
Electrfcal Appliances 5 & 3 3
Building Materials 9 2 1.5
Alcohglic Beverages 5 2 -2
Agricyltural Equip. 2 1.6 2.3
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Industrial 17 1 1
Paper Mfrs. 6 1 1
Chemical *Mfrs. 3 1 1
Petroleum 4 1 1

Half of the members responding
said the Korean war as yet has had
no effect on advertising and selling
plans (see War Effect chart). More
than a third have shifted their
promotional emphasis without any
curtailment, and 6% reported re-
ducing such efforts because of the
war. Only a quarter of the mem-
bers, however, believe the war will
have no effect on their 1951 plans.
Almost half the companies, con-
trasted with one third now, believe
there will need to be a change in
emphasis next year. Curtailment
of plans in 1951 is expected by 26%.

Shortages Seen

Forty-three percent look for
product shortages during the next
quarter (see Product Shortages
chart). The replies, however, ‘“vary
markedly by industry group,” Mr.
McElroy said. Three of four in the
industrial field, as an example, ex-
pect such shortages in the last quar-

ter, while only one in eight in the

consumer package goods classifica-
tion anticipates shortages.

One out of three companies in
all industry groupings said they
do not know what to expect regard-
ing product availability next year.
One third said they believe their
product materials will be short, but
28% look for no shortages in 1961.
The industrial group, in general,
anticipates shortages, while manu-
facturers of consumer nondurables
do not.

Expected Profits chart indicates
about a third of the ANA members
expect the percentage of profits to
be higher in the last quarter of
1950 than in the preceding period.
More than half expeect no change
in the rate of profit, and some
see a decline. The group expecting
higher profits drops 8% for 1951,
and that expecting no change in-
creases correspondingly.

Mr. McElroy concluded that ad-
vertisers dre continuing to make

War Effect

Etfect of Korean War on Members’
Advertising and Selling Plans

No Effect Shify Curtail-
in Emphasis ment
58%
48%
36% E
26% E 26%
5 = &% =
51 Now ‘51 Now ‘51

Based on replies from 123 companies an- -

swering for periods. Source: ANA

member survey, Sept. 1950,

“their operating decisions on the
basis of the ‘job to be done,” which
in many cases is the maintenance or
improvement of their current mar-
ket positions.”

He helieves most changes ex-
pected “are dictated by competitive
conditions and increased consumer
demand, rather than by large
government purchases.” Pointing
this up, he said more than two-
thirds of the respondents expect
less than 5% of their 1951 total
production to be consigned to the
government.

Because of the uncertainty about
basic raw materials, “members are
faced with increased difficulty in
several areas: (1) making reason-
able sales estimates on which to
base advertising budgets, (2) main-
taining good dealer relations, and
(3) maintaining the brand standing
of their products.”

ANA Muffles Rate Cut

(Continued from page 238)

for unification and simplification.
Fred B. Manchee, executive vice
president of BBDO, and a member
of the committee appointed to arbi-
trate the Hooper-Pulse contest in
the San Francisco Bay area ini-
tiated by KJBS San Francisco,
proposed that advertisers, agencies
and broadcasters come to an agree-
ment on what is needed by way of
radio and TV measurement, with
the broadeasters taking the lead.
He lamented the existence of 15
different research services to
“guide, or should I say, to confuse
you.” The total yearly tab runs in
gix figures—eventually paid for by
the advertiser (see story page 27).

John P. Cunningham, of Cun-
ningham & Walsh Inc., New York,
in a discussion of the “Effects of
the Video Virus on the Human
Being,” based on his agency's
“Videotown” surveys, called for a
voluntary code to govern the or-
derly development of TV in all its
phases, but with emphasis upon

Product Shortages

Percentage of Companies Expecting
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the Last Quarter of 1950
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Advertising
Appropriations

Percentage of Companies Expecting
to lncrease, Maintain Or Decrease
Their Advertising Appropriations
1950 vs. 1949 and 1957 vs. 1950
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program standards. He called for
“commercial self-control” and advo-
cated a committee of the AAAA,
ANA and of the broadcasters (pre-
sumably NAB) to look toward a
permanent board—*“respected and
vigorous—like the baseball czar.”
Cut of this could come a creed or
code, he said (see story page 58).

In deciding to forego concrete
action on the radio rate cut pro-
posals, the closed membership meet-
ing, however, instructed its com-
mittee to keep a watchful eye on
the raido-TV media. This, it was
pointed out, is in keeping with
ANA procedures, since committees
function on a continuing survey
basis in all spheres of association
activity.

NAB Proposal

The NAB proposal for a ‘con-
tinuing study” of the over-all ra-
dio-TV rate picture, which would
embrace an appraisal of the in-
roads of TV on other media, such
as newspapers, magazines and mo-
tion picture, was coldly received
by the convention, it was reported.

Participating most actively in
the radio-rate session, in addition
to Chairman Smith, whose out-
standing success with the Arthur
Godfrey program on CBS-TV has
made him a TV zealot, were Robert
Brown of Bristol-Myers, William
Comnelly of S. C, Johnson Co.,
Stuart Peabody of the Borden Co.,
and I. W. Digges, ANA counsel.
Mr. Digges reportedly lamented the
manner in which the whole rate’
matter was approached. The “bad
press” resulting from publication
of the substance of the report also
drew comment.

What bearing the war-emer-
gency may have had on the rate
issue was not raised openly, but
it was evident that this fortuitous
development, reflected in the first
phases of inflation, was not over-
looked.
space rates of magazines and

(Continued on page 32)
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| E“Y’s PREDIBTI“N Voiced to ANA Convention

2

By JANE PINKERTON

FCC CHAIRMAN Wayne Coy ex-
pects the TV {freeze to thaw in
from six to nine months, he said in
Chicago last week, reiterating his
forecast of two years ago. In Sep-
tember 1948 he used the same fig-
ures, “and the prediction is still
a good one, except that it’s changed
its locale by just two years!” he
said.

Chairman Coy, in response to
the keen interest in television evi-
denced by members of the Assn.
of National Advertisers, opened
the group’s annual convention in
Chicago’s Drake Hotel Monday
morning. Backgrounding TV stum-
bling-blocks confronting FCC dur-
ing the past two years, Mr, Coy
explained the Commission is now
ready to begin allocation hearings,
“the last phase of the process of
lifting the freeze.”

“Now qualified in my predie-

tions” (because the six-to-nine-
month estimate was predicted in
1948), Mr. Coy expects the FCC to
grant applications for stations in
non-TV areas “somewhere between
April and the first of July next
yvear.” Where there is competition
for channels, however, grants will
follow lengthy hearings, with final
grants being delayed “until the
end of 19561, at the earliest, with
many of the cases running over
into 1952,” he said.

TV Work Load

Of 354 applications now at FCC
offices, 124 involve cities without
any television outlets. Forty-nine
concern cities with operating TV
stations. Consideration will be
given to additional applications,
the chairman said, as “there is no
vested right in any of the appli-
cations now before us.”

Chairman Coy confined his
speech to subjects about which he

E EAR H ‘MESS’ Manchee Cites Duty
Of Broadcasters

BROADCASTERS must accept responsibility for leading a movement

toward basic agreement on what kind of radio and television research

is needed, and how to get it, although they need not foot the entire
bill. This was the charge of Fred B. Manchee, executive vice president

of BBDO, during the radio-TV ses-
sion at the Assn. of National Ad-
vertisers convention Monday after-
noon (see separate stories). In an
effort to explain radio and tele-
vision research—"‘how confusing
can it get?”—Mr. Manchee made
what he termed “the all-time un-
der-statement.”

“Radio-television research is in
one hell of a mess!”

In going through the ABC’s of
research (see adjacent story) to
give ANA members an idea “of
the competition for your research
dollars,” Mr. Manchee enumerated
14 AM-TV research services.

Two Needs Cited

Two things are mneeded: (1)
agreement on what advertisers and
agencies want and need in the way
of research, which would result in
less confusion and cheaper costs,
and (2) the machinery to carry out
this necessary research, supervised
and operated by broadcasters.

“Many of us have heen appalled
at times the way the broadcaster
sits on the sidelines and lets hAis
product—a time period—be bounced

_around like a ping pong ball by

conflicting data from different re-
search services. Shouldn’t ke be the
one to call the turn in seeing that
his product is properly represent-
ed? Shouldn’t it be his responsi-
bility to supply documented evi-
dence on the dimensions of what he
is selling?”

Referring to future objections
from broadcasters, who might re-
mind advertisers that other media

BROADCASTING o
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“are not called upon to defend
themselves,” Mr. Manchee said
there is, for example, no valid com-
parison of radio and printed media
circulation figures.

“In radio and television, every
time period on every station is, in
a sense, an individual publication
with a different audience. It is in-
cumbent on the broadcaster to take
a more active interest in document-
ing what he is selling. If there
were no research services, don’t you
think buyers would insist that the
seller supply the evidence?”

Mr. Manchee admitted he expects
broadcasters to consider his pro-
posal “drastie,” especially as “the
broadecasting industry has not alto-
gether distinguished itself in the
past for assuming leadership in
the field of measurement. The very
competitive nature of the industry
has militated against such leader-
ship. This is the very reason why
the industry should recognize its
responsibility to assume leader-
ship.”

Mr. Manchee realizes “there is
no one technique which fills all
needs, but if the strengths and
weaknesses of different techniques
can be determined, we are much
closer to solving our problem.” He
suggested that broadcasters set up
a committee, as have the ANA and
the Assn. of American Advertising
Agencies, to take inventory of the
advertiser’s needs. After that, a
joint agreement could be reached
on basic measurement require-
ments.

Telecasting

had been queried in advance by
ANA members. The question most
frequently asked was: “What will
be the effect on the broadcasting
industry of the present Korean
situation in light of possibilities of
more widespread war?”

Pointing out a lag in industry
between appropriations and expen-
ditures, Mr. Coy sees a corollary
lag between the war and its effect
on broadcasting and business in
general, “It will be some time be-
fore there is a serious effect, and,
when it comes, it will be a sort of
creeping paralysis upon the indus-
tries which contribute to the broad-
cast business,” he said.

Electronic Contracts

Commenting on governmental
appropriation of a billion and a
half dollars for electronic equip-
ment contracts, Mr. Coy said some
orders can be absorbed “in our
present manufacturing ecapacity
without any serious effect on radio
and television set producers. There
will be an effect when contracts
authorized by the present appro-
priation bills are completed,” he
added.

The percentage of reduction to
be effected in AM-FM-TV manu-
facture “I don’t know,” he said.
In addition to production cuts, he
anticipates a “critical shortage of
certain parts, including tubes, elec-
trolytic condensers and resistors.”

Mr. Coy envisions 3,200 video
gtations in this country ultimately,
with 909% of the population being
served by TV in five years—about
the number which now has access
to radio. Using the 12 channels
now available, it is “engineeringly
possible” to have 645 stations oper-
ating on a basis of co-channel
stations separated by 200 miles
and adjacent stations 110 miles,
he said. This would be trimmed
to “a very high number of 500,”
however, because of many areas
which cannot offer economic sup-
port to a video station.

Future Coverage

“Because we've known for two
years or more that the 12 chan-
nels would not enable us to have
a nationwide, competitive system
of television,” Mr. Coy said, the
FCC in 1948 set aside 42 channels
from 500 to 900 me on the spee-
trum for 1,600 metropolitan sta-
tions and 1,000 low-powered com-
munity stations. The total, 3,200,
“is more, by 1,000, than we now
have standard broadcast stations.”

Full geographic coverage by TV
will not be possible, though, “un-
less there is some new technique
discovered,” Mr. Coy said. He
used Stratovision, developed by
Westir&ghouse, as an example.

Cable allocations, involving the
telephone company and TV net-
works, will be “a problem for at
least two or three years, unless
a basis for easement is found,”
Chairman Coy said. Because the

CAUGHT at a
ANA'’s sessions are Brig, Gen. Frank
L. Howley (I), U. 5. commandant of
Berlin and former Philadelphia agen-
cy executive, who talked at the an-
nual banquet Tuesday evening omn

lighter mement in

Russian Cemmunism, and Albert
Brown, vice president of Best Foods
and new ANA board chairman.

burden is on the FCC to “see that
there is competition in radio and
television, our concern regarding
allocations is going to be that pro-
grams of the various networks
have an opportunity to be seen
and heard in all cities in this coun-
try,” he said.

He reviewed the AT&T schedule

(Continued on page 74)

-MANCHEE'S ABC’S

Competition for Research $

“HERE'’s a bit of alphabetical non-
gsense which will give you an idea
of the competition for your re-
search dollars,” declared BBDO
Vice President Fred Manchee at
the ANA sessions last week:

A stands for"Advertest and ARB
B for tempestuous BMB

C for the Conlons in cities huge
D for the di-arEE deluge

E's for the drain on the Ex-
chequer
F for the Frown on the treasurer

G for the Grief when the figures
don’t match

H stands for ratings by Hooper,
natch

I, J, K, L we'll skip right over
Plenty to come as we go down
lower

M’s for the Muddle we find our-
selveg in
N for the ubiquitous Art Nielsen

O for all Others of which there
are many
P is for Pulse—isn't this “zany?

Q seems to be open for a new-
comer
R is for Radox, recall and roster

S is for Starch, yes he’s here, too

T is for the newest, Trendex to
you

U for Utopia we’d love to achieve

Y for Videodex in TV

As for X, Y, Z, time to call a
halt ’

Boy, bring on that bottle of
smelling salt!
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SET PRODUCTION  zesic sor s 14 i

PERBISTENT public demand for
radio receivers, a development of
the 1949 autumn season, has con-
tinued through the late summer
weeks and promises to carry total
1950 [set production close to the 14
millicn mark.

This would far surpass the 10
million-plus  industry production
for the 12 months of 1949, when
the autumn spurt caught manufac-
turers immersed in TV with their
prod\fction lines down.

As|of Sept. 1 the manufacturing

RTMA'’s Estimated 1950 Production

Television Home Sets
January 424,000 581,000
February 536,000 505,000
March 643,000 587,000
April 432,000 526,000
May 557,000 796,000
June 522,000 710,000
July 330,315 391,170
August 702,287 754,232
*

industry had turned out 8,750,965
radio sets, according to an all-in-

WEISS RESIGNS

With Don Lee
Since 1930

LEWIS ALLEN WEISS, board chairman of Don Lee Broadcasting

System, Hollywood.

Since May 1949, and prior to that president, has

annopnced his retirement after 20 years with the regional network.
Action on his request, filed July 19, to be relieved of duties awaits only

the flormality of approval by Los
Angéees County Public Administra-
tor Ben H. Brown and attorneys
for the Thomas S. Lee estate. They
are expected to act by Oct. 6, clos-
ing date also for bids for capital
stock|in Thomas S. Lee Enterprises
Inc. which includes Don Lee radio
and TV facilities.

Although details were not re-
vealed, Mr. Weiss said he will de-
vote time to other business inter-
ests and hobbies. ' He will first take
an extended vacation.

Mr, Weiss originally joined Don
Lee network in 1930 as vice presi-
dent |and general manager, build-
ing it to a regional chain of 16
statigns. He resigned two and
one-hplf years later to become gen-
eral manager of WJR Detroit,
ownefl and operated by G. A.
(Dick) Richards.

With weakening of original Don
Lee network due to shift of most
stations to CBS in 1936, Mr. Weiss
was invited to return as vice presi-
dent  and general manager by
Thomas 8. Lee, now deceased son
of thg late Don Lee.

Affiliating Don Lee with the
newly organized Mutual, Mr. Weiss
then began a vigorous campaign to

Mr. WEISS
October 2, 1950

Page 28 ©

*
rebuild the regional network to its
present position of 45 owned-and-
affiliated stations in the Pacific
Coast area. He is reputed to be
one of highest paid executives in
radio.

Mr. Weiss has served on Mu-
tual’s board of directors for 10
yvears and was chairman from 1947
to 1949.

With the late Don Lee, he also
started the first TV station, now
identified as KTSL Hollywood,
which began operating Dec. 23,
1931.

Auto Sets  Portables Teotal Radic
329,000 69,000 979,000
379,000 120,000 1,004,000
389,000 114,000 1,090,000
273,000 143,000 942,000
291,000 351,000 1,438,000
567,000 262,000 1,539,000
234,025 97,323 722,518
320,960 128,255 1,208,447

*

dustry estimate by Radio-Televi-
sion Mfrs. Assn.

In the same eight-month period
it produced 4,146,602 television
sets, RTMA estimated, 1,100,000
above the entire 1949 TV total. In
August alone 702,287 TV sets were
turned out. With 4,000,000 TV
sets having been turned out by the
end of 1949, the 1950 production
figures confirm the TELECASTING
estimate of roughly 73 million sets
in use.

The August aural radio produc-
tion totaled 1,203,447 sets. While
figures on aural and video sets with
FM tuners are not available, the
percentage of sets with FM has
been increasing in recent weeks
[BROADCASTING, Sept. 25].

The August radio sets inecluded
754,232 home receivers, 128,255
portables and 320,960 auto re-
celvers.

Summer radio production ran
counter to normal seasonal decline,

except for the first half of July
when most of the industry shut
down. TV production also rose
abnormally during the period.

With these increases, manufac-
turers sold over $700 million in TV
sets at factory prices during eight
months of 1950 and another $210
million in radios, also at factory
prices. These exceed total sales for
the year 1949.

In line with this production
boom, RTMA member companies
are sharply increasing their adver-
tising in the last half of the year,
according to L. E. Pettit, General
Electric Co., chairman of the-
RTMA Advertising Committee.

Committee Poll

An informal poll of committee
members showed that the late 1950
advertising expansion will be car-
ried over into 1951 by most big
manufacturers despite possibility of
curtailed set production due to
shortage of supplies and demands
of the military.

All but one of the firms polled
will boost advertising budgets over
the last half of 1950, the increases
ranging from 20% to 2009, or an
average of 104%. Total 1951 ad-
vertising is expected to run 9%
above that for 1950. Three com-
panies will have increases of 50%
or more and only three companies
will run below their 1950 budgets.
No breakdowns on media to be used
were obtained.

RTMA’s estimated 1950 all-in-
dustry set production figures are
shown above.

NETWORK GROSS

SUMMER vacation period for ra-
dio network advertisers brought
the July 1950 gross radio network
time sales to a total of $12,303,409,
but resulted in an increase over
the July figures of last year, $12,-
090,679, according to Publishers
Information Bureau statistics re-
leased to BROADCASTING.

The 1950 cumulative totals of
$109,293,958 were still behind the
$112,862,890 spent last year dur-
ing the same months.

Procter & Gamble continued to
lead all other radio advertisers in
AM time bought, with expendi-
tures of $997,762. General Mills
spent $886,848, placing second in
gross time purchase on radio
networks, while Miles Labs ranked
third spending $615,654. Fourth
and fifth, respectively, were Ster-
ling Drug, $491,964, and Wm. H.
Wrigley Jr. Co., $440,220.

TOP TEN NETWORK ADVERTISERS
IN JULY 1950

1. Procter & Gamble $997,752
2. General Mills 886,848
3. Miles Labs 615,654
4. Sterling Drug 491,964
5. Wm. H, Wrigley Co. 440,220
6. Liggett & Myers 402,489
7. Philip Morris 394,644
8. General Foods 394,158
¢. American Home Products 373,007
10. Gillette Safety Razor Co. 350,157

July

‘50 Tops That of ‘49

Food products ranked first
among the network categories,
spending $2,911,654 gross to ad-
vertise over the networks. Gen-
eral Mills led this group with its
total of $886,848 in purchases.

The Toiletries & Toilet Goods
group ran second with purchases
of $1,671,359, within which Gillette

*®

*

Safety Razor ranked first, having
invested $350,157.

Drugs & Remedies appropriated
$1,5676,614 to stand third, with
Miles Labs the chief investor,
$615,6564. Fourth and fifth, re-
spectively, were Smoking Materi-
als and Soaps & Cleansers.

L

Top Network Advertisers for Each Product Group in July 1950

Agriculture & Farming

Apparel, Footwear & Access.

Avtomotive, Auto. Equip. & Supplies

Aviation, Aviation Equip. & Supplies

Beer, Wine & Liguor

Bldg. Mat., Equip. & Fixtures

Confectionary & Soft Drinks

Consumer Services

Drugs & Remedies

Entertainment & Amusements

Food & Food Products

Gasoline, Lubricants & Other Fuels

Horticulture

Household Equip. & Supplies

Household Fumishings

Industrial Materials

Insurance

Jowelry, Optical Goods & Cameras

Office Equip., Writing Supplies,
Stationery & Access.

Pelitical

Publishing & Media

Radios, TV Sets, Phonographs,
Musical Instru, & Access.

Retail Stores & Direct Mqail

Smoking Materials

Soops, Polishes & Cleansers

Sporting Goods & Toys

Toiletries & Toilet Goods

Transportation, Travel & Resorts

Miscellaneous

BROADCASTING

Allis-Chalmers $ 41,498
Adom Hats Co. 41,599
Firestons Corp. 76,125
Schenley Industries Inc. 63,540
Johns Manville Corp. 99,624
Wm. H. Wrigley J. Co. 440,220
American Tel. & Telegraph 81,855
Miles Labs 615,654
General Mills 886,848
Standard Oil ef Indiana 105,686
Philco Corp. 130,841
Armstrong Cork Co. L85
U. 5. Steel Corp. 135,263
Prudential Insurance Co. of Am. 11L4615
Speidel Corp. 51,255
Eversharp Inc. 83,235
First Church of Christ Scientist

(Christian Science Monitor) 9,184
Dr. Hiss Shae Stores 1,350
Liggett & Myers 402,489
Procter & Gambls 628,222
Gillette Safety Razer Co. 350,157
Assn. of Americen Railroads 82,785
American Fed. of Labor 110,070

® Telecasting



WATCH F’RMS BUY Launch Seasonal Drive

By FLORENCE SMALL
WITH three watch manufacturers
already embarked on their pre-
Christmas promotion and three
other national firms about to begin
their seasonal exploitation, the
watch industry has returned to
radio and television in a drive that
promises to match any previous
year in history.

Benrus Watch Co. will gpend
approximately $20,000 on a spot
announcement campaign using both
radio and television for spots placed
before and after the World Series.

In television, about 30 stations
will be used with 20-second films
carrying the sales message. Agency
handling the television budget is
J. D. Tarcher & Co.,, New York.
The World Series schedule is in
addition to the firm’s regular one
minute spot on the Saturday Night
Revue, 39 weeks, on NBC-TV.

Its radio schedule, which will run
about $7,500, is being placed by
Simons-Michaelson, Detroit.

Million Budget

Benrus has used other spot shows
throughout the year and expects
its total expenditure for radio in
1950 to total arcund $1,000,000
slightly less than it spent in 1949,
Its budget for television is ex-
pected to exceed $500,000 in 1950.

Hamilton Watch Co., through
BBDO New York, which used 16
cities for its five-minute film last
year, is planning to increase the
budget considerably so that the
new campaign starting in Novem-
ber will cover approximately 53
markets. The films are television
variants of the famous “To Peggy”
and “To Jim"” ads which were orig-
inally used in magazines and re-
peated every year since 1940. Last
“year the agency gave life to the
ads and made the five minute films

LOOKING over materials to be used
by The Advertising Council in the cur-
rent Community Chest Drives are:
Mrs. Eloise Walton Paterson, of the
Community Chest of America; stand-
ing (I to r} William Ramsey, Procter
& Gamble, the Chest’s volunteer radio
and television committee chairman;
Lee H. Bristol, Bristol-Meyers, The
Advertising Council’s vice chairman,
" and Niles Trommell, NBC board
chairman.

on the same theme.

They were so successful that the
same films promise to become a
yearly institution similar to the
magazine forebearers. The No-
vember campaign calls for the use
of the films, three times weekly,
for four weeks on each station.

Bruner-Ritter, New York (Bret-
ton watches) which sponsored a
network show, Chance of a Life-
time on ABC last year, is currently
contemplating radio and television.
Raymond Spector & Co., New York,
is the agency, and will reveal spe-
cific plans sometime next week.

Bruner-Ritter in 1949

The Bruner-Ritter company spent
a gross of $266,760 for the radio
show in 1949 which was heard on
202 ABC stations for one-half hour
per week from September through
December.

Longines-Wittnauer Watch Co.,
today (Oct. 2) launches its heavy
network radio campaign by adding
its Longines Symphonetie to the
ABC network, four nights weekly,
Monday through Thursday, 10:35
p.m., in addition to its two other
Sunday network shows on CBS—
the aforementioned Symphonette
and The Choraliers. The Sym-
phonette, incidentally, is one of the
few famous musical organizations
which owes its inception to radio
and which has always functioned
as a radio feature. It offers the
use of the works of major com-
posers presented in a8 manner de-
signed to find acceptance with pop-

ular taste. It has been in exist-
ence for the past 10 years.

The firm also sponsors another
quarter hour series on WNBK New
York, 7-7:30 p.m., five times
weekly. Victor A. Bennett Co., New
York, is the agency.

Longines-Wittnauer spent a
gross of $935,248 for network radic
in 1949. In 1948 the total was
$163,670. The firm spent a gross
of $6,9256 for its one-time Thanks-
giving Day Festival on CBS-TV
a one-hour show that was telecast
over 22 stations.

Bulova Wateh Co. continues its
$4 million dollar spot announce-
ment campaign in both radic and
television through the Biow Co.,
New York. Gross expenditures in
1949 were about $3.5 million,

Gruen Watch Co., through its
agency, Stockton, West, Burkhart,
Cincinnati, started sponsorship of
a television network show Biind
Date on ABC-TV, last week.

Helbros Decision Due .

Helbros Watch Co., New York,
which sponsored Richard Diamond
on NBC, last season, also is com-
sidering both a spot and network
campaign. Plans through its new
agency, Murray Hirsch, New York,
are expected to be completed
within ten days.

Total radio network expendi-
tures for jewelry advertising in
1949, all but a very small per-
centage of which was for watches,
grossed $2,789,721. In 1948 it

FCC Actions

TEN STATION sales ap-
proved by FCC last week,
including purchase by Max
M. Leon of WDAS Philadel-
phia for $495,000-plus from
William Goldman Theatres
Inc., sale of KFWB Holly-
wood by Warner Bros. Pic-
tures Inc. for $350,000 to
KFWRB Broadcasting Corp.
(51% owned by Harry Maiz-
lish and 49% by Lansing
Foundation), merger of KIOA
Des Moines and WLOL Min-
neapolis under WLOL own-
ership for $100,000. Two
new AM stations and one
new FM outlet also granted.
Details of these and other
FCC actions may be found
in Actions of the FCC start-
ing on page 84 and FCC
Roundup on page 91.

amounted to $1,201,942 according
to DBROADCASTING estimates. In
1949 spot expenditures were about
$4,692,000 net while in 1948 they
were $2,530,000 net.

In television 1949 total network
gross expenditures were $105,067
while spot amounted to $1,315,800
net.

Names Bennett Co.

JOSEPH PARMET Co., Catasqua,
Pa., has named Victor A. Bennett
Co., New York, to handle adver-
tising merchandising and promo-
tion for a new product to be sold
in food, hardware notion and de-
partment stores. Radio and tele-
vision will be used.

STROTZ RE

JOHN K. WEST, vice president
and director of public relations of
the RCA-Victor Division of RCA,
last week was reportedly selected
to be NBC vice president in charge
of the network’s Western Division,
to succeed Sidney N. Strotz, NBC
veteran, who resigned.

Official appointment of Mr. West
was said only to await the formal-
ity of an NBC board meeting.

Mr. Strotz's resignation was an-
nounced in New York last week
with the explanation that he quit
to devote his time to other busi-
ness interests. He has been with
NBC 18 years, for the last eight
as chief of the Western Division.

Mr. Strotz, at the time of his
resignation, held the position of
administrative vice president, one
of four such titles created at NBC
several years ago. One adminis-
trative vice presidency was vacated
by Ken R. Dyke, program chief,
who resigned two years ago. An-
other was eliminated by the reas-
signment of John H. MacDonald to
be vice president in charge of
finance, in the recent reorganiza-
tion of the network., The third is
held by Harry C. Kopf, adminis-
trative vice president in charge of
radio network sales (in charge of
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all NBC sales before the reorgan-
ization). The fourth went with
Mr. Strotz.

Joining NBC as program man-
ager in Chicago in 1932, Mr. Strotz
later succeeded Niles Trammell,
now chairman of the board, as vice
president in charge of the Central
Division. He became vice presi-
dent in charge of programs, with
headquarters in New York, in 1240
and two years later was assigned
to Hollywood as vice president in
charge of the Western Divisioin,

Temporarily in New York

For a few months in 1948 Mr.
Strotz was brought to New York
to organize NBC’s television oper-
ations but he elected to return to
his West Coast post rather than
remain at headquarters.

The resignation was given duor-
ing a recent 10 day visit of
Joseph H. McConnell, NBC pres-
ident, to Hollywood. In accepting
it, Mr. McConnell said: “My re-
gret at seeing Sid Strotz leave
NBC is not only on behalf of the
network but personal as well. We
have been good friends for many
years, and I know how much he
has contributed not only to this
company but to the radio and tele-

Mr. West

Mr. Strotz

vision industry as a whole.”

Mr. West, who joined RCA-
Victor in 1930, served as the com-
pany’s district manager at various
locations including Philadelphia,
Pittsburgh, New York, Cleveland
and San Francisco until 1933 when
he managed the RCA exhibit at
the Chicago World’s Fair.

After the fair he managed the
Victor visual sound products de-
partment and in 1942 -became man-
ager of field sales. During the
war he served in the RCA-Victor
war contract service department,
and in June 1945 became director
of public relations.

He was elected vice president in
charge of public relations in 1947
and vice president and director of
public relations a few months ago.
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.. . And Radio Made the Di

ATE in the spring of 1948 two
| carpenters in Lansing, Mich.,
momentarily eased their phy-
sical labors as they surveyed the
house they had built, wiped the
perspiration from their brows and
jointly arrived at a decision.
Aithough the spike and spoke-
shave were honorable enough tools,
Claude Lapp and Rudy Royce
decided that selling lumber might
prove easier than driving nails
thropgh it. So they traded off
theit newly-constructed house for a

broken down lumber yard and
hoisted sign. They were in busi-
ness,

For six months they had reason
to question the wisdom of their
deci$ion, and the hammer and saw
still |loomed as symbols of security.
But |then their gross figure began
to spiral as customers jamimed their
parling lot and orders clogged the
spinfdle.

hat caused the change?—Dur-
ing the seventh or “crucial” month,
Dick Creamer, account executive
at WILS Lansing, walked into the
Lapp & Royce lumber shed with an
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idea. “A 12:30 noon newscast—15
minutes daily six days a week over
our 1 kw station—would spark
your lumber trading area into
activity,” Mr. Creamer told the
two ex-carpenters. It did just that.
Within 23 months, Lapp & Royce
has grown from a dilapidated shed
to a sprawling acre of five build-
ings with an expansive lot of lum-
ber, six trucks, 15 employes, and
a plump $60,000 monthly gross,
representing a six-fold increase
over the figure on the firm’s ledger
after six months in business.
Actually the lumber firm spends
only about $7,000 annually for ad-
vertising, but Messrs. Lapp and
Royce prudently siphon off upwards
of $5,000 on radio alone. The re-
mainder is spent on newspapers,
novelties (calendars, matchbooks,
etc.), and general promotion.

Cite Business
As ‘Radio-Built’

The two lumbermen are enthu-
siastic in their references to a
house that radio built almost single-
handedly.

“We knew we had to do some-
thing to get the leanness out of our
lumber business,”” Mr. Royce states,
recalling the lean months. “The
classified sections of the news-
papers weren’t bringing in enough
general public business. When Dick
Creamer offered us a potential of
450,000 people with WILS we were
impressed but skeptical. Radio
was new to us. But when we tried
it, we were amazed.

“Our .consumer
up fast.

business built
The contractor business

grew automatically as an indirect
result. We found out that popu-
larity with the man who has a
screen door to fix or a dog coop

Mr. Dillingham

s * *

Mr. Creamer

to build is the most important thing
in our business.

“During our first broadeast, a
lady called up. She placed an order
for insulation before the first com-
mercial had even been read. Nat-
urally we developed a great imme-
diate enthusiasm for radio.”

Alex Dillingham, WILS program
director, has handled the Lapp &
Royce noontime news program since
it went on the air Dec. 20, 1948.
Copy is written by Landon Young,
station’s news director, and is a
general world news summary built
around a “local standpoint” for-
mat. Copy is kept fresh, new com-
mercials are substituted every two
weeks, and public service announce-
ments are altered as new ideas
arise.

Lapp & Royce commercial copy
utilizes four different types of mes-
sages—special, seasonal, “appeal,”
and public service,

The lumber company has adver-
tised 