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SN delivers New York’s largest
-7, audience,* then gives you

most effective point-of-sale

Want your sales to pile up?

eas ouncs WO CBS

New York™s #1 Station
Represented by CBS Radio Spot Sales
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COFFEE CALL... Kentuckiana’s on’,

food merchandising show

Now entering its

4" YEAR
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3 Years entertaining and selling Keatuckiana

& RATING... No other morning radio program on any other

Louisville station can top “Coffee Call’s” rating.

] AUDIENCE... Mo than 63,000 people have watched
“Coffee Call” since June, 1949.

) M E RC HA NDI S | "G » o o Extensive store merchandising

for “Coffee Call” advertisers by WHAS.

@ CONTESTS... Audience participation for valuable

prizes . . . monthly contests for listeners.

50,000 WATTS % 1A CLEAR CHANNEL * 840 KILOCYCLES sl gy p
The only radio station setving and selling cﬁt«m/% W
all of the rich Kentuckiana Market

NEIL D. CLINE, Safes Director ®  VICTOR A. SHOLIS, Director

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. * ASSOCIATED WITH THE CDURJER-JOURNAL & LOUISVILLE TIMES
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NORTH TEXAS
TELEVISION and
SERVICE DEALERS

RATE KRI.D'TV

(Channel 4, DALLAS)

The First Station
IN NORTH TEXAS

OF 196 DEALERS SAY
679 KRLD-TV’s PICTURE
{4 AND AUDIO BEST....

HERE'S WHAT THE MEN WHO
SELL AND SERVICETHEMSAY ..

A direct survey addressed to 750 Television Sales and Service Dealers
in the North Texas Area produced a 33% return; analysis of which
furnished on insight to TV station performance and coverage.
Here’s the breakdown of usable returns:

FIRST: KRLD-TV  STATION B STATION C

133 or §1.9% 62 or 31.6% 1 or 0.5%

KRLD-TV NOW TEXAS’
MCST POWERFUL
TELEVISION STATION

Combined FIRST KRLD-TV
and SECOND: 191 or 49.6% 135 or 35.1% 59 or 15.3%

this is why

Owners and John W. Runyon

Oporators of President
KRLD

50,000 Watts Clyde W. Rembert

Managing Director

The CBS Station for
Dallas and Fort Worth

The Branham Company
Exclusive Representatives

is your best buy_
Channel 4
VIDEO 21,300 WATTS AUDIO 13,600 WATTS

TEXAS’ MOST POWERFUL TELEVISION STATION.
Exclusive CBS Station for DALLAS-FORT WORTH

Page 4 ® November 12, 1951 BROADCASTING ® Telecasting
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CLOSED CIRCUIT

REPORTS circulating last week that NBC
might abandon its new formula for determin-
ing affiliates’ network rates — apparently

springing partially from recent increases in -

network business and partially from protests
of some affiliates—are categorically denied by
NBC officialdom. It's true business is better,
officials say, but this doesn’t affect new rate
formula. They’re going ahead with job of
negotiating with affiliates, station by station,
for rate adjustments indicated by formula, and
expect by affiliates’ convention time (Nov. 28-
Dec. 1) to have talked rates with “something
less than half.”

REVISED definition, shifting “metropolitan
district” to larger ‘“‘metropolitan area” sub-
division in 1950 census, is causing consterna-
tion at FCC, particularly in connection with
its multiple ownership rules (see CLOSED CIR-
culr Oct. 20). FCC staff now studying prob-
lem with view toward revising regulations per-
taining to metropolitan area coverage. Case in
point was FCC’s approval of transfer of WOOK
from Silver Spring, Washington, D. C. suburb,
to nearby Rockville, Md., normally considered
in metropolitan Washington, while at same
time approving acquisition by same owner of
WINX in midtown Washington. (See story
page 105.)

VIEWERS at Friday swearing-in of Judge
Justin Miller, NARTB chairman as Salary
Board chairman didn’t realize they might be
looking at possible successor to Eric Johnston
as Economic Stabilization Administrator. It's
known Mr. Johnston is eager to get back
to job as president of Motion Picture Assn.

EYEBROW-RAISER is mailing piece from
agency in Minnesota promoting new syndi-
cated give-away show not unlike bingo. Agency
seeks to dispel any worries over legality by
explammg that FCC rules against lotteries on
air are .tied up in court and therefore show
“can . . . be used by broadcasters without
contravening the Commission’s rules, at least
until such time as Supreme Court finally de-
cides the pending cases.” Piece neglects to
mention that anti-lottery laws are contained
in U. 8. Criminal Code enforced by Dept of
Justice.

MILEAGE SEPARATION between TV sta-
tions on same VHF frequency may be as low
as 165 miles transmitter-to-transmitter in
order to take care of several hot spots, Com-
mission has told hardworking allocations staff.
In proposed rule, FCC set minimum co-chan-
nel separation of 180 miles city-to-city, 170
miles transmitter-to-transmitter. Acceptance
of 165-mile policy means that FCC not only
has agreed to five-mile reduction in minimum
but virtually conceded that transmitter-to-
transmitter spacing of TV stations is more
realistic than 180-mile city-to-city minimums.

DISCLOSURE OF Anti-Trust Division’s in-
vestigation of six newspaper feature syndicates
(Continued on page 6)

BROADCASTING #-:Telecasting

PERMIT FOR TV LINK

WITH TORONTO GRANTED

GRANT for construction of U. S. end of first
international TV link—between Buffale and
Toronto—issued to AT&T Long Lines Dept.
last week by FCC, with start of service sched-
uled to coincide with opening of Toronto’s first
TV station in 1952. Plans call for addition
of antennas to Bell System’s Buffalo micro-
wave station to beam TV programs 23 miles
northwest to microwave station at Fonthill,
Ont., from which they would be relayed 41
miles across western end of Lake Ontario to
Toronto. Radio relay link between Toronto
and Montreal now under construction by -Bell
Telephone Co. of Canada, with Montreal to be
added to Canadian TV Network in 1953. Bell
Telephone of Canada has five-year contract
from Canadian Broadeasting Corp. to pro-
vide channel linking Buffalo to Toronto and
Montreal.

SEEMAN, TONI ALTERNATE

SEEMAN BROTHERS Air-Wick (household
deodorizer) will sponsor Nore Drake 2:30-45
p.m. on CBS Radio effective Nov. 19 on weekly
schedule, alternating with Toni permanent.
During first week and every other week Air-
Wick will sponsor show on Monday, Wednes-
day and Friday. During other weeks, it will
sponsor program Tuesday and Thursday. Prod-
ucts will be cross-plugged on each other’s
shows. Air-Wiek will continue to sponsor its
Monday Morning Headlines every Sunday eve-
ning for fifth consecutive year. Agency is Wil-
liam Weintranb Co., N. Y.

DuMONT SIGNS GRID GAMES

CONTRACTS for sponsorship of two “special”
football games on DuMont TV Network an-
nounced by DuMont Friday. Larus & Bro. Co.,
Richmond (Holiday cigarettes), to sponsor
Thanksgiving Day game between Detroit Lions
and 'Green Bay Packers, starting at noon
(EST), through Warwick & Legler, N. Y.
Motorola Inc., Chicago (TV sets), to sponsor
annual Shrine East-West Game Dec. 29 from
San Francisco, through Ruthrauff & Ryan,
Chicago.

BUSINESS BRIEFLY

JOHNSON BUYS MBS @ In what is under-
stood tc be a $2 million sale, S. C. Johnson
and Son, Racine, Wis. (wax products), last
week bought four news shows daily on 539
Mutnal stations though Needham, Louis and
Brorby, Chicago.

TEXAS SCHEDULE @ Monticello Drug
Co., Jacksonville, Fla. (666 cold remedy), buy-
ing participation programs on six Texas sta-
tions for 20-week radio campaign. Agency:
Charles W. Hoyt Imc., N. Y. )

ANACIN SPOTS @ White Hall Pharmacal
{Anacin), which had originally planned to
wind up spot radio schedule at” end of year,
expected to renew series through March.
Agency, John F. Murray, N. Y.

GE PREPARING @ General Electric Co.,
N. Y. (bulbs), preparing radio spot announce-
ment campaign to run Nov. 14-20 and Dec.
3-31. Agency, BBDO, N. Y.

CHEER ADDING @ Procter & Gamble Co.,
Cincinnati, adding number of stations to its
radio spot campaign for end-of-year schedule.
Agency, Dancer-Fitzgerald-Sample, N. Y.

MAGAZINE REGIONAL @ Reporter Maga-
zine, N.Y., placing spot radic series in Syra-
cuse, Columbus and Rochester starting Nov.
16 through first of year. Agency, Frederick
Clingon Adv,, N. Y.

ABC COAST PICKUP @ Rosefield Packing
Co., Alameda, Calif. (Skippy peanut butter),
Dec. 10 starts You Asked for It on ABC-TV
Network, Mon., 9-9:30 p.m. (EST), first ABC
origination from Hollywood going east on
microwave relay. Contract 52 weeks. Show
packaged by Oxarart & Steffner, Hollywood.
Agency, Guild, Bascom & Bonfigli, S. F.

WESTERN RENEWED @ Ranger Joe Inc.,
Chester, Pa. (Popped Wheat), renewed its
children’s western program, Ranger Joe (Sun-
day 12-12:15 p.m. EST), over ABC-TV for 52
weeks, effective Dec. 2. Agency, Lamb & Keen,
Philadelphia.

MGM Talent Slated for New MBS Array

PLANS for Metro-Goldwyn-Mayer's provision
of six hours of “star entertainment” for Mu-
tual each week completed Friday, to assure
what was called “the strongest array of eve-
ning shows in Mutual network’s history.”

Adding “more than 100 of Hollywood’s big-
gest name stars to MBS’ 1952 schedule,” pro-
grams under MBS-MGM plan will start week
of Dec. 31 instead of Nov. 19 as originally ex-
pected. MBS will reschedule 12 of its current
programs around MGM shows, to provide
“solid block of high-rating entertainment from
8-10 p.m,, six nights a week.”

0f MGM-produced shows, four half-hours
from 8:30-9 p.m. Mondays, Tuesdays, Thurs-
days, and Fridays, and hour-long Saturday
evening show will be offered for local sale by
MBS affiliates. Other five shows will be offered
for national sponsorships on “multi-message”

basis comparable to NBCOC's
and ABC’s “Pyramid.”
MGM programs and time segments:

Mondays—8-8:30 p.m., Woman of the Year with
Bette Davis; 8:30-9 p.m., Crime Does Not Pay.

Tuesdays—8-8:30 p.m., Black Museum mystery,
with Orson Welles; 30-9 p.m., Story of Dr. Ktldure,
with Lew Ayres and Lionel Barrymore

Wednesdays—8-9 pm., MGM Musical Comedy The-
atre of the Air.

Thursdays—8-8:30 p.m., Modern Adventures of
Casanove, with Errol Flynn; 8:30-9 p.m. Gracie
Fieids Show.

Fridays—8-8:30 p.m., Adventures of Maisie, with
Ann Sothern 8:30-9 %m The Hardy Family, with
Mickey Rooney and ewis Stone,

Saturdays—8:30-9:30 p.m.. MGM Theatre of the
Air, with guest stars

Mutual President Frank White signed for
MBS. Extensive on-the-air advertising and
other promotion planned. Charles C. Moskow-
itz, MGM secretary-treasurer, signed for MGM.

“Tandem” plan

for more AT DEADLINE turn page ’
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‘RADIATION’ ORDER
DELAYED FORTNIGHT

ISSUANCE of Executive Order putting into
effe¢t new radiation Iaw (S-537) delayed at
least fortnight pending study of broadcaster
proposals designed to protect station opera-
tions in case of disaster or possible air attack.
Broadcaster proposals now before National
Security Resources Board in connection with
redrafting of proposed draft considered at
White House-broadcaster meeting Nov. 2
[B&T, Nov. 5].

Appointment of industry advisory committee
to work with government in connection with
disalster station shutdown procedure met favor-
able response from White House staff at Nov.
2 session and is being considered in writing of
new draft. Half-dozen other proposals sub-
mitted to NARTB last week and relayed to
NSRB. Revised Executive Order must clear
number of interested civil and military agencies
of government. Plan delegates power to pre-
pare engineering plans of shutdown procedure
to FCC.

REPORT EXPECTED SOON
ON TALENT PAY BOOSTS

REPORT on control of talent salaries for over-
scale performers in radio, TV and other en-
tertainment industries will be submitted in
a week or 10 days to Salary Stabilization Board
by {hree-man committee making special study
for poard. Committee held hearings Oct. 21-22
in New York at which industry and performer
spokesmen testified [B®T, Oct. 29].

Currently SSB permits employers to follow
pradtices of 1950, set out in May 14 letter
from Joseph D. Cooper, acting executive
secretary of SSB, to Richard P. Doherty,
NARTB employe-employer relations director.

NARTB’s position is that it is interested
only| in above-scale talent and feels pay for
such talent should be handled in line with
industry practice. Association suggested that
any controls should follow lines of Cooper
lettqr, with modifications. Supplemental state-
menf of these views was signed by NARTB,
NBC, ABC, CBS and MBS.

CB5-TV, CORNELL TEST

PILOT FILM to test possibilities of a CBS-
TV |tie-up with Cornell U. for production of
educational and public service programs
[CL¢sEDp Circult, Oct. 8] will be undertaken
shortly by network in cooperation with uni-
versFty, Sig Mickelson, CBS-TV .director of
news and public affairs, reported Friday. Sub-
ject|of trial film not definitely set, but prob-
ably will deal with Cornell school of aeronau-
. tical engineering’s research on achievement of
speed and safety at same time.

SEES ELECTRONICS GROWTH

IF ELECTRONIC research advances at same
rate in next ten years as it has in past decade,
world will enter era “in which electronics will
play as important a part in our daily lives as
electricity does now,” Dr. E. W. Engstrom,
vice president in charge of RCA Labs. Division,
said Friday. He spoke at dinner honoring em-
ployes of division who complete 25 years serv-
ice during 1951, which also marked tenth an-
niversary of laying of cornerstone of labora-
tories at Princeton, now David Sarnoff Re-
search Center.
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In this Issue—

Affiliates Committee says networks cught
to mind their own business and quit
fussing with formulas that are upset-
ting radio’s basic structure. Puage 23.

Morning time sales in radio are boom-
ing, and TV morning periods are being
opened to accommodate new business.
Page 28.

How an Ohio hardware chain untangled
itself from a warehouse full of garden
hose. Read “Buckeye Bucks Come
Easy When Cussins & Fearn Uses Ra-
dio.” Page 26.

BROADCASTING ® TELECASTING
surveys the surveyors to see whether
experts think that comparable media
research is attainable and if so how.
Page 25.

Harold Fellows writes advertising’s obit.
It’s a joke, son, but it could be awfully
serious. Page 28.

Are low paid, overworked -continuity
writers reducing radio’s efficiency?
See “The Writer’s Lament.” Page 29.

There’s reason to predict that the FCC
won't reserve as many channels for
educational, non-commercial TV as it
once thought it would. Page 78.

Wayne Coy says educators will have to
act if they hope to sew up educational
television channels. Page 74.

Big league baseball made more than 10%
of its total 1950 revenue from sale of
broadcasting rights. Page 30.

A federal judge orders KSFO San Fran-
cisco to air a political broadeast for a
Communist candidate. Page 34.

General Foods is biggest buyer of net-
work television. Page 78.

Protests over National Collegiate Ath-
letic Assn.’s cold war against television
lead to crack in the ice. Michigan-
Notre Dame game telecast. Page 74.

Government puts clamp on machine tool
deliveries, which can mean few new
model changes in radio-TV receivers
after February, 1952.  Page $2.

The Signal Corps is working out ways
to use high-speed facsimile, like Ultra-
fax, for military purposes. Page 53.

National Assn. of Radio News Directors
begins annual convention today with
a “how to do it” agenda. Page 27.

CBS Inec. makes a net income of $3.5 mil-
lion on a gross of $119.7 million in
first three quarters of 1951. Page 27.

Upcoming

Nov. 12-13: NARTB District 3 meeting,
William Penn Hotel, Pittsburgh.

Nov. 12-14: Naotional Assn. of Radio
News Directors Convention, Shermon
Hotel, Chicago.

Nov. 14-16: RTMA industry conference,
Conrad Hilton Hotel, Chicago.

Nov. 15-16: NARTB District 1 meeting,
Hotel Somerset, Boston.

Nov. 16-18: American Women in Radio and
Television, New York State Chapter an-
nual conference, Ten Eyck Hotel, Albany
N. Y.

(Other Upcomings, page 34)

Closed Circuit

(Continued from page 5)

may have interesting counterpart for radio-TV,
since it's pointed out that networks also are
syndicates, providing exclusive service to af-
filiates. But it seems that legally, networks
are protected because of so-called chain mono-
poly regulations invoked in 1944 over vigorous
opposition of networks themselves.

ALTHQUGH Justice Dept. attorneys refused
comment trade sources were watching with
interest since radio-TV program and transerip-
tion syndicates follow practices somewhat
similar to those of news syndicates. Execu-
tives of one news feature syndicate saw little
cause for alarm. Said they received mimeo-
graphed subpoena, answered few questions
and have heard nothing more although nearly
seven weeks have elgpsed.

ANTI-GAMBLING bills—one of which (S
1624) would prohibit interstate transmission
or radio broadcast of gambling information of
a sports event before it starts [BeT, Oct.. 15]
—-earmarked for early study by Senate when
Congress returns in January. Senate Majority
Leader Ernest W. McFarland (D-Ariz.) gave
that notice to Sen. Kefauver (D-Tenn.) before
Congress adjourned last month.

FCC PONDERING precise set of limitations
on horse race broadeasts. It is thinking of
spelling out exactly what types of horse race
information may not be transmitted because
of tips that might be imparted to gamblers and
bookies.

NBC AND AFFILIATES reportedly talking
about cutting Kukla, Fren and Ollie programs
to 15 minutes. Shows would remain in one
or other segment of 7-7:830 p.m. EST time
bracket, however.

IS THERE deliberate slow-down in FCC broad-
cast processing lines for budgetary propaganda
purposes? FCC authorities insist that cut in
appropriations by Congress has hampered
operations. But outsiders in some quarters
believe there’s “sit down strike” in effort to
get licensees to besiege Congress for additional
FCC funds.

ACTIONS by Haraden Pratt, President’s tele-
communications adviser, will be closely watched
on Capitol Hill in coming months. Dormant
now—>but still alive-—is bill (S 1378) pending
before Senate Interstate & Foreign Commerce
Committee that would give FCC authority to
assign frequencies for use of government-
owned stations.

THEATRE TV HEARINGs now scheduled Feb.
25 at FCC, probably won’t get underway until
mid-summer at earliest. Preoccupation of FCC
with full-scale TV allocations proceedings ex-
pected to foree further postponements on FCC's
own motion, if counsel do not seek it.

RADIO-TV ADVISOR to Rudolph Halley in his
hard-fought campaign for New York City's
second slot-—President of City Council--was

Morris Novik, radio consultant and part owner
of WLIB New York.

THERE may be radio-TV angle to Senate Sub-
committee on Privileges and Elections’ hear-
ings on contested Ohio Senatorial campaign
involving Presidential aspirant Robert A. Taft
(R-Ohio) and Ohio State Auditor Joe Fer-
guson, Democrat. Hearings tentatively set for
Nov. 26 expected to reveal breakdown of radio-
TV campaign expenditures and related media
information in Ohio election last November.

for more AT DEADLINE see page 106 .
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The successful WCFL ""Sports-Music-News’’ Formula—now brought
to fullest realization! Here is proved and constantly improved 3-Power Programming
that captures, holds, and builds potent listenership. It makes this independent
station a MaJor factor in your Chicago Market strategy.

‘.4&‘ SPORTS that command the DOMINANT audience!

Sensational White Sox baseball —the complete schedule for ‘52 . . . Notre Dame
football Classics . . . Chicago Cardinal football (a WCFL exclusive) . . . outstand-
ing hockey, tennis, and basketball events, race results . . . alf idenfify WCFL to

Ll masses of listeners!

of DOMINANT interest—timely, most complete!

The only station in Chicago that presents hourly newscasts, all of them especially
edited and written by the newscasters themselves: crack newsmen John Vander-

cook, John T. Flynn, Vic Barnes, Bill Hamilton and others . . .

—the Common Denominator of every listening mood!

Star disc-jockeys Bill Evans, Mal Bellairs, Marty Hogan, Howard Miller . . . bal-
anced by such vastly-popuiar symphonic shows as the Music Lovers Hour, one
of radio’s oldest, best-loved classical programs.

WE PLANNED IT THAT WAY—to achieve ever-greater

50,000 watts ¢ 1000 on the dial
The Voice of Labor
666 Lake Shore Drive, Chicago, N
Represented by the Bolling Company, Inc.

BROADCASTING *® Telecasting

—Now affiliated with the Liberty Broodcasting System ﬁ

WCFL LISTENER-PULL!

PUT the pull of “DoyMiNanT-THREE”
programming effectiveness to work for
vou! Call Art Harre, General Manager of
WCFL, or contact vour Bolling Company
Representative.

November 12, 1951 ® Page 7
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Washington 4, D. C. Telephone ME 1022
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Do Some Independent Thinking About Radio Today

People who care about their money are doing some hard thinking about
radio today . . . some independent thinking. In fact, many national advertisers
who formerly bought network radio ate finding they get better results when
they use the leading independent radio stations. Don’t take our word for

it—make us prove it. Write to any AIMS station listed below for all the facts.

T A s = R s S R B SRR S R
b
THESE ARE THE LEADING INDEPENDENT
WCUE —Akron, Ohio WKYW —Louisville, Kentucky
WBMD —Baltimore, Maryland WMIE —Miami, Florida
WBNY —Buffalo, New York WMIL —Milwaukee, Wisconsin
WJIMO—Cleveland, Ohio WKDA —Nashville, Tennessee
WVKOQ —Columbus, Ohio WBOK —New Orleans, Louisiana
KMYR —Denver, Colorado WwSW-—Pittsburgh, Pennsylvania
KCBC —Des Moines, lowa KXL -—Portland, Oregon
WIKY —Evansville, Indiana WXGI —Richmond, Virginia
wccc —Hartford, Connecticut KSTL -—St. Louis, Missouri *
WXLW —Indianapolis, Indiana WMIN —Minneapolis-St. Paul
WIXN —Jackson, Mississippi KNAK —Salt Lake City, Utah
KLMS —Lincoln, Nebraska KITE —San Antonio, Texas

They are all members of AIMS—Assaciation of Independent Metropolitan

Stations—each the outstanding independen: station in its market

Aim for BULL'S-EYE results...with the AIMS GROUP

JUST READ WHAT
THESE INDEPENDENT

THINKERS SAY:

“Last Nove
duced to

we have establish

ed 3 i
:rutletSA fqr our prqdiftrztgg
3 0Joying a splendid
order busjness ©

Tl

From Duible.pyye,
emical Cop

to Radio Statign 13
Port]and, Or:;?)f XL,

e ——EAE

"Blondin Radi Company so1q

ouse Laundrg.
a0 any other inde.
pendent dealer jn New II? de
and. m i oct

ust attribute oy
sales record with

Laundromats

i From Blondin Radio,

to Radio Statig
n WN
\Worcester, Mass EB,

RADIO STATIONS:

KSON —San Diego, California
KYA —San Francisco, California
KING -—Seattle, Washington
KREM —Spokane, Washington
WACE -Springfield, Massachusetts
KSTN —Stockton, California
WOLF —Syracuse, New York
KFMJ —Tulsa, Oklahoma

WNEB —Worcester, Massachusetts
WBBW —Youngstown, Chio

BROADCASTING ® Telecasting
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MR. SPONSOR:

Here Your Best Buy
7o Perk yp Sales —

New Orleans’ Favorite
Early Morning Show!

® COFFEE CLUB is the perfect eye-opener to ‘wake vp’
new sales .. .and ‘perk up’ the old ones. ‘Earlybird’
Phil Gordon gently arouses New Orleans every
morning with his piano, songs ond Pplatters. It's
the 'Perfect Combination’. .. for spot parficipation!

Write, Wire-
or Phone Your
JOHN BLAIR Man!

Page 10 ® November 12, 1951
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Frederiec W. Ziv Co.'s Bright Star, transcribed radio series co-
starring Irene Dunne and Fred MacMurray, for broadeast in 19
North and South Carolina markets. All contraets are for 52 weeks.

CAROLINA POWER & LIGHT Ce., Raleigh, N. C.,, has purchased

TEXAS Co., N. Y., to sponsor five-minute news broadcast, Texaco Star
Reporter, three times daily in four Florida markets, starting Dee. 10 for
18 weeks. Agency: Erwin, Wasey & Co.,, N. Y.

Dr. A. W. CHASE MEDICINE Co. Ltd,, Oakville, Ont., (proprietary)
starts daily one-minute spot announcement campaign on number of Can-
adian stations. Agency: F. H. Hayhurst Co. Ltd., Toronto.

TEMPLETON'’S Ltd., Toronto (proprietary) starts wide variety of news-
casts, five-minute program segments and spot announcements on large
number of Canadian stations. Agency: Associated Broadeasting Co.,
Toronto.

MAPLE LEAF MILLING Co., Toronto (Teabisk), and ST. LAWRENCE
STARCH Co. Ltd., Port Credit, Ont. (Beehive corn syrup), Nov. 15 and
16 to air in joint promotion Monarch Money Man on 18 Canadian stations
and singing commercials on 28 stations. This is believed largest joint
radio campaign staged in Canada. Agencies are Cockfield, Brown & Co.,
Toronte (Maple Leaf Milling) and McConnell, Eastman & Co., Toronto
(St. Lawrence Starch).

Aetwork o o o

HOMECRAFT, N. Y. (publishers of Jacques Fray Piano Book), spon-
sored for one time only, special educational program, How te Play the
Piane, from 9:45-10 p.m., on ABC Radio, last Thursday. Agency: Huber
Hoge & Sons, N. Y.

SWIFT & Co., Chicago (Jewel shortening and salad oil), renews Red
Foley Show on NBC’s regional radio network of 43 stations from Nov.
26 to 52 weeks. Show is aired Mon. through Fri. from 9:30 to 9:45 a.m.
CT and originates in Nashville. Agency: J. Walter Thompson Co.,
Chicago.

GOODYEAR TIRE & RUBBER Co., has renewed sponsorship of the
Paul Whiteman Goodyear Revue, Sun., 7-7:30 p.m. on ABC-TV. Agency:
Young & Rubicam, N. Y.

ﬁycncy gppoiﬂtmcnu PO

MOTHER’S CAKE & COOKIE Co., Oakland, appoints Honig-Coopeér Co.,
S. F., to handle advertising, effective Jan. 2, 1952.

AMERICAN SAVINGS & LOAN Assn, Detroit, appoints W. B. Doner
& Co., Detroit, to handle advertising. Radio will be used.

VIKING TOOL & MACHINE Corp., Belleville, N. J. (Viking Antenna
Rotator), appoints William Wilbur Adv. Inc., N. Y., to handle advertising.

ALLIED FLORISTS, Phila., appoint Adrian Baurer Adv., Phila, to
handle advertising. Spot radio will be used.

RUSSELL MILLER MILLING Co., Minneapolis (American Beauty
Flour), appoints Olmsted & Foley, Minneapolis, to handle advertising.

CORONET INSTRUCTIONAL FILMS, Chicago, appoints Sechwimmer &
Scott, Chicago, to handle advertising. Radio and TV will be used.

PINELAWN MEMORIAL PARK, N. Y., appoints William von Zehle &
Co., N. Y., to handle advertising. Radio will be used.

GRIPPO CONE & PRETZEL Co., Cincinnati, appoints Robert Acomb
Inc., Cincinnati, to handle advertising. Radio and TV will be used.

BROADCASTING ® Telecasting



WREC

GIVES YOU A Y ES — THAT’S RIGHT —
BONUS YOU P4Y NO MORE —
MARKET _ ACTUALLY,¥OU PAY
| 101% LESS PER THOUS.
AND LISTENERS, COM-
PARED TO 1946 — AND
ACCORDING TO THE
1950 CENSUS YOU
REACH MORE PEOPLE,
GET MORE COVERAGE,
' MAKE MORE SALES . . .
THAN EVER BEFORE.

According to the latest available figures of the
1950 census, the rich 76 county Memphis Mar-
ket shows a definite population increase. This
increase means thousands of potential custo-
mers. It is your

WREC BONUS MARKET

WHICH YOU NOW RECEIVE

IN ADDITION TO THE LONG

S5 ESTABLISHED WREC COV.
ERAGE . ..

AND YOU PAY LESS PER

THOUSAND THAN YOU DID

X, IN 1946.

WREC

MEMPHIS

NO. | STATION

Represented by THE KATZ AGENCY,INC

BROADCASTING ® Telecasting November 12, 1951 ©® Page 11



Eum._nl
3505
Sanborn
,COFFGE

The “St. Louis Ballroom’’ plus is promotion! Bigger, better than
ever! 24 sheets, exterior bus and streetcar cards, interior bus and
streetcar announcements on Transic Radio, newspaper display
ads, special mail promotions and personal appearances, pro-
motion announcements on KXOK are scoring a wide plus for
“St. Louis Ballroom'’ advertisers. Get derails from your
John Blair man or from KXOK today.

N

o1, 10015 ABC sTATIO
mtDElMAR .cHistnut 3700
630KC+ 5000 WATTS.[ULL TIME

Represented by Jobn Blair & Co.
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OSEPH R. JOYCE and LEE HARWOOD, account executives with

J Robert W. Orr & Assoc.,

N. Y,

elected vice presidents of agency.

They will continue their dutles as account executives.

W. SCOTT LEONARD and ALBERT W. GASS, account supervisors in

o

Mr. Leonard same capacity.

FREDERICK J. WACHTER, associ-
ate copy director Erwin, Wasey & Co.,
Chicago, elected vice president.

EUGENE J. COGAN, media director
Geyer, Newell & Ganger, N. Y., to
Marschalk & Pratt Co., N. Y., in

Chicago office of Young & Rubicam,
elected vice presidents of firm.

Mr. Gass

ANSON C. LOWITZ, vice president J. Walter Thompson Co., N. Y., to
Foote, Cone & Belding, same city, in executive capacity.

RICHARD DOWNEY, head of Downey Co., S. F. merchandising con-
sultants, to Dancer, Fitzgerald & MecDougall, S. F., as merchandising
manager. Mr. Downey will be succeeded by EDWARD A. FARGO Jr.

22

00 MUCH success in the busi-

ness he was in made H. Dorr

Walsh, vice president, radio
and television director, Hixson &
Jorgensen Inc., Los Angeles, turn
to advertising.

Mr. Walsh met with this over-
whelming success operating a
bridge club in Los Angeles and San
Diego in the early thirties. Cur-
rent zeal for the game kept him
playing at this former hobby 14 to
18 hours a day. After three years
of more bridge than
sleep, he was moved
to throw in his hand
permanently. At this
point he decided to
pursue a field which
had appealed to him
since high school
days and joined the
then Hixson-O'Don-
nell advertising
agency in 1934,

Mr. Walsh ap-
parently still turns
in a pretty good
hand. During his
17 years with the
agency, one of the
most successful and
highly thought of on
the West Coast, he
has progressed from
account and general handy man to
vice president and part-owner. In
addition to directing radio and tele-
vision activities of the agency,
which expends approximately 50%
of its total billing in those two
media, he is also account man on
some of the firm’s accounts.

Among those for which he helps

BROADCASTING @

Mr. WALSH

on all accounts

supervise radio and television are
the Richfield Gil Corp. which ex-
pends approximately $275,000 an-
nually on radio and this year almost
reached that figure in television.
In addition to being in its 21st year
with the Richfield Reporter, one of
the pioneer sponsored programs on
the West Coast, now on NBC, the
firm has just renewed for its second
year KTTV (TV) Los Angeles
Success Story one of the most
ambitious local TV programs. Be-
sides this program,
Richfield sponsors on
TV special events
and sports pro-
grams. This year it
underwrote the
Douglas MacArthur
arrival in San Fran-
cisco and Japanese
Peace Treaty activi-
ties in the same city
on the 11 California
stations via the mi-
crowave relay.

Also under  his
aegis comes Day &
Night Division, Af-
filiated Gas Equip-
ment (water heat-
ers) currently
spending about $75,-
000 a year in radio
and television spots in the South-
west and South, from California
across to Florida; Voit Rubber Co.
(rubber-covered athletic equip-
ment); Kierulff & Co. (Motorola
radio & TV set distributors); Gen-
eral Controls (gas appliances).
Citizens’ National Trust & Savings,

(Continued on page 52)
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EDWARD S. GORE appointed vice-president J. Robert Mendte Inc., Phila.

RICHARD W. BYRNE, operator of agency under his name, to Campbell-
Ewald Co., S. F.

JOSEPH R. WARNER, vice president and director Marfree Adv. Corp.,
N. Y., resigns. His future plans will be announced shortly.

HAL JAMES, director of radioc and TV Ellington & Co., N. Y., named
vice president. Mr. James has been with firm since 1944
and has been responsible for such shows as Cities Serv-
ice Band of America, Dick Tracy, Date With Judy,
Celanese Theaire, ete. Prior to his assoeciation with
Ellington & Co., he was with H. W. Kastor & Sons and
before that with Compton Adv.

WALTER N. STUCKSLAGER, promotion director
Henri, Hurst & McDonald, Chicago, resigns to organ-
ize his own company to handle merchandising, selling
and advertising of home furnishings nationally.

TOM FRY, national account executive for Lincoln-Mercury Dealer
Assns.,, Kenyon & Eckhardt, N. Y., named vice president of agency.
Before joining K & E last January, he was national director of network
sales with ABC.

G. C. HAMMOND, vice-president Cockfield, Brown & Co., Montreal, and
WALTER E. POWELL, commercial manager Canadian Broadecasting
Corp. Toronto, appointed directors of Bureau of Broadcast Measurement,
Toronto. They succeed STUART B. SMITH, Canadian Advertising
Agency Ltd., Toronto, who has moved to the United States, and E. A,
WEIR, commercial manager CBC, who has retired.

MILDRED DUDLEY, radio-TV department Tatham-Laird, Chicago,
resigned.

WILFRED CHARLAND appointed vice president and director McKim
Adv. Ltd., Montreal, Mr. Charland, a nationally known
radio producer, was president of Whltehall Broadcast-
ing Ltd. Whitehall Broadcasting’s activities are now
merged into McKim’s radio and television department.

HARRY GIANARIS, news director WTMA Charleston,
8. C., appointed director of public relations Robert E.
Bradham Adv., Charleston.

"JOHN T. KAVANAGH appointed to copy department
- Byer & Bowman Adv., Columbus, Ohio. He was with
Mr. Charland  Charles Merrill Co., Columbus. JOHN D. METZGER
named to copy staff in radio and television department.

Mr. Metzger was with WLWC (TV) Columbus.

CHRIS CROSS, to Kenyon & Eckhardt, N. Y., as assistant publicity
director. He was chief of U. S. Radio and TV for United Nations.

JACK KADUSON, Schenley Distributors Corp., N. Y., to William H.
Weintraub & Co., N. Y., as account executive.

EVERETT PIERCE, San Francisco Examiner, to copy and contacts de-
partment L. C. Cole Co., S. F.

EVANS F. HOUGHTON, public relations manager, National Sales Exec-
utives, Inc., to Benton & Bowleg, N. Y., in publicity department.

TOM GILCHRIST, McConnell, Eastman & Co., Toronto, to McGuire Adv.
Ltd., London, Ont., as manager.

FRED SPENCE, executive of international offices of Grant Adv. Ine., in
India, England, South Africa and Brazil, appointed president of Grant

(Continued on page 68)
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ON THE

WASHINGTON SCREEN

“MASTERPIECE THEATER”

SUNDAYS—2 PM. The finesy series of full leng’h movies ever prasented on television—
now, for the first time, available for participations on WMAL-TV| Included in ﬂu
series, are such greot motion pictures as, “Foreign Correspondent'’; '"Trode Wmds
**Sundown’’; "Slig tly Honorable™; "“House "Across the Bay”; "Siagecon:h”, and ’
Voyage Home''. Above is o scene from, ‘| Married A Witch’”, starring Froderf:\:
March, Veronica Lake, and Susan Hayward.

JERRY STRONG

“T'S A HIT”
FRIDAYS—6:45 PM. A new kind of Wosh-
ington television, featuring one of the
Capital’s best knawn personalities—Jerry
Strong. Viewers see their favorite hit tunes
tome to life, through an unusual combi-
nation of drama and pontomime. ONE
MINUTE ANNOUNCEMENTS.

RUTH CRANE
“THE MODERN WOMAN"
MONDAY THRU FRIDAY—3 PM. The pro-
gram dedicated to Washington house-
wives—with one aof the ablest authori-
ties on women’s offairs—Ruth Crane, as-
sisted by popular Jackson Weaver. As
the Holiday Season approaches—the Mod-
ern Woman provides an excellent show-
case for increased buying needs. ONE
MINUTE LIVE ANNOUNCEMENTS.

= 1M GIBEONS

“SPORTS REEL”
MONDAY THRU FRIDAY—7:15 PM. Jim
Gibbons is Washington’s most ular tv
spartscaster, and he is one of the most
sponsored persanalities in the Washing.
ton market. Sports Reel, now at the
peak of viewing intarest, has been host
to some of the greatest names in sports.
Pictured here with Jim, galf star Patty
Berg. ONE MINUTE ANNOUNCEMENTS.

CALL OR WIRE THE KATZ AGENCY, INC.

= JMAL- TV =

The Evening Star Stations
WASHINGTON, D. C.
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EXTRAS FOR ADVERTISERS

.LUX RADIO THEATRE 8P

i |/ B, 870 On Your Dial

B

M. MON.

4

LA

Wllonderg/ s \\isfen' s
"; i Y2

7
5
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WWL pushes your preduct
with strong. effective, sales-
stimulating promotions. Store
displays, 24-sheet posters,
streetcar and bus dash signs,
personal calls on distributors
and jobbers. newspaper ads
—all adding greater impact
to your advertising.

Let the
South’s
Greatest
Salesman

Fill ’em up
with

YOUR Brand!

Page 14 November 12, 1951
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STATE COVERAGE

in an area rich with new in-
dustry and still unguestion-
ably radioc dominated makes
WWL unchallenged cham-
pion with time-buyers.

Sells to More Southerners
THAN ANY OTHER MEDIUM!

Because WWL reaches more Southerners — 50.000 watts, clear
channel coverage dominating 4 states. Last year the powerful
influence of WWL helped move millions of dollars of merchan-
dise for national and local advertisers.

Because WWL sells Southerners with excellent programing.
For more than 25 years WWL has enjoyed a consistently high
habitual listenership — the lion’s share of Southern audience
— verified by highest ratings.

50,000 WATTS

A DEPARTMENT OF LOYOLA UNIVERSITY
REPRESENTED NATIONALLY BY THE KATZ AGENCY

NEW ORLEANS
CLEAR CHANNEL

CBS AFFILIATE

lET WWL the South’s Greatest Salesman SEI.I. THE SUUTH FUR YUU'

BROADCASTING ® Telecasting
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Adv.

the

Needle!

the latest news of sales and
program developments from the

ASSOCIATED PROGRAM SERVICE

October—1951 . . . broke new subscriber records at APS,
We have been busy shipping brand new APS libraries . .
small ones and large ones . . . to stations across the nation.
In addition to a flock of new subseribers for those unprece-
dented APS Specialized libraries at l-yr-low-priees, we've
shipped an unusually large number of full basic APS li-
braries to stations anxious to have 5-year rate protection.
We now have a backlog, and it’s unlikely that we can de-
liver additional libraries hefore Jan. 1.

* * *

Current issue of APS subscriber bulletin “The Needle”
(this column’s mama) covers advertising techniques that
work in January. A relatively few items hit volume peaks
during the first month; it’s important to be able to spot
them. Sample copy of “The Needle” on request.

* * *

Eight million dollars—almost double last year’s figure—
reported set aside by Westinghouse for last-quarter pro-
motion and advertising push. See your local dealer, not
only in this line, either. All appliance lines are planning
jumbo promotions to clear stocks, which are 180% of "47-
’49 levels. . . . Check your new car dealers, too. They’re
facing a price hoost due to new excise taxes. Ditto lots of
retail lines. It’s going to take advertising and plenty of it
to overcome consumer resistance.

* * #*

NEW AND DIFFERENT: Paste these facts in your cor-
porate checkbook and note them in the margins as you
write your 1952 hudgeis. 1) You no longer have to spend
big money for library service. 2) If vou only need a part
of a library, that’s all you have -to pay for. 3) Many sta-
tions have cut library costs as much as $1200 in a single
year by switching to APS. 4) If you write a monthly rental
check bigger than $125, chances are you are paying more
than necessary. 5) The only library available today that
went forward in 1951 is APS. Let’s go forward together in
'52. Write for details.

ASSOCIATED PROGRAM SERVICE
151 W. 46th Street, New York
Plaza 7-7710

Page 16 ® November 12, 1951
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On the Map

EDITOR:
I have gotten a great deal of

use out of your national map
listing markets and their radio
stations . .

Bill Lawrence

BEBDOQO

New York

*

* *

Blue Chip Pay-Off

EDITOR:

Again congratulations on the
series of success stories on local
radio.

“Blue Chips on Local Radio
Spelled Success for This Miami
Lumber Yard” [BeT, Oct. 29] was
the sales clincher for a half hour
Sunday show for a local lumber
yvard today. Needless to say the
first show will buy several years’
subscriptions to BROADCASTING ®
TELECASTING dollarwise.

This is the kind of hard-hitting

ammunition radio sales crews
need. . .
Tan A. Elliot
Manager
KRJF Miles City, Mont,
* # *
EDITOR:

In the Oct. 29 issne of your fine
magazine you carried an article
on the success of a Miami lumber
yard in using radio. The article
was titled “Blue Chips on Loecal
Radio. . . .

May I make the suggestion that
you continue to give us articles of
this type and further suggest that
you make tear sheets of these
articles available to radio stations
at a nominal fee for mailing in
their own trading areas . . . Ma-
terial of this sort from radio’s
finest journal is of tremendous
value.

Louis H. Mwrray

Manager

WPAM-AM-FM  Pottsville,
Pa.

[EDITOR’S NOTE: Such articles will
continue to agpear regularly, and, as
usual, reprin will be available at
cost.]

I

Seeing’s Not Believing

EDITOR:

In all the words which have been
written and spoken about tele-
vision and radic nothing has been
said about the overlooked but
potent factor of “Andiovision.”

Audiovision concerns that won-
derful picture which the mind of a
radio listener can and does paint
for himself from the things he
hears by radio. Nothing that can
be put on any sereen can approach
the beauty, the humor, the pathos

BROADCASTING o

which the mind's eye can treate
when it is stimulated by the ear.

If proof be needed one may recall
the radio personalities who have

‘been “one shot” movie stars. To

put it bluntly, they didn’t, look like
the way they had sounded when
they appeared on the screen. The
mind’s eye had created a clearer,
better picture of what they should
have looked like!

Television is a sales agency, not
an advertising medium.

The viewer has an easy chance
to turn down the merchandise
shown on the sereen; when that
happens, the actual salesman then
never gets a chance to sell him.
In radio, interest and curiosity are
aroused, but the final decision will
be made in person where a trained
sales person can sell the deal!

Audiovision (the modern word
for radio) gets the job done!

Gustav K., Brandborg
Asst. Gen. Mgr.

KVOO Tulsa
* R %
Tsk, Tsk
EDITOR:

In reading your write-up “Royal
Tour” . . . Nov. 5, I noticed some
diserepancies—tsk, tsk.

The facilities of CBS-WTOP-TV
in Washington were used to cover
the event at the National Airport
with Walter Cronkite describing
the activities. It was a pool feed
to all networks with CBS-TV do-
ing the pick-up, Charles Colling-
wood, CBS White House corre-
spondent, carried the ball on the
CBS Radio Network.

NBC-TV did pick up and feed
the reception at the Statler Hotel
immediately following . . .

Rod Franck
Special Events
CBS, Washington

* ¥ *

Rebuttal

EDITOR:

As one who has enjoyed and
learned much from your well-edited
publication, I do not cavil at your
editorial judgment when in the
Oct. 29 issue you found only 13
words worth quoting from a brief
containing some 3,000. In such
matters the “editor is the boss.
However, I was surprised by the
editorial “Burning Bridges” (Nov.
5) in which you state that the sen-
tence stood alone and unexplained
in the brief.

Since your readers have not had
a view of the contents of the brief,
let me explain the sentence, “Tele-
vision must be saved from the

(Continued on page 102)
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AN fable?

There’s been a lot of romancing about the new relay stations which in
effect extend the cable to the Coast and make possible “live” coast-to-
coast television. Certainly, it's a tremendous technical achievement.
But all it means to national advertisers is that with these new facilities
they can add just four TV markets “live”—and these for only a
restricted group of network programs.

The new facilities can accommodate only one network program at a
time. And that program must be aired at a time when it will not be
plagued by that time difference of three hours (or four “Daylight”
hours) between New York and the Coast.

For all other network programs, kinescopes are still the order of the
day—with this change, thanks to science: kines can now be taken off
the tube in Los Angeles instead of being shipped from New York, and
vice-versa. But they're still kinescopes!

Life is much happier for the Spot Program advertiser. His program is
either “live” or on film—a lot easier for the audience to take than kine.
His television time is planned market by market. And he uses only the
markets he needs and wants. No “must” stations or minimum- group
requirements in Spot Program advertising.

There’s a cost advantage, too, for Spot Program advertisers., Spot rates
are generally lower than network rates for the same time period, on
the same station. The difference is enough to cover the extra film prints
required, their handling, distribution and other costs.

If you’re thinking about television for 1952, you owe it to your market-
ing plans to get the full story on Spot Program advertising. You can
get it from any Katz representative. It shows, in very realistic terms,
that when it comes to television advertising . . .

You can do better with Spot. Much better.

' “ E K A ' Z A G E " c Y, I N €. Station Representatives

NEW YORK + CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO « ATLANTA ¢ DALLAS e« KANSAS CITY
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1,000,000
PER DAY

WRC acudience surveys
mean secmething more than
passive listeners. Daily and
Sunday “circulation” is also
measured in terms of re-
sults over the counter for

advertisers.

Morning, noon and
night, Washington area
people tune to the continu-
ing editions of WRC-NBC.
Combined total listening
goes well over nine digits
. . . a tremendous audience
for your commercial mes-

sage.

The entire WRC schedule
represents a range of pro-
gramming to fit any sales
requirement.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

FIRST in WASHINGTON

5000 Watts - 980 KC

Reprasented by NBC SPOT SALES

Page 18 ® November 12, 1951
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RADIO-TV is assuming its tradi-
tional role again as public servant
in times of emergency. With blood
bank reserves depleted and the U.
S. putting out a special call for
donors, the broadcast media re-
sponded by joining in the national
drive.

Conspicious among the reports
received by BROADCASTING ® TELE-
CASTING were the following:

KNBC San Francisco weekly has
been turning its Studio A into a
mobile blood bank for the Ameriean
Red Cross, with listeners urged to
visit the studio during broadcasts.
Typical day saw 181 pints of blood
donated.

To show how painless the dona-
tion of blood can be, Bernie
Bracher, of WAVE-TV Louisville’s
Sports Slants, conducted his pro-
gram while giving a pint.

WFIL-TV Philadelphia staffers,
Neil Harvey, m.c.; Chief Halftown,
station personality, and John
Corcoran, news commentator, con-
tributed heavily to the success of
a mid-city rally held by the local
Junior Chamber of Commerce for
the benefit of the emergency blood
collection program of the American
Red Cross.

WKY-TV Oklahoma City staged
an all-day Red Cross blood col-
lection campaign telecast Oct. 31.
The station switchboard was de-
luged with about 2,250 phone calls;

FREPARING to donate a pint of
blood apiece to the Southwest Blood

Bank to meet the current blood
shortage, Lynn Cole (I}, singer on
KPRC-AM-TY Houston, and Francis
Sullivan (r), production manager at
KPRC, get briefing from nurse on
bloed need. Messrs Cole and Sulli-
van were just two of the 100 KPRC
staffers who pledged a donation.
Station used recorded interviews dur-
ing National Radio and Television
Week to promote campaign.
* * *
187 volunteers were processed
through the mobile blood center set
up in a TV studio and 166 pints of
blood were collected. Many donors
said they otherwise would have
been afraid if television hadn’t
shown them how easy it was. P. A.
Sugg, WKY-AM-TV manager, was

(Continued on page 98)
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Mr. RUTH
! FTER three decades in the ad-

vertising business, Chester
William Ruth believes sin-
cerely in the power of advertising.

And after nearly six decades of life
in a democracy, he naturally be-
lieves with utmost sincerity that it

.is the finest type of government.

Putting these two together,
“Chet” Ruth wields one of the most
potent weapons on behalf of free-
dom—an advertising campaign pro-
moting the democratic way of life.
He does this job in his role as ad-
vertising director of Republic Steel
Co., headquartering in Cleveland.

He is convinced every company
has a responsibility to promote the
system that makes possible the
existence of every business now
operating. “If they don't defend
it, who will?"” he asks.

Republic holds classes in basie
economics, with cooperation of the
U. of Chicago, for its 6,000 ad-
ministrative people. It operates
a speakers bureau and maintains
other promotional and advertising
services with one. objective—to
alert the general public and other
companies on the need to protect

(Continued on page 40)
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