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You get a

STAR-
STUDDED
SHOWCASE

of musical
entertainment!

‘eaturing Guy, the Lom-
»ardo  Trio, the Twin
%ianos, the Picture Story,
.ombardo vocalists Kenny
Gardner and Don Rod-
rey, and announcer
Javid Ross.

You get all the

elements for a

SMASHING

SALES-SUCCESS!

Exciting, colorful dis-
ploys, productive point-
of-sole material, magnet-
ic merchandising and
newspaper ad mats, pow-
er-packed publicity, lis-
teners’ Clue Book. All as-
sure an aware and ever-
increasing audience.

MORE SALES - - o
MORE PROFITS !

as the No. |
advertiser
in your

market!
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“"CHANCE OF A LIFETIME"”

DENNIS JAMES

Personal Management
AARGN B. STEINER
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RABIG-DALLY

Presents

1953
RADIO
ANNUAL

SIXTEENTH ANNUAL EDITION

JACK ALICOATE
Editor-in-Chief

Copyright 1953 by RADIO DAILY CORP. 1501 Broadway, New York 36, N. Y.
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-
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' (some spots
are better
than others!

SPOT SALES
30 Rockeleller Plaza
New York 20, N. Y.

Chicago Cleveland  Washington
San Francisco  los Angeles
Charlotte®  Atlanta®

*Bomar Llowrance
Associates

representing
RADIO STATIONS:

WNBC  New York

i WMAQ Chicogo
KNBC San francisco
WTAM Cleveland
WRC Washington

representing
TELEVISION STATIONS:

WNBT  New York
WNBQ Chicogo
KNBH los Angeles
WPTZ Philodelphia
WBZ-TV Boston
WNBK  Cleveland
WNBW  Washington
KPTV Portland, Ore.
WRGB  Schenectody-
Albany-Troy
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" 1 HIS, the sixteenth edition of RADIO AN-
" NUAL is a volume dedicated to the ac-
complishments of the broadcasling industry—

the dramatic story of your success in widening

the field of communications.
A

L GAIN this year, as in the past, we have

had the whole hearted support of all seg-

ments of the industry is compiling an up-to-

the-minute factual record ol the achievements

of the radio broadcasting during the past year.

1A

" § "HE story of radio’s progress in 1953 is a

" vibrant one, for never hefore have broad-
casters put their shoulders to the wheel with
greater zeal in selling the eflectiveness of radio
as an advertising medium.

A

170 all of you we express our appreciation
" of your support in making this edition the
most compreliensive reference volume in the

history ol the broadcasting industry.

JTACK ALICOATE
Editor in Chief
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FOR WORLD-WIDE NEWS. ..

FOR CLEAR, COMPREHENSIVE
COVERAGE . ..

FOR:
AM-FM-TELEVISION

50 ROCKEFELLER P'LAZ,P, NEW ¥Y¥ORK 20, M. ¥.
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1953

EDITORIAL
b INDEX 195%3‘. |

A

Academy of Television Arts & Sciences.. 1287

Actors ... ... 1007
Actor's Equity Association............ 1287
BACITESSeS ... .ot e 1007
ADVERITISING INDEX . 14
Advertising Agencies ................ 133
Advertising Council, The............... 1287
Advertising Federation of America..... 1287
Advertising Research Foundation ...... 1287
Agencies, Adv.. Personnel. Accounts... 133
Agency & Sponsor Network Billings.... 125
Agents & Managers, Talent. ... ........ 254
Airline Network ...................... 291
Alabama: AM Stations................ 317

Families (total in state)...... 317

FM Stations ............... 1212

Housing Units ............. 317

Population ................. 317

TV Stations ................ 881
Alasko: AM Stations.................. 694
Alaska Broadcasting System .......... 291
Alberta: AM Stations................. 714
Alicoate, Jack...... Introductions. ... .. 3. 801
Allard, T. J....... Article.............. 61
Almanac of Holidays & Sopecial Events. . 1279
Aloha Network ...................... 291
American Assn. of Advtg. Agencies.... 1287

AMERICAN BROADCASTING CO.:

Commercial Programs-AM ... .. 1174
Commercial Programs-TV...... 1189
Executives & Personnel, Radio.. 262
Executives & Personnel.

Television ................. 836
Kintner, Robert E.. .. ... Article 259
Network Billings ............. 125
Network Map-AM ... ... ..., 260-1
Network Map-TV ..... .. ... .. 834-5
Stronach, Alexander. .. .Article. 83

American Communications Assn........ 1287

American Federation of Musicians. ... .. 1288
American Federation of TV & Radio

Arists (AFTRA)................... .. 1288
American Guild of Musical Artists, Inc... 1288
American Marketing Association....... 1288

American Newspaper Publishers Assn... 1288

ASCAP:

Harbach, Otto. .. . Articl2 .. .. .. 1265
Personnel, Functions .......... 1288
Publisher Members ........... 1266

Amplitude Modulation (AM) Stations in
U. S, o 299
Announcers-MC's ..................... 1081
Arizona: AM Stations................. 326
Families (total in state)....... 326
FM Siations ................. 1212
Housing Units ............... 326
Population .................. 326
TV Stations ................. 881
Arizona Broadcasting System.......... 291
Arizona Network ..................... 291
Arkansas: AM Stations................ 329
Families (total in state)...... 329
FM Stations ............... 1212
Housing Units ............. 329
Population ................. 329
Arrowhead Network .................. 291

ARTICLES, RADIO:

Allard, T. J. ... oa.. e 61
Burke, Frank . ................... 37
Coffin. R. H....................... 1043
Corwith, Doris. ................... 53
Csida, Joe .................. .. ... 1264
Eaton, Tom ...................... 79
Fellows, Harold E................. 35
Friedheim. Robert W. ... ... ...... 774
Grebe, Robert M. ................ 97
Hansen, Mal. . ....... ... ... ... ... 111
Harbach, Otto. . ................. .. 1265
Haverlin, Carl ............... .... 1270
Heinecke, Paul ........ ....... ... 1276
Kellogg, Ted .................. ... 115
Kintner, Robert E. . ... ..... ... ... 259
Morgens, Howard J. ........... ... 65
Morton, Alfred H. ................ 1247
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MARTIN BLOCK

AND THE
VAKE BELIEVE BALLROOM
19th
CONSECUTIVE
YEAR
ON

WNEW — New York

SELLING BEUT CHIFF ADVERTISERS TO AMERICA

715 FIFTH AVENUE - NEW YORK CITY - PLAZA 96154
6

www americanradiohistorv com


www.americanradiohistory.com

EDITORIAL INDEX

— e e

- =1
Murphy, Adrian .................. 265 C
Neill, D, Malcolm................. 76
Nelson, Norman .................. 63 i i
O'Neil, Thomas F. .....ooovene... 271 California: AM Stations................ 337
Secrest, James D. .. .....ooinn.. 47 Families {total in state)...... 337
Walker, Paul ... 33 FM Stations ................ 1212
Wall, Charles A................... 1269 Housing Units .............. 337
White, Frank .............oo..... 277 Population ................. 337
Wolt, Sidney I. .................. 284 TV Statlons ................ 881
Ziv. Frederic W. ... .......... 66 California Northern Group............. 292
Art'{sts: Radio-TV . R ARREEE 1007 CANADA:
Artists’ Representatives Assn.. Inc...... 1288 Allard, T. J.....Article...... 61
Canadian Assn. of B'casters.. 711
AMP: Canadian B’casting Corp..... 708
Pers?nnel --------------------- 1289 Neill, Malcolm. ... Arficle.... 78
Publisher Members .............. 1269 Station Representatives...... 225
Wall, Charles A.....Article....... 1269 Stations-AM ... ...\ 714
Associated Press ..................... 117 Station Index .............. 712
Associations (Organizations) ........... 1287 Cancdian Assn. of Broadcasters........ 1291
Assn. of Canadian Advertisers, Inc..... 1289 Cartoon Producer_s LTt 1002
i i (Also See Television Film Producers)
Assn. of National Advertisers. Inc....... 1289 Catholic Actors Guild of America, Inc... 1291
Assn, of Radio News Analysts......... 1289 Catholic Writers Guild of America, Inc... 1291
Associations, State Broadcaster......... 702 ghifGQOBT;;ePhor: N;_xmbers ----------- 1(1]23
. offin, R. H.... Article................
Auotfhi{;g‘;;:!d if]:heT::thors League 1289 Colorado: AM Stations ................ 358
o oo Families (total in state)...... 358
Authors League of America, Inc.. The.. 1289 FM Stations .. .............. 1212
Awards —Editors Poli ................ 41 Housing Units . ............. 358
Population ................. 358
B TV Stations ................ 884
COLUMBIA BROADCASTING SYSTEM:
Behind. The Mike:, Before The Camera. Commercial Programs-AM. .. ... 1174
(Radio-TV Artists) .................. 1005 Commercial Programs-TV...... 1189
Billings, Network. Agency & Sponso:.... 125 Executives & Personnel........ 268
Biographical Sketches: Murphy, Adrian. ... Article. . ... 285
ABC TV Executives.............. 833 Network Map-AM............. 266-7
CBS TV Executives............... 841 Network Map-TV.............. §42-3
Du Mont Executives. .. ........... 849 Van Volkenburg, J. L.. .. . Article 840
NBC TV Executives.............. 857 TV Executives Biographies. . ... 841
TV Personalities .. ............... 971 Columbia Pacific Network............. 292
Brand Names Foundation, Inc.......... 1289 Columbine Network ................... 292
Brazil, TV Stations in.................. 918 Commentatorst News ................. 1o
OIS . ...t
Bl‘?tish Broadca.slinq Corpon:ation. The... 1289 \;;omen ................... 1165
British Columbla:-l-XM Stations. ........ 715 Commercial AM Programs............. 1174
?WS“‘S' h-’zd"emlsmq Burequ. Inc...... 1290 Commercial AM-TV Programs 1952..... 1173
roadcast Music, Inc.: .
. - TV Programs.............. 1
Haverlin, Carl. .. Article......... 1270 Commercial TV Programs . 189
Personnel, Functions ............. 1290 Composers, Authors and Publishers
Publisher Members .............. 1271 Assn. of Ccmcxtda, I"d"'_ """"""" 1291
Broadcasti d Film C L 290 Conductors, Musical, Radio-TV......... 1109
roadcas ‘mq an 1m om_mlssxon """ 1 Connecticut: AM Stations. ............. 365
Broadcasting Corp. of America Network. 291 Families (total in state)...... 365
Brokers, Play and Story............... 797 FM Stations ................ 1212
Brown, Charles B.....Article .......... 93 ll;lousinq Units .............. ggg
i opulation .................
Brown, Thad H., Jr.....Article......... 81 TV Stations . ... ... 285
Bureau of Broadcast Measurement, The. 1290 Connecticut State Network, Inc......... 292
Burke, Frank. .. .Arficle................ 37 Consulting Engineers ................. 1222
Business Section ..................... 123 Corwith, Doris... . Article.............. 53
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11th Year for COCA COLA

MORTON DOWNEY
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Critics Awards for 1952............. .. 41 Fitzsimmons. Tom....Article .......... 89
Csida, Joe... . Article.................. 1264 Florida: AM Stations. ... .............. 373
Cuba: AM Stations ................... 743 Families (total in state)........ 373
TV Stations .................... 918 FM Stations ................. 1212
Housing Units ... ........... 373
D Populations . ................. 373
TV Stations . ................. 887
Folsom, Frank M.....Acticle........... 57
Dairyland Network ................... 292 Foreign Language Quoality Network.... 293
Delaware: AM Stations................ 370 French Broadcasting System (Radioditfusion
Families (total in state)...... 370 Francaise) in North America, The..... 1292
FM Stations ............... 1212 Frequency Modulation (FM) Stalions.... 1212
Housing Units ............. 3790 Friedheim, Rokert W..... Artcle....... 774
Population ................. 370
TV Stations .. .............. 885
Directors, Radio-TV ................... 1129 G e
Disc Jockeys ........ ... ... 1139
Distributors and Producers, TV Film. .. .. 925
District of Columbia: AM Stations. . ... . 371 Garden State Network. ................ 293
Families ......... 371 Georgia: AM Stations................. 386
FM Staticns ...... 1212 Families (total in state)....... 385
Housing Units . ... 371 FM Stations ................ 1212
Population . ...... 371 Housing Units .............. 386
TV Stations . ..... 885 Population .................. 386
District of Columbia Telephone Numbers. 103 TV Stations ................. 887
Dominican Republic: AM Stations. ... .. 746 Georgia Associations of Local Stations.. 293
TV Stations ...... 918 Granite Stale Network ............ ... . 293
Don Lee Broadcasting................. 292 Grass Roots Network.................. 293
Dramatists Guild of the Authors League Great Lakes Network.................. 293
of America, Inc., The. ......... ..... 1291 Great Northern B’casting System....... 293
Du Mont, Dr. Allen B.....Article....... 848 Grebe, Robert M.. .. Article............ 97
Grillo, Basil. .. \Article ........... ... 856
DU MONT TELEVISION NETWORK: Guilds (Organizations) ................ 1287
Commercial Programs ...... 1189 Guy Gannett B'casting System......... 293
Executives, Biograph'es...... 849
Network Map .............. 850-1 H
Personnel .................. 852
Haiti: AM Stations. .................., 746
E Hansen, Mal. .. Article ............... 111
Harbach, Otto. .. .Articls .............. 1265
Eaton, Tom....Article .. .............. 79 Haverlin, Carl. .. Article .............. 1276
Editors, Radio-TV .................... 1249 Hawaii: AM Stations ................. 695
Election Pictures .............. 91, 830, 1248 TV Stations .................. 917
Engineers, Consulting ................ 12°2 Heinecke, Paul....Article ............ 1276
Equipment Section .................... 1221 Holidays & Special Events, Rad o-Television
Equipment Manufacturers ............. 1225 Daily’s Almanac, Thz................ 1279
Estimated Families for 1953......... ... 298 Home Economists . ................... 1165
F I
Federal Communications Bar Assn...... 1291 Idaho: AM .Staﬁons.u. """"""""""" 399
FEDERAL COMMUNICATIONS COMMISSION: Families (total in state)......... 399
Licenses, How to Obtain...... 250 FM Stations .................. 1212
Members of Commission, Staff. . 246 Housing Units ................ 399
TV Allocations ............... 865 Population .................... 399
Walker, Paul A,... . Article.... 33 Mlinois: AM Stations.................. 403
Federal Radio Education Committee Families (total in state)........ 403
(FREC) . ........ .. 1291 FM Stations ................. 1212
Federal Trade Commission............. 1291 Housing Units ............... 403
Fellows, Harold E.....Arficle.......... .35 Population ................... 403
Film Producers and Distributors, TV.... 925 TV Stations ... ..........0vnns 887
9
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HARRY WISMER

Broadcasting and Telecosting

TOP SPORTING EVENTS

ACROSS THE NATION
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EDITORTIAL

FM Stations

Indexes:
Advertising .................. 25
Canada AM Stations.......... 712
Editorial ............... . ... 5
TV Personalities ............. 972
U.S. AM Stations............. 301
US. TV Stations.............. 878
Indiana: AM Stations................. 416
Families {total in state}........ 416
FM Stations ................. 1212
Housing Units . ............... 416
Population ................... 416
TV Stations .................. 889
Institute for Education by Radio-TV..... 1292
Institute of Radio Engineers, Inc...... .. 1292
Intercollegiate Broadcasting System.... 1292
Intermountain Network ............... 294
International ......................... 735
International News Service............ 117
International Stations of the U.S....... 736
International Stations of Canada....... 736
Towa: AM Stations.................... 422
Families (iotal in state).......... 422
FM Stations ................... 1212
Housing Units ................. 422
Population ..................... 422
TV Stations .................... 890
Jablons, Mike. .. . Article. .. ..... ... .... 919
K

Kansas: AM Stations. . ................ 429
Families (total in state)........ 429
FM Stations . ................. 1212
Housing Units ................ 429
Population ................... 429
Kellogg., Ted....Arlicle ............... 115
Kentucky: AM Stations................ 434
Families (total in sta*z2)...... 434
FM Stations ............... 1212
Housing Units .............. 434
Population ................. 434
TV Stations . ............... 890

KEYSTONE BROADCASTING SYSTEM:
Affiliates .................. 288-9
Executives & Personnel...... 285
Wolf, Sidney....Article ..... 284
Kintner, Robert E.... . Arlicle........... 259

L

Lone Star Chain, Inc.................. 294
Los Angeles Telephone Numbers....... 104
Lambs, The .......................... 1292
Louisiana: AM Statlons. .. ............. 440
Families (total in state)...... 440
............... 1212

11

IND

e N

Housing Units .............. 440
Population ................. 440
TV Stations ................ 891

Lowell Institute Cooperative Broadcasting
& Station WGBH.................... 1293

Maine: AM Stations. . ................. 446
Families (total in state). . ........ 446
FM Stations .................. 1212
Housing Units ................ 446
Population .................... 446
TV Stations ................... 891
Maine Broadcasting System............ 294
Managers & Agents, Talent............ 254
Manitoba: AM Stations. ............... 718
Manufactured Since 1946, Total TV Sets. 864

Manufacturers of Equipment (Radio-TV). 1225

MAPS—RADIO, TV:

ABC—Radio Net ............... 260-1
BBC—Television Net ........... 8345
CBS—Radio Net ............... 266-7
CBS—Televislon Net ............ 842.3

Du Mont Television Net......... 850-1
MBS—Radio Net ............... 272-3
NBC—Radio Net ............... 278-9
NBC—Television Net ........... 858-9
Maryland: AM Stations................ 450
Families (total in state)...... 450

FM Stations ............... 1212

Housing Units ............... 4590
Population ................. 450

TV Stations ................ 891
Massachusetts: AM Stations ........... 456
Families (total in state}. 456

FM Stations ........... 1212

Housing Units ........ 456

Population ............ 456

TV Stations ........... 893
MC's-Announcers ..................... 1081
McClaichy-Beeline .................... 294
Metropolitan Network ................. 294
Mexico: AM Statlons ................. 738
TV Stations .................. 918
Michigan: AM Stations................ 463
Families (total in state)...... 463

FM Stations ................ 1212

Housing Units .............. 463
Population ................. 463

TV Stations ................ 893

Michigan Radio Network.............. 294
Mid-South Network ................... 294
Minnesota: AM Stations............... 475
Families (total in state). . .... 475

FM Stations . ... ....... .... 1212
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It ALL

Ties in for

GREATER PROFITS!

Over 4,300 Selections
by Today’s Top Artists

Shaws that Sell

Pragram Notes far i \Qe: P’  Printed and Recorded
Every Selection 1 Sales Presentations

Over 1,200 Bridges,
Moods and Themes

FOR AS LITTLE AS

*45 A MONTH

based on advertising rates

SESAC TRANSCRIBED LIBRARY, 475 Fifth Avenue, New York 17

12
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EDITORIAL INDEX

Housing Units ............ 475
Population ................ 475
TV Stations . .............. 895
Mississippi: AM Stations. .. ............ 481
Families {(total in state}..... 481
FM Stations .............. 1212
Housing Units ............. 481
Population ................ 481
TV Stations . .............. 896
Mississippi B’casting Co............... 294
Missouri: AM Stations................ 486
Families (total in state)...... 486
FM Stations ............... 1212
Housing Units ........... .. 486
Population ................. 486
TV Stations ................ 896
Montana: AM Stations. ................ 495
Families (total in state}...... 495
FM Stations ............... 1212
Housing Units ... ........... 495
Population ................. 495
Morgens, Howard J.....Arficle. ........ 65
Morton, Alfred H.....Article...... ..... 1247
Murphy, Adrian. .. .Article ......... ... 265
MUSIC:

ASCAP ........ ... ... 1265
AMP ... ... ... 1269
BMI ......... ... .. ... ... ... 1270
SESAC ... ......... ... .. ... 1276
Song Hits of 1952............. 49

Music Publishers’ Contact Employees
(AR, F.of L)........................ 1293
Music Publishers’ Protective Assn., Inc... 1293
Musical Conductors, Radio-TV.......... 1109

MUTUAL BROADCASTING SYSTEM:

Commercial Programs-Radio ... 1174
Executives & Personnsl. .. ..... 274
Network Billings.............. 129
Network Map ................ 272-3
O'Neil, Thomas F.....Arnicle... 271

N

National Assn. for Better Radio and TV. 1293
National Assn. of Broadcast Un‘ons and

Guilds ............................ 1293
Natlonal Assn. of Educational B'casters. 1293
National Assn. of Performing Artists.... 1293

NATIONAL ASSOCIATION OF RADIO-
TELEVISION BROADCASTERS:

Brown, Thad H.. Ir.....Article. 81

Fellows. Harold E.....Article.. 35
Personnel, Commitiees ... ..... 252
Television Code .............. 803
Natlonal Better Business Bureau, Inc.... 1293

NATIONAL BROADCASTING CO.:

Commercial Programs-AM .. ... 1174
Commercial Programs-TV...... 1189
Executives & Personnel-AM. .. .. 280
Executives & Personnel-TV...... 860
Network Map-AM ............ 278-9
Network Map-TV ............. 858-9
White, Frank....Article....... 277

National Federation of Business and
Professional Women'’s Clubs, Inc., The. 1294

National Soc. of Television Producers, Inc. 1294

National Television Film Council....... 1294
National Variety Artists, Inc........... 1294
Nebraska: AM Stations. . .............. 498
Families (total in state)...... 498
FM Stations ............... 1212
Housing Units .............. 498
Population ................. 498
TV Stations ................ 896
Neill, D. Malcolm. ... Article........... 76
Nelson, Norman. .. .Article ............ 63
Network Billings ..................... 125
Netwerk News Selections of "52........ 59
Network Section ..................... 257
NETWORKS:

ABC Executives & Personnel. 262
ABC Executives & Personnel

(TV Net) ................. 836
ABC Network Map-AM...... 260-1
ABC Network Map-TV...... 834-5

CBS Executives & Personnel.. 268
CBS Executives & Personnel

(TV Net) ................. 841
CBS Network Map-AM ...... 266-7
CBS Network Map-TV....... 842-3

Du Mont, Dr. Allen B.. . Article 84
Du Mont Exec. & Personnel.. 852
Du Mont Network Map...... 850-1
KBS Aifiliated Stations...... 288-9
KBS Executives & Personnel. 28
Kintner. Robert E.....Article. 258
Murphy. Adrian ....Article.. 265
MBS Executives & Personnel. 274
MBS Network Map-AM...... 272-3
NBC Executives & Personnel.. 28
NBC Executives & Personnel

(TVNet) ................. 860
NBC Network Map-BAM...... 278-9
NBC Network Map-TV....... 8589
O’'Neil, Thomas F.....Article. 271
Regional Networks ......... 291

Stronach, Alexander. . .Article 832
Van Volkenburg, ]. L.. . Article 840

White, Frank.... Arlicle .... 277

Witting, Chris ... .Arficle.... 829

Wolf, Sidney....Article..... 284

Networks., Reqional .................. 291
Nevada: AM Stations ................ 502
Families (total in state)...... 502

FM Stations ................ 1212

www americanradiohistorv com


www.americanradiohistory.com

13560 radio stations 1rom coast To COBST
receive from United Press an average
of more than 40 news programs and
news features every day—in addition
to scores of extra shows of seasonal
and special topical interest throughout
the year. And some 200 kinds of
sponsors buy them. The U.P. bureau
nearest you is ready to present

further information promptly.

s for radio

MINUTES DAYS

Speaking of Sports

The Sports Lineup Every day
SPORTS : The Sports Roundup

Great Moments in Sports

e T

Twice Daily

Monday through Saturday

ey

Sizing Up Sports

Your Hc;;e

Names in the News Monday through Friday

Time Out Monday through Friday

In Your Neighborhood Monday through Saturday

HUMAN In Movieland Saturday
INTEREST Flashback Monday through Friday
United Press Almanac Every day
Do Tell Sunday
In Their Own Words Sunday

Saturday

e

Let’s Take a Trip

o

oday’s United Press Commentary Every day

COMMENTARY Korean Story
Under the Capitol Dome
& REVIEW

Monday through Friday

Monday through Saturday

United Press War Analysis Monday through Friday

Highlights of the Week’s News Sunday

Sunday

This is Washington

United Press Reporting
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Housing Units .......... .... 502

Population .................. 502

New Brunswick: AM Stations.......... 719

New England Regional Network....... 295

New Hampshire: AM Stations.......... 504

Families (total in state) 504

FM Stations ......... 1212

Housing Units .. ...... 504

Population ........... 504

New Jersey: AM Stations.............. 505

Families (total in state).... 505

FM Stations .. ............ 1212

Housing Units ............ 505

Population ............... 505

TV Stations .............. 897

New Mexico: AM Stations............. 511

Families (total in state)... 511

FM Stations ............ 1212

Housing Units .......... 511

Population .............. 511

TV Stations . ............ 899

New TV Stations Scheduled for ‘53..... 920

New York: AM Stations............... 514

Families (total in state}..... 514

FM Stations .............. 1212

Housing Units ............ 514

Population ................ 514

TV Stations ............... 899

New York City Telephone Numbers.... 100

Newfoundland: AM Stations ........... 720

News Commentators ................. 1069
News Events of 1952, Top Ten, Editors

Poll ... . 55

News Selections, Network, 1952........ 59

News Services ...................... 117

Non-Commercial AM Stations, U.S...... 701

North Carolina: AM Stations........... 545

Families (total in state). 545

FM Stations .......... 1212

Housing Units ........ 545

Pooulation ............ 545

TV Stations .......... 902

North Dakota: AM Stations............ 559

Families (totcl in state).. 559

FM Stations ............ 1212

Housing Units ......... 559

Population ............ 559

Northeastern Broadcasting System...... 295

Northwest Network ........... .. ..... 295

Nova Scotia: AM Stations. . ............ 721

Nutmeg Network ............... ...... 295

Ohio: AM Stations ............ ... ... 562

Families (total in state).......... 562

FM Stations ................,.. 1212

15

INDEX
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Housing Units ................. 562

Population ..................... 562

TV Stalions .................... 903

Cklahoma: AM Stations............... 576

Families (total in state)..... 576

FM Stations .............. 1212

Housing Units ............ 576

Population ................ 576

TV Stations ............... 806

Oklahoma Network ................... 295

C'Neil, Thomas F....Article........... 271

Ontario: AM Stations................. 722

Orchestra Leaders, Radio-TV........... 1109

Cregon: AM Siations ................. 582

Families (total in state)........ 582

FM Stations .................. 1212

Housing Units ............... 582

Population .................. 582

TV Stations .................. 906

Oregon Trail Network................. 295

Organists, Redio-TV .................. 1109
Organizations (Radio-TV Groups, Unions.

ASSNS.) ..ot 1287

Organizations, Research .............. 109

Paul Bunyan Network................. 292

Palmetto Broadcasting System.......... 295

Pennsylvania: AM S*ations ........... 588

Fomi'ies (to*al in state).. 588

FM Stations ........... 1212

Housing Units ......... 588

Population ............. 588

TV Stations ............ 906

Personalities, TV ..................... 971

Philadelphia Radio and Television

Broadcasters Assn. . ................ 1294

Play and Story Brokers................ 797
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DINAH SHORE
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A William Perlberg-George Seaton
Production for Paramount
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Tuesday and Thursday
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RECORDS — r ¢ A VICTOR

THE TIDE SHOW
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www americanradiohistorv com


www.americanradiohistory.com

EDITORIAL INDEX

DuMont ................... 849
NBC ........ ... ........... 857
Network News Selections of 1952...... 59
News Commentators, Radio-TV......... 1069
News Events of 1952, Top 10 (Editors’
Poll) ... ... 55
Orchestra Leaders, Radio-TV........... 1109
Organists, Radio-TV .................. 1109
Organizations ....................... 1287
Personalities, TV ..................... 971
Personalities, TV—Index............... 972
Prizes, Premiums ..................... 1002
Producers and Distributors, TV Film..... 925
Producers, Netwo-k and Independent... 1119
Producers, Radio-TV Program Package.. 751
Program, Commercial AM-TV (1952).... 1173
Programs, Commercial TV............. 1189
Program Producers, RadioTV.......... 751
Projectors (TV) ....................... 998
Publications, Trade, Fan, Tech., Gen.... 1255
Puppet Makers . ...................... 1003
Radio and TV Directors Guild.......... 1295
Radio and TV Execulives Society....... 1295
Radio, TV Manufacturers Assn.......... 1244
Radio-TV Artists ..................... 1007
Radio-TV Station Representa’ives....... 225
Radio-TV Vocal Artists................ 1045
Raw Stock ..............cooiiiin.. 1001
Representatives, Talent (Managers and
Agents) ........... ..., 254
Receiver Procuction in ‘52—Radio-TV... 828
Research Organizations .............. 109
Robeck, Peter M.....Article........... 95
Sarnoff, Brig. Gen. David....Article.... 43
Screening Rooms ..................... 1003
Services to TV Producers.............. 997
Singers (Vocal Arfists)................ 1045

Sinn, John L.... Article................ 85

Sports Commentaors. Radio-TV........ 1053
Spot and Flood Lamps................ 998
Station Representatives—Radio-TV ..... 225
Stations, TV, to Open in "53............ 920
Stations. U. S.. TV in operation......... 881
Stock Shot Libraries.................. 1002
Storage Vaults ....................... 1001
Stronach, Alexander, Jr.....Arlicle..... 832
Taylor. Herbert E., Jr.. .. .Arlicle........ 121
Television Personalities ............... 971
Television Programs., Commerzia'.... .. 1189
TELEVISION STATIONS, U. S.:
Algbama “................. 881
Arizona ................... 881
California  ................. 881
Colorado .................. 884
Connecticut  ............... 885
Delaware ................. 885
District of Columbia......... 885
Florida .................... 887
Georgia ................... 887
Illinois .................... 887
Indiana ................... 889
Iowa ................... ... 890
Kentucky .................. 890

23

Louisiana ................. 891
Maine .................... 891
Maryland ................. 891
Massachusetts  ............ 893
Michigan ................. 893
Minnesota  ................. 895
Mississippi ................ 896
Missouri .................. 896
Nebraska ................. 896
New Jersey ................ 897
New Mexico ............... 899
New York ................. 899
North Carolina ............. 902
Ohio ..................... 903
Cklahoma ................. 906
Oregon ..........ccovienn. 906
Pennsylvania .............. 906
Rhode Island .............. 911
Tennessee ................. 911
Texas .........ccovuinvnn.. 911
Utah ............... ... .... 914
Virginia ................... 914
Washington ............... 915
West Virginia ............. 916
Wisconsin . ............... 916

TELEVISION YEARBOOK:
(Facing Page 800)
Top Ten News Events of '52............ 55

TV Code, NARTB .................... 803
TV Film Producers and Distributors..... 925
TV Service Firms. .. ................... 998
Background Processes ........... 999
Carpets ...........cviiiinn 999
Cartoon Froducers .............. 1002
Color Processes . ................ 1003
Costumes ....................... 1003
Laboratories .................... 1000
Large Screen ................... 998
Lenses ..............c..ciiuunn 998
Prizes, Premiums ................ 1002
Projectors ...................... 998
Puppet Makers .................. 1003
Raw Stock .............coven.. 1001
Screening Rooms . ............... 1003
Spot and Flood Lamps............ 998
Stock Shot Libraries.............. 1002
Siorage Vaults .................. 1001
Ventilation Equipment ........... 1002
TV Stations, Lalin America............ S18
TV Stations to Open in “53............. 920
TV Stations, U. S, Index by Call Letters. 878
TV Stations, U. S. Personnel............ 881
Uruguay. TV Stations in............... 918
Van Volkenburg, J. L.... . Article....... 840
Venezuela, TV Stations in............. 918
Ventilation Equipment ................ 1002
Vocal Artists, Radio-TV............... 1045
White, Paul W.... Article............. 119
Who's Who of *52. .. ............. ..., 41
Witting, Chris J.....Article............ 829
Women Commentators ................ 1165
Writers, RadioTV .................... 1135

www americanradiohistorv com


www.americanradiohistory.com

FRED WARING AND HIS PENNSYLVANIANS
RADIO — TELEVISION -— CONCERTS — DECCA RECORDS
ONE OF AMERICA'S GREAT ENTERTAINMENT INSTITUTIONS
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Godirey, Arthur ........ 1017 KVWO .........oo.... gg1  Mercer. Ray & Co....... 945
Goodman, Al .......... 1108 KWBE ................ 499  Merill Robert ......... 1018
Goodman, Harry S...... 758 Kagran Corporation .... 762 M-G-M Records ........ 793
Goodson-Todman Kallen, Lucille ......... 72 “Mike and Buff”........ 1026
Productions .......... 754 Kearns, Joseph ......... 1038 Miller, Sidney ......... 1037
Gotham Recording Keene, William ........ 1023 Milverne Productions.
Corporation ......... 780 Kennedy, Kevin ....... 1086 Inc. ...l 953
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50 AWARDS FOR
OUTSTANDING

ACHIEVEMENT . . 7% , . ..
f f‘ Producei‘;;:’éf the March of Time
i";’% *&i Television

AND ... These otherwfgezmon Progmm?* ‘Created for the Family Audience —

. o Crusoae mtfke Pacific

" » Ballet de Fro:‘i,t_;le2

"+ American Wit and Humor
‘g@ur Living Lcngu&;ﬁé\

ot * March of T'?me Through the Years

T

«3¢-oo

The Murth of\ 'I'l‘m

369 Lexington Avenue @ Mﬂw York 17,N. Y. o JU6-1212
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Miner, Jan ............ 1034 Presto Recording Scanlon, Art ........... 1088
Mr. Wizard ............ 763 Corporation .......... 1224 gcheck, George ........ 1125
Modell, Arthur B.. ....... 1119 Product Services. Inc.... 151 Schneider, Dick ........ 1128
Montgomery, Robert .... 82  PSITV.Inc. ............ 750 Scott, Mark ............ 1055
Morgan, Raymond R., Co. 144 Pulaski, Frank ......... 1041 Scripps., William J.,
Morris, William, Agency. Pulse, Inc., The......... 108 Associates .......... 150
Inc. ... . il 128 Putnam, George ........ 142 SESAC Transcribed
Morse, Carlton E........ 1136 Library .............. 12
Murphy, Stanley. —_— Q [— Shear, Barry ........... 1130
Productions .......... 771 Sheldon, Earl .......... 1112
Murray. Jan ...... ..., 80  Queen for a Day....... 144 gheldon, Herb ......... 1082
Mutual Broadcas'ing Quigley. Robert ........ 1028 Sherman, Paul ......... 1088
System. The ......... 110 Sherman & Marquette. .. 147
—_— R -_ Sherwood. Bobby ....... 1026
—_ N —_— Sherwood, Gregg ...... 154
Radic Cadena Nacional Shore, Dinah ... .n.o... 22
National Broadcasting SA, o 737 Silpert. Bill 1090
Company ......... 862-863 RCA ............ Back Cover . CoT
NBC Radio Network. .. .. 114 RCA Custom Record Simon, Erie ........... 1143
NBC Spot Sales. ........ 2 Sales ............... 778 Skz?lton, Red ........... 42
Nelson, Jimmy ......... 19 RCA R_ecorded Program Snu'th. K.ate ............ 56
Newman, Cy. Productions 772 Services .......... 786-787 Smith, Sid .. e 1133
Nimmo, Bill ............ 51 Radio Luxembourg ..... 228 Snader Telescriptions
Nusbaum. Mort ........ 1142 Radlo Programas de COIPe v vveieieaaneans 932
Mexico .............. 734 Span., Al .............. 1120
. O _ Badio Recorders ....... 792 Spotlight Promotions .... 898
BRaeburn, Bryna ........ 1028 Stark, Charlie .......... 1088
Olsen, Johnny ......... 1093 Raine, Lorry ........... 1044 Stark, Dick ............ 78
Owens. lack .......... 1027 Rambeau, William G.. Station Distributors, Inc... 953
Co.Inc. ............. 227 Sterling, Jack .......... 1083
- P - Reeves Sound Studios, Sterling Television Co.,
Inmc. ... ... 933 INCe e 952
Painton, Lee ........... 1122 Reiner, Carl ........... 73 Stern, Bill .............. 1052
Palladium Radio Rickey. Al ............ 1111 Stone, Cliffie .......... 1014
Productions, Inc. ..... 772 Ringling Bros. and Storer Broadcasting
Parsonnet TV Film B.&B. .............. 32 Company ........... 256
Studios, Inc. ......... 928 Ritz Brothers. The ...... 1032 Streech, Wilbur,
Parsons, Louella ....... 1071 Rockhill Radio, Inc...... 752 Productions .......... 949
Paul, Charles .......... 1114 Rogers, Roy ........... 88 Susann, Jacqueline ..... 1033
Paul, Ralph ........... 94 Rorabaugh, N. C.. Co....1260 Swayze, John Cameron. .1068
Peerless Film Processing Ross, Murray .......... 1114 Sylvern, Henry, “Hank”. .1112
Corp. ..., 999 Roth, Allen ........... 1108
Pembrex TV ........... 1228 Runnion, Guy ......... 1070 _— T —_—
Penn, Arthur .......... 1132 BRussell, Bob ........... 1035
Philco Television Russell, Don ........... 1006 Tqubman, Paul ......... 1113
Playhouse ........... 802 Russell, Jack ........... 71 Teevee Co.. The......... 956
Phillips, Brad .......... 1088 Russell. Todd .......... 1097 Telecast Films, _Inc ....... 935
Piano Playhouse ....... 1016 Tel Ra Prodfucl_lons ...... 967
Piczza, Marguerite . .. .. 70 S Tennessee Ernie ....... 1014
—_— —_— Thorgersen. Ed ......... 943
Pickens, Jane .......... 1018 Tice, Olin ............. 1084
Pincus, Norman & Irving. 769  Sanford, Charles ....... 74 ;olk;n' N;e}i_l ------------ 1033
onken, Phil ...........
i::icsl;:;ki.ﬂc::aﬂes """ 1124 :Zix:ieyl.ngoseph """" ”;2 Trans-Lux Corporation ..1226
. R Trendle-Campbell
Laboratories, Inc. .... 924 Satenstein, Frank ....... 1131 Enterprises, Inc. ...... 298
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S5 ARRA—SHOOTS TO SELL...

Sarra’s team of video and audio specialists
are advertising men first. They work together
to create TV commercials which dramatize
product appeal through story boards that are
planned and executed with verve and
imagination, interpreted through ingenious
live action, stop motion and animation.

Technical skill and the unvarying excellence
of Sarra’s Vide-o-riginal prints, made in
Sarra’s own laboratories, assure the same
clear, brilliant home screen reproduction
every time.

When you give Sarra your assignment you can
be sure that the camera is always focused on
the main target . .. sales.

You call the shots . . . let Sarra make them!

> SRR

SPECIALISTS IN VISUAL SELLING
New York: 200 East 56th Street
Chicago: 16 E. Ontario Street

PHOTOGRAPHIC ILLUSTRATION ¢ MOTION PICTURES e SOUND SLIDE FILMS e TELEVISION COMMERCIALS
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Greetings from

RINGLING BROS.

BARNUM & BAILEY
CIRCUS

NORMAN CARROLL
DIRECTOR of RADIO and
TELEVISION PUBLICITY

[HE GREATEST SHOW ON FARTH
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LDV ERT INDEX
= e = ———=
Tunis, Hal ........... .. 1095 WFPG ................ 506 WQXR ................ 534
TV Exploitation Sales. ... 952 WGN ................. 402 WRAK ................ 609
TV Movie Club, Inc.. .. .. 947 WGN.TV .............. 888 WRBL ........ ......... 392
WGST ................. 387 WRDW ... .............. 390
—_— U I WGY ... 540 WRFD ................ 573
WHAM ............. .. 538 WRNL ................ 665
United Film and WHBF ................. 414 WROV ... 667
Recording Studios .... 951 WHEN ................ 901 WSAM ................ 474
United Press ........... 14 WHLL ... ..., 520 WSAZTIV ............. 916
United Recording Labs... 793 WHLM ................ 589 WSB. WSB-TV ......... 388
United Television WHOL .. .............. 588 WSJS ................. 558
Programs, Inc. ... ... 98 WHOM ............... 524  WSRS ................. 566
United World Films, Inc.. 942 wqp . 594  WSYR ................ 542
Unity Television Corp. WHUM .. .............. 910 WTHI ................. 421
Inside Back Covers ’
Universal Broadcasting WIAC ................. 700 WTIC ................. 364
System ... ...r 96  WIBG ................. 603  WTRY ................ 541
WICC ............ ... .. 366 WVNI ... 507
WIDE ................. 447 WWDC ............... 372
e V —_— WINS ................. 526 WWI 462
. WIOD ................. 380 WWRL ................ 544
Valentino, Thomas [.. Inc. 788 WIP 602 Wallach, George . ... ... 929
Van Praag Productions.. 851 o,y .. 807  Waring, Fred .......... 24
Video Pictures, -lnc.. .... 937 WITH ..o 453 Wayne. Bernie ........ 84
Volcano Productions ... 957 yneqy 907  Webster, Toney ........ 72
WIJAX, WJAXFM ....... 376 Welles, Barbara ....... 1036
R W —_ WINO .. ............... 385 Western Recorders ..... 795
WIR ............ ... 264. 465 White, Betty ........... 1039
WAPA ................ 698  WKBW ............... 516  Williams, Billy,
WATV ... . ... 897 WERNX-TV ... 894 Quartette . .......... 72
WAZL ... 593 WLAM . ... ... g43  Willis. Richard ......... 1024
WBAL ................. 451 WLIB .o 528 Willys, Sunday ........ 1047
WBAP ................ 640 WLOU oo 437 Wismer, Harry ........ 10
WBOC ................ 455 WLS oo 407 Wolf Associates, Inc..... 755
WCAU, WCAU-TV ...... 598 WLW o 276 World Broadcasting
WCCC o 365 WMAL 471 System, Inc, ....... 782-783
WEFL .o 404 WMAM ...l 684
WCMB ..o 597 WMARTV ............. 892 —Y—
WETC o 508 WMBM ................ 437
WCYB ................ 660 WMBR . oo 377 Yankee Network, The... 290
WDBO ............. ... 381 WNBK o 904 Young & Rubicam. Inc... 122
WDSU ................ 444 WNBW 886 Young. Alan .......... 1019
WDSU-TV ............. 891 WNEW . 530 Young. Victor .......... 1113
WDTV .. ... 908 WNIR oo 506 Your Show of Shows.... 67
WEAV ................ 536 WORL oo 651 Yurdin, Clay .......... 1130
wewr T Gy WOND L
WERG s92  WOR ... 300 — 7 —
WEVD ................ 523 WOV e 532 . -
WPAT ... 509 Zenith Radio Corp....... 804
WFAS, WFASFM ...... 544 WPIX . 898 Ziv, Frederic W., Co.
WFBC ................ 616 T ottt Inside Front Covers
WFIL, WFIL-TV ... .. .. 600 WPOR ................ 449 Ziv Television Programs,
WFMI ... ... ... 574 WPRO ................ 610 Inc. ... ... 806-807
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AM, TV, FM ALL ON MARCH

Interest RekindledInFM
As Each Medium Gains

By PAUL A. WALKER, Chairman

Feelgriid [ o o ek o

S FAR AS broadcasting is con-

4 cerned, 1953 should see a con-
tinued expansion of TV primarily,
with more small day-time AM sta-
tions squeezing into the standard
broadcast band, and prospect of re-
kindled interest in the hardly
scratched possibilities for FM.

The rocketing attention to TV,
which had its impetus in the removal
of the freeze last year, has since been
augmented by many new station grants, the first transcontinental inaug-
ural telecast and other popularizing events. Figures vary from week to
week, but the post-freeze TV grants are now more than twice the number
of the previously existing TV stations. Every state will soon have one or
more TV authorizations, and new non-commercial educational TV facilities
should grow proportionately.

Many day-time AM stations of modest power continue to wedge into the
congested AM spectrum, with the result that more than 2,500 AM stations
now hold authorizations, and several hundred applications for new AM
facilities are pending.

Also, new interest is being evinced in FM. Though many FM construe-
tion permits have been surrendered since 1948, the number of licensed FM
stations has shown a net increase each subsequent year. At the present
time, more than 700 FM stations are authorized, of which number more
than 100 are non-commercial educational outlets attracted largely by op-
portunity for economical low-power operation.

But the actual number of programming stations is not the only thing
the broadcaster should be interested in. Radio authorizations on the books
of the Commission now, for the first time, exceed the 1,000,000 mark. Many
of these affect the broadcaster directly or indirectly.

For example, more than 1,500 authorizations are for operation of auxil-
iary broadcast services, such as remote pick-up, studio-transmitter links,
and experimental and developmental facilities.

Then there are nearly 700,000 authorizations for radio operators of dif-
ferent classes to operate broadeast and other radio stations. Non-broadecast
radio station authorizations now exceed 225,000. They cover many more
portable and mobile transmitters. And the 115,000 amateur radio oper-
ators constitute a training ground for future manpower requirements of
the radio industry.

In addition, the common carrier regulation is of vital concern to the
broadcaster, because it is a factor in what he pays for program relay,
whether it be by microwave or coaxial cable or ordinary telephone lines.
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GUY LOMBARDO

and his

Royval Canadians

AMERICA'S NUMBER ONE BAND

HOTEL ROOSEVELT GRILL, NEW YORK
F. W. ZIV CO. TRANSCRIPTIONS
DECCA RECORDS
CONCERTS

NUMBER ONE WITH FANS AND EDITORS

Publicity: DAVID O. ALBER ASSOC.. Gene Shefrin
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CHALLENGE --AND SUCCESS

A Tribute To Success Of ’'52; Challenge Of ’53

By HAROLD E. FELLOWS, Presideni

MNarlonel dsacintion of Hadic Ielevigion Broaoncasiars
"I'HE broadcast media appear cral years. In January, 1952,
destined for their most suc- thcre were only 107 operative
cessful year in 1953. This pre- TV stations and 15 million re-
diction derives from careful ceivers in circulation. By the
study of economic trends, and end of the year the number of
from conferences with broad- stations had risen to 129, due to

casters in markets of every sizo
throughout the nation—realistic.
shirtsleeve sessions wherein the
industry’s positive and negative
factors were discussed frankly
and fully. On these bases, I fore-
see greater listening and view-
ing, keener competition for audi-
ences and markets, increased revenues—
and more responsibilities and problems—
in the year ahead.

Broadcasting thrived in 1952. Radio’s
net time sales of more than 464 million
dollars (after discounts and commissions),
according to recent industry estimates, set
a record for the medium, reaffirming its
claim as the most economical mass ad-
vertising method yet devised. Its cover-
age was also greater than ever before.
With 110 million receivers in circulation,
all but two per cent of the public had
access to radio.

Despite the three-year construction
“freeze,” finally lifted in mid-April, 1952,
the net sale of time by television stations
and networks totalled nearly 289 million
dollars for the year.

A billion dollars’ ‘worth of business for
the two media in 1953 does not appear too
wild an estimate.

Income, however, is by no means the
sole criteria of broadcasting’s worth.
Radio and television in 1952 cooperatively
staged one of the most successful cam-
paigns ever launched; and through it they
sold an intangible—"“good citizenship” to
the hilt. Participating wholeheartedly in
the nationwide “Register and Vote” cam-
paign staged by the National Association
of Radio and Television Broadcasters in
conjunction with the American Heritage
Foundation, radio and television solicited
—and delivered—a record vote of more
than 60 million ballots in the Presidential
election, a drive which enlisted the co-
operation of all networks as well as 3,090
local and TV stalions.

The lifting of the TV “freeze”’—prob-
ably the most significant single industry
development in 1952—instituted a ‘boom
which appears likely to continue for sev-

35

spirited bidding for -allocations
as the public demanded com-
plete national coverage, with 20
million sets in circulation.

Barring any cut-backs necessi-
tated by increased defense pro-
duction, it isn’t unreasonable to
believe that another one hundred
stations will be on the air by the end of
this year, or that the sets-in-circulation
will soar to nearly 30 million. Before dis-
counting this as a fantastic prediction, re-
call if you will, that the majority of past
television estimates have proven to be
models of conservatism!

While NARTB studies and surveys point
to a successful year for radio and tele-
vision, it must be added that they also in-
dicate problems ahead for both.

There are unmistakable signs of up-
ward trends in operating costs for AM,
FM and TV. Although a five-to-ten per-
cent increase in total retail trade is ex-
pected, wage increases and rising equip-
ment and scrvicing costs also loom, and
intelligent operating economies must be
practiced in order to buoy per-station in-
come. Standardizations of equipment and
techniques are constantly being devel-
oped as an aid to economical operation,
and management is striving for greater
efficiency of personnel, as well.

A tendency toward a “buyers” market
in most consumer goods indicates the
probability of expanded advertising
budgets, and broadcasters will compete in-
telligently and aggressively for an
equitable proportion of this additional in-
come. The likelihood that the excess
profits tax will be terminated or relaxed
by June 30 also augurs well for the
profits picture.

The Jabor situation is another area of
concern. Union membership drives seem
to be accelerating; and with the increasing
interest cvidenced in fringe benefits and
profit-sharing programs by these groups,
it is not likely that many union contracts
will be renewed automatically or with-
out change. Congress indicates an inclina-~
(Continued on Page T75)
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TV LEADING INDUSTRY RISE

Radio Figures Also Soaring To Record Heights

By FRA

I;ADIO and television business
& was good in 1952 and if pre-
dictions are accurate it will be
even better during 1953. This op-
timistic outlook is not the dream
of a soothsayer. It's predicated on
facts and figures during the past
year and projections for the year
ahead.

Television is on the threshold
of tremendous expansion as new
markets open up and the demand
for telecasting equipment and
receivers exceed the output of
production lines. The wise ones say that
the industry will produce around 6,500,000
sets during 1955 with a total retail value
of around $2 billion. Other millions will
be spent for transmitters, studio equip-
ment and camera-chains as more stations

g0 on the air. °

The radio picture, too, looks promising.
Today, according to BAB figures, there
are 112,000,000 radio sets in operation in
U. S§. homes. In addition, 27 million car
radios are in daily use. Production sched-
ules of leading manufacturers continue to
be high for -all models of radio receivers
with table and car radios leading in
popularity.

Turning from the manufacturing pic-
ture to the business of broadcasting, it is
estimated that the radio net time sales for
1952 was over 465 million dollars as com-
pared to 451 million in 1951. Spot sales
and region networks showed the greatest
-increase in time sales with the volume of
network sales reported to be down as
compared to 1951.

An all-time high of $17,462,216 in tele-
vision billings for December brought total
network TV gross charges to $180,794,780
for 1952, according to Publishers’ Informa-
tion Bureau’s monthly report. The past
year's total compares with $127,989,713 in
1951, $40,778,885 in 1950 and $12,294,513 in
1949.

The programming pattern in radio has
been interesting. News, as always, has
been an easy sale and music programs
have been next in popularity. However,
recorded dramatic and mystery shows
with good merchandising tie-ups have
been increasing in popularity.

In television, variety programs, quiz,

37
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forums and news rate high in
the estimation of the viewers.
The filmed programs are increas-
ing in numbers; and this year will
see an even greater percentage
of the programming on films.
This is especially true in secon-
dary markets where limited pro-
gram budgets make it necessary
to by-pass live talent shows and
present movies, short subjects
and kines to the viewers.
[ ]

Trade organizations continue to
become more active, with the
National Association of Radio and Tele-
vision Broadcasters under President
Harold E. Fellows doing a good job for
the radio and TV broadcasters. Two other
organizations which have made great con-
tributions to the broadecasters the past
year are Broadcast Music, Inc., and Broad-
cast Advertising Bureau. BMI and BAB,
which conducted successful sales and pro-
gramming clinics last year, plan to pool
their efforts this year and will jointly
sponsor radio clinics under auspices of
state associations this summer. These
meetings, timed not to conflict with
NARTB district meetings, hold promise of
engendering even more enthusiasm in
radio sales for the year 1953. It is signi-
ficant to note that radio and television
time sales on the local level increased
immeasurably the past year and will prob-
ably continue to rise during 1953.

[ ]

Other associations also having made
valued contributions to the industry the
past year include the Radio Television
Manufacturers Association and Better
Business Bureau. Both took an active part
in establishing ethical practices in the
sales and servicing of television sets dur-
ing the past year.

L ]

The wvaried activities of industry or-
ganizations have without question done
much to sustain interest in commercial
radio and to aid in the expanding tele-
vision broadcasting field. They have
worked hand in hand with networks and
stations in keeping communications to the
fore as advertising media. That they
have succeeded is indicated from the busi-
ness outlook for 1953.
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JIMMY NELSON
DANNY O'DAY

“THE MAHOGANY KID"
and

HUMPHREY HIGSBYE

— X X X —

FEATURED ON THE

TEXACO STAR THEATRE
NBC—TV

— X X X —

PERSONAL MANAGEMENT

LOUIS W. COHAN

1776 BROADWAY NEW YORK, N. Y.
203 N. WABASH AVE. CHICAGO, ILL.

FARFEL
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As Selected by Nation’s Radio-TV Editors

Radio Television
— MAN OF THE YEAR
ARTHUR GODFREY BISHOP FULTON J. SHEEN
CBS-Radio Du Mont TV
WOMAN OF THE YEAR
EVE ARDEN LUCILLE BALL
CBS-Radio ————— CBS-TV
— DRAMATIC SHOW OF THE YEAR —
THEATER GUILD ROBT. MONTGOMERY PRESENTS
NBC-Radio NBC-TV
COMEDY SHOW OF THE YEAR
JACK BENNY "I LOVE LUCY”
CBS-Radio CBS-TV
___ VARIETY SHOW OF THE YEAR —
"THE BIG SHOW" "SHOW OF SHOWS”
NBC-Radio NBC-TV
__ MUSICAL SHOW OF THE YEAR —
FIRESTONE HOUR FRED WARING
NBC-Radio CBS-TV

—— COMMENTATOR OF THE YEAR ——

EDWARD R. MURROW JOHN CAMERON SWAVYIE
CBS-Radio I — NBC-TV
DOCUMENTARY OF THE YEAR ——

"THE PEQPLE ACT" "VICTORY AT SEA"

CBS-Radio —_— NBC-TV
QUIZ SHOW OF THE YEAR ——
GROUCHO MARX "WHAT'S MY LINE”
NBC-Radio CBS-TV
——— SPORTSCASTER OF THE YEAR ——
BILL STERN MEL ALLEN
NBC-Radio —_— NBC-TV
CHILDREN’S SHOW OF THE YEAR ——
"LET'S PRETEND" KUKLA, FRAN & OLLIE
CBS-Radio NBC-TV

—— SONG HIT OF THE YEAR ——

"YOU BELONG TO ME" "WISH YOU WERE HERE"
BMI  ASCAP
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Red Skelton
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TV SURGE HIGHLIGHTED ’'52

Video-Equipped Homes Increased 40% In Year

By BRIG. GEN. DAVID SARNOFF
e

Radio

"l\ ELEVISION greatly extended
its service arca and enlarged
its stature as one of America’s
major industries in 1952. Tele-
vision-equipped homes increased
from 15 million in 1951 to nearly
21 million at the end of 1952—a
gain of 40 per cent.

New opportunities for contin-
ued expansion of television and
all phases of electronics took
definite shape this year in the
development of the latest marvel
of science, the transistor. This
tiny device. which performs many of the
functions of electron tubes, has reached
a stage of development that demonstrates
the profound influence it will have on the
future of electronies and communications.
Its further development will greatly
broaden the base of the clectronics art,
enabling it to expand into many new fields
of science, commerce and industry.

The two most significant steps in tele-
vision progress during the past year were:
the licensing of new stations permitted
by lifting of the TV station “freeze,” and
the opening of UHF (ultra-high frequen-
cies) for television broadcasting.

Today forty-seven per cent of Amer-
ican families have television sets, and
more than sixty-five per cent of the popu-
lation is within range of one or more TV
stations. At mid-December, 117 TV sta-
tions were on the air. Construction per-
mits had been granted to 135 others, many
of which plan to be in operation during
1953.

As a result, new markeils will open as
television broadcasting service spreads.
An indication of what may be expected
is found in the plans of the RCA Service
Company to open thirty-four additional
service branches in 1953. In the interna-
tional field, RCA has supplied equipment
for fifteen television stations in Canada,
Brazil, Cuba, Hawaii, Dominican Repub-
lic. Mexico, Venezuela and Italy.

Further progress has been made during
the year with the RCA compatible color
television system and its tricolor tube.

During 1952 RCA and NBC engineers
have been field testing color television
standards evolved by the National Tele-
vision System Committee, which is com-
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Chairman ol the Board

UENT

prised of experienced engineers
of the industry. When the field
tests have been completed and
the information evaluated and
applied, the Federal Communica-
tions Commission will be peti-
tioned to review the subject of
color televicion and to set stand-
ards which will permit commer-
cial broadcasting of compatible
color. The field tests have also
produced further evidence of the
practicability and desirability of
a compatible system for service
to the publie, that is, a system which per-
mits owners of existing television sets to
receive color programs in black and white
without any change whatever in their sets.

Television’s great impact on American
life was brought into sharp focus during
the national political campaign. It played
a vital role in presenting the candidates to
the people and in getting out the vote. His-
torians as well as politicians will be busy
for some time to come evaluating the full
extent of the influence of television in
politics, and evolving strategy for its most
effective use in future campaigns.

Throughout 1952 the older arts, includ-
ing radio, the press and motion pictures,
felt the added touch of television. Each
medium has stimulated the other to fur-
ther improvement and greater service.
For example, the motion picture series
“Victory at Sea,” produced for television
by the National Broadcasting Company in
cooperation with the United States Navy,
has brought into the homes of the nation
documentary proof of the defeats and tri-
umphs of World War II and the heroism
of our fighting men at sea, on land and in
the air.

The live-talent telecasts of “Opera in
English,” originated and developed by the
NBC, have provided a new dimension and
significance to this field of entertainment
and education. Among the “Operas in Eng-
lish” have been “Amahl and The Night
Visitors,” “Billy Budd,” and “Trouble in
Tahiti.”

As further evidence of the creative ef-
forts of the NBC in program pioneering,
Robert E. Sherwood, noted dramatist, has
been engaged to write nine original plays
for television, the first of which is sched-
(Continued on Page 83)
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PICTURES — TELEVISION — RADIO — RECORDS
AND

JIMMY DURANTE MUSIC PUBLISHING (0., INC.

MANAGEMENT:
WILLIAM MORRIS AGENCY

NEW YORK — CHICAGO — HOLLYWOOD
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STOCKS IN REVIEW

| 1952

A st

HIS rapid-glance survey of leading radio and television industry stocks show

how they stood at the beginning of each quarter of 1952 and on January 1,
1953. The figures used arve for the first business day following the first calendar
day of each quarter where the first day of each quarter did not fall on a regular
working day.

Dec. 31 Apr. 1 Jul. 1 Oct.1  Dec. 31

BBC ... ... 11% 11V, 9% 97 9%,
Admiral Corp. ............ 26% 2673 28 30%s 30
Am. Tel. & Tel............. 1564 1542 154 1527% 15934
CBS A ................... 34y 37% 34V, 36% 39

CBSB .................... 34% 37% 344 36% 3915
Gen. Electric .............. 591, 58% 627 63% 72%
Philco .................... 27 29%;, 33Y4 33 3514
Philco Pid. ................ 82 86 89 84 87,
RCA Common ............ 2312 27V 2654 27V 28%s
RCA First PId.............. 72V 77 74% 75% 80V
Stewart-Warner ........... 197 1834 1974 1978 224
Westinghouse ............. 3974 3653 3912 42 47%,
Westinghouse Pid. ........ 96 99 98 9973 991,
Zenith Radio ............. 672 78 82 - 81V 81

2 Ad

Du Mont Lab......... ..... 16%4 17 16 17 % 16

Hazeltine Corp. (Split in '52). 42% 3958 43V, 2473 251,
Nat. Union Radio.......... 3% 3 3l 27% 2%

OVER THE COUNTER
Bid Ask Bid Ask Bid Ask Bid Ask Bid Ask
Stromberqg-Carlson .. 12% 132 14% 157% 14% 16% 173 19% 17% 19

I P £ gt b T I 1 M e -t S A S NG L S 0 ) £ S - )
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PRODUCTION NOW AT PEAK

RTMA Expects $4,000,000,000 Total

In 1953

Ry JAMES D. SECREST, Executive Vice Praalden!

pe f EEOPIRID

rf'HE radio-TV-electronics in-

dustry achieved a new pro-
duction peak in 1952 and looks
forward to bettering that record
in 1953 in the manufacture of
both civilian and military equip-
ment.

An estimated 6,096.273 TV sets

and 9.711.236 radios were pro-
duced in 1952 with a combined
value at the factory level of

about $1.3 billion. Seven million
of the radios were home scts
and portables; the remainder
were auto sets. Deliveries of electronic
equipment and parts to the Armed Serv-
ices in 1932 were valued at $2.5 billion,
while sales of transmitting and communi-
cations equipment and replacement parts
accounted for another $250 million or

more.
Thus the combined dollar volume
achieved by the industry in 1952 ex-

ceeded $4 billion. At its World War II
peak. the industry's military production
rate was at the annual rate of $3.5 bil-
lion, and its highest peacetime volume was
$1.9 billion in 1950.

The 1952 record of industrial produc-
tion was madc possible by substantial ex-
pansions in plant facilities since the out-
break of the Korean War and the early
adoption of conservation techniques
which greatly reduced the industry’s con-
sumption of scarce metals in the manu-
facture of radio and TV sets.

Termination of the “freeze” on new
TV station construction in mid-1952
marked a turning point in the post-war
history of commercial television. It made
possible a nation-wide TV service and
the opening of TV markets in virtually
every city and town of the United States
during the next few years.

Resumption of the issuance of TV con-
struction permits by the Federal Com-
munications Commission had an immedi-
ate effect en the dormant transmitter in-
dustry and gave receiver manufacturers
some sales stimulus during the second
half of 1952 and a greater psychological
“H7 in anticipating 1953 business, The
growing popularity of 2 sccond TV re-
ceiver in the home also stimulated sales
in established matkets.

With the renewal of TV station licens-
ing, Ultra High Frequency (UHF) tele-
vision got its first try-out and quickly
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proved its ability to provide
service equal to that of the VHF
stations in primary viewing areas
and with less susceptibility to
man-made interference.

Set manufacturers began im-
mediately to make available
UHF converters. tuners, and
other reception facilities and to
redesign a portion of their re-
ceivers for dual TV reception of
both VHF or UHF stations.

Substantial progress was made
by the industry in develcping a
system of color telecasting which can be
received in monochrome on most present
TV sets. The National Television System
Committce. under the direction of Dr.
W. R. G. Baker, Director of the RTMA
Engineering Department, worked out the
new color signals and prepared for field
tests of the proposed system in 1953.

Further tests of equipment and approval
by the Federal Communications Commis-
sion will be necessary before this color
television can become a commercial
reality.

Under pressure of fulfilling both mili-
tary and civilian requirements, the elez-
tronics industry greatly expanded its
plant facilities in 1952. Likowise, factory
employment rose about 20 percent and,
according fo the U. S. Employment Serv-
ice, exceeded 400,000 for the first time
since World War IL

Despite material shortages. the industry
by means of high production and con-
servation held prices well bel>w ceilings
established by the Cffice of Price Stabi-
lization. Screen sizes of television re-
ceivers continued to increase and other
improvements were added. Ccnsequently,
values reached a new high.

The outlook for the eleztronics indus-
try in 1953 is very encouraging. While
estimates vary. it seems likelv that from
75 to 100 new TV stations wi!! go on the
air this year. Many of thesc will ke in
virgin markets. Others will make tele-
vision more desirable in areas where TV
programs have been limited to one or
two stations. All will add to the potential
TV audience.

Manufacturers expect to produce and
sell not less than 6.500.000 TV sets and
more than 10 million radios in 1953. At
the same time they will meet all military
requirements,
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SPADE COOLEY

“THE SPADE COOLEY SHOW" —TV

Decca Records ® Santa Monica Ballroon: ® Motion Pictures ® Standard Transcriptions
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SONG HITS OF 1952 |

(January 1, 1952 to January 1, 1953)

The 35 song hits with the largest radio and television audiences listed
below in ovder of the total ACI points received in the ACI surveys during
1952. (Songs in stage or filin productions are indicated. Songs currently
active are marked with an asterisk. Songs whose activity began on the
ACI surveys during the fall of 1951 are noted by the 1951 date.)

WA

Fevr At N A
Strwe TR LK Ny vt bsHIER AL POLN TN x4 RV E DY
Any Time (Hill & Range). . ... ..... ... .. ... .......... 33,960 33
*Wish You Were Here (Chappell). . . ... ... . .......... . 27,732 26
Blue Tango (Mills). . ... ... ... ... .. ... ... ... ....... 26,904 35
*You Belong To Me (Ridgeway). .. ... ..... ... ............ 25,170 21
Cry (Mellow) . ... ... 23,829 21
Be Anything (But Be Minz) (Shapiro-Bernstein). ... ... ... 23,600 24
Slow Poke (1951) (Ridgeway). . .. ... . ... .. .. ... ....... 22,540 18
Please Mister Sun (Weiss-Barry) .. ... ... ... .. ... ... .... 22,063 22
Be My Life’s Companion (E. H. Morris). . ... ........ ... .. 21,227 23
Walkin’ My Baby Back Home (DeSylva-Brown & Henderson) 20,991 31
Kiss Of Fire (Duchess). .. . ... . ... ... ... . . . ... ... .... 20,046 24
Wheel Of Fortune (Laurel Music). . ............... . .... 19,496 21
Singin’ In The Rain (Robbins}. .. .. ... ... .. ... ... ..... 17,009 27
I'm Yours (Algonquin). . ............ ... .. ... . ...... 16,379 24
Blacksmith Blues (Hill & Range). .. ... .......... ...... 16,012 21
Lover (Famous) ... ... ... ... . ... ... . ... ... ... 15,763 39
Tell Me Why (Signet). . ... ... .. ... ... .. .. ... .. ..... 15,648 18
*Somewhere Along The Way (United). ... ... .. ........... 15,507 27
Undecided (1951) (Leeds). .. ........................ 14,948 20
Forgive Me (Advanced). .. ... . ... . ..... .. ... ... .... 14,938 23
*Because You're Mine (Feist). .. .. ... ...... ........... 14,926 20
*Glow-Worm (E. B, Marks). . .. ... ... . ... ... . ... ..., 14,116 19
*Jambalaya (Acuff-Rose) .. .......... ... ... . ... ...... 13,880 20
Auf Wiederseh’'n Sweetheart (Hill & Range). .. ... ... ... .. 13,772 19
I'ltl Walk Alene (Mayfair). ... ... .. ... ... ... .. ..... 13,517 23
Zing A Little Zong (Burvan). .. . ... ... ... ... L 13,302 21
Half As Much (Acuff-Rose). .. ........... .. ... ... .... 13,167 23
*1 Went To Your Wedding (St. Louis). ... ........... .... 13,164 19
Little White Cloud That Cried (Spier). .. ... .. ... ... ... . 12,688 15
A Guy Is A Guy (Ludlow). . ... ... ...... ... ... ... .... 11,500 19
Am ) InLove (Famous). . ......... ... .. .. ............ 11,418 19
Down Yonder (1951) (La Salle). . ... ................ ... 11,396 17
Delicado (Remick) ... ... ... ... ... ... ... .. ... ... ... 11,337 21
| Could Write A Book (T.B. Harms). . .. ........... ..... 11,046 20
|1 Hear A Rhapsody {(Broadcast Music). ... ......... ..... 10,981 17

Copyright, 1953, Office of Rescarch, Inc.
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BILL NIMMO

Announcer — M.C.
“"The Jackie Gleason Show”’

"“Pabst Blue Ribbon’’

CHARLES CONAWAY CBS-TV

Management
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Best Wishes
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A.W. R.T. SCOPE

IDENING

Projects Now Carried OQut On A National Scale

By DORIS CORWITH

?I‘HE strength of any organiza-
tion is based on the soundness
and integrity of its objectives,
the loyalty and contributions of
its members, and its wvalue to
society. As AWRT comes to the
close of its second year, an ac-
counting to the industry is a
welcome privilege.

The 1952 AWRT Convention in
Detroit, under the chairmanship
of Edythe Fern Melrose, of
WXYZ and WXYZ-TV, brought
300 members together from all
parts of the U. S. for three days of busi-
ness meetings, panel discussions, formal
spceches and gala entertainment. New of-
ficers eleccted to serve until April 1954
were Doris Corwith, NBC, president;
Dorothy Fuller, WBET, eastern vice pres-
ident; Alice Friberg, WCYB, southern vice
president; Elizabeth E. Marshall, WBEZ,
central vice president; Mollie Morse.
KFMB, western vice president; Jane Dal-
ton, WSPA, secretary-treasurer. These of-
ficers, together with five directors, whose
terms expire in 1953, form the AWRT
board of directors. To them is given the
administrative responsibility for our or-
ganization.

We closed our organizing Convention
in New York City in April 1951 with 358
members. At the end of 1951, we had 621
on our membership rolls. December 1952
found 6535 active and 108 associate mem-
bers of AWRT, a total of 761. These
women represent all phases of our in-
dustry.

Membership includes subscription to
our monthly publication, NEWS AND
VIEWS. It contains articles of interest to
our members, chapter news, personal
items, and keeps us abreast of develop-
ments zffecting the broadcasting and
television industries.

Local chapters of AWRT are growing
and flourishing. Among the most active
are those in New York City, Washington,
St. Louis, Chicago, Detroit, Atlanta, Los
Angeles, and San Diego. State meetings
have been held in New York, Connecti-
cut, Pennsylvania, Michigan, Illinois, and
Georgia. Regional groups in New England
and The Heart of America have regular
get-togethers on a large scale, and in-
variably well attended.

AWRT established in 1952 an Informa-
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tion Services Committee which
answers inquiries of all kinds.
The New York City Chapter has
instituted a Contact Service
Committee which will assist all
our members in making contacts
when they visit New York.

Projects have been carried out
on a national scale this year un-
der the general theme, “Women
Arve First-Class Citizens.” We co-
opcrated in the observance of
United Nations Day, through the
industry committee under the
chairmanship of Harold Fellows, presi-
dent of NARTB.

Our members have been strongly urged
{o use every possible means to get out the
vote. More recently we have asked them
to interest themselves in the needs of our
public schools: more and better teachers,
more and better buildings and equipment,
and closer relationship between the
school authorities and the public. Some of
our chapters are engaged in local projects.
For instance, the New England Chapter is
working with the Massachusetts State Di-
vision of Child Guardianship to encour-
age wider acceptance of the Foster Home
Plan, with the slogan, “Give a ‘Child a
Home.” In New York State, the chairman
2and her co-workers set up a booth for
women broadcasters at the New York
State Fair, which attracted wide and
favorable attention.

Plans are now moving forward for the
1953 Convention in Atlanta, Georgia,
April 30-May 3. Edythe Meserand, of
New York Cily, AWRT’s first president,
serves as director, and Marguerite Ewing
Schott and Hazel Marsden, both of At-
lanta, as co-chairmen. All activities will
take place at the Atlanta Biltmore Hotel.
At this Convention, five directors will be
elected, the constitution and by-laws will
be revised, work sessions and panels of
distinguished representatives of the in-
dustry will be presented. A post-Conven-
tion tour of Miami and Havana has been
planned through the fine cooperation of
the officials of the Florida resort and the
colorful capital of Cuba.

The officers, directors and members of
AWRT are proud to be an active part of
the great radio and television industry.
We look forward to 1953 as a year of
challenge and growth.
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Exclusive Representative: Press Relations:

Ted Ashley Associates Solters-O'Rourke Associates
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TEN TOP RADIO-TV
NEWS EVENTS
OF 1952

The RADIO-TELEVISION DAILY selections of the top ten news
events of 1952 and outstanding radio-TV broadcasts follow:

1—The election of President-Elect Dwight D. Eisenhower.
[
2—Political Conventions in Chicago.
[
3—The H-Bomb Developments.
L ]
4—Death of King George VI of England.
[
5—~Captain Carlsen and the Flying Enterprise.
[
6—Korean War and Truce Negotiations.
[
7—The Corruption in Governmenti Disclosures.

8—The Steel Strike and Government Seizure.

9—Midwest Floods.

[ ]
10—President-Elect Eisenhower’s Korean Trip.

Ovtstanding Broadcasts
NBC TV—“Victory at Sea.”

CBS TV—Ed Murrow’s “See It Now” from Korea.

ABC TV—*Crusade in the Pacific.”

Mutual—Coverage of the World Series.

Du Mont TV—Bishop Fulion J. Sheen.

—————————————————— ==  ———
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MANUFACTURING MARK SET

Federal Demand A Factor In Record Production

iy TRANK M

‘I'HE radio-television industry,
operating throughout 1952 un-
der the impetus of ever-growing
demands from both the Govern-
ment and the general public,
achieved new all-time records in
production, merchandising, and
servicing of electronic equip-
ment.

As the year closed, the annual
“going rate’” of the industry was
estimated at $5 billion. Present
analyses of market potentials in-
dicate a continuing upward trend
in 1953, with the industry rate approach-
ing $6 billion during the latter part of
the year.

Equipped with the greatest production
capacity in its history, the radio-television
industry is successfully meeting the dual
requirements of manufacturing for the
national defense and the domestic market.
In RCA, this is largely due to the out-
standing teamwork of employees and the
splendid cooperation of suppliers.

While defense production formed the
bulk of the industry’s output in 1952, tele-
vision continued to be the major factor
in the civilian field. The 6,000,000 tele-
vision receivers produced during the year
added more than $1 billion to the indus-
try’s gross income.

America’s overwhelming acceptance of
television as one of our most powerful
mediums of entertainment, culture, and
news is shown by the fact that, in the last
six years, the public’s investment in TV
receivers alone amounts to more than $9
billion. This represents an unparalleled
achievement. It involved the manufacture
and distribution of approximately 23,000,-
000 television sets, of -which nearly 21,-
000,000 are in use today.

In 1953, it is expected that between 150
and 200 new UHF (ultra-high frequency)
and VHF (very-high frequency) stations
will go on the air. Approximately 5,000,000
additional families will thereby be
brought into television’s range of service
for the first time. On the basis of this ex-
pectation, plus the replacement market.
it is believed the industry will distribute
approximately 6,250,000 new television
sets during the next year.

Along with television’s growth, the pub-
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lic's interest in radio broadcast-
ing continues firm. The industry
distributed more than 9,000,000
radio sets in 1952, and expects to
produce a similar number in the
coming year.

As one of the principal manu-
facturers in the industry, RCA
Victor produced as many radio
and television home instruments
in 1952 as Government alloca-
tions of materials permitted. The
greatest demand in the television
field was for 2l-inch receivers.
The public's desire for larger screen sizes
is growing, and this trend probably will
result in substantial sales of 27-inch re-
ceivers by the end of 1953. In radio. the
trend is to small sizes with high perform-
ance. Miniaturization of component parts
and tubes is enabling us to meet this de-
mand in radio.

In the field of defense production, RCA
made an outstanding record throughout
the year.

With the increasing interest in larger
screen sizes for television receivers, the
replacement market is rapidly developing
as an important factor in television mer-
chandising. At the same time, there is a
growing number of television families
with two or more receivers in their homes.

Throughout 1953, the expansion of tele-
vision service will focus greater attention
than ever before on UHF. While the num-
ber of VHF stations will continue to in-
crease, many communities will be served
by both VHF and UHF.

The rapidly expanding UHF television
market is a direct outgrowth of RCA’s ex-
perimental “proving ground,” at Bridge-
port, ‘Conn., where the practical problems
of UHF were solved and virtually the en-
tire industry tested its receiver designs.
Largely as a result of these experiments,
the “freeze” on television broadcast sta-
tion construction was broken in 1952, and
the broadcasting industry hailed the
highly successful inauguration of the first
post-freeze VHF station in Denver, Colo.,
and the first commercial UHF station in
Portland, Ore. The contributions of RCA
and RCA Victor engineers in bringing
television to these new markets included
(Continued on Page 87)
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Top Ten News Selections
Of Networks for 1952

The networks’ evaluation of the top ten news stories follows:

— NBC —

General Eisenhower’s Presidential
victory and the campaign.

The truce stalemate in Korea and
the continuing hostilities.

The death of King George VI of

Britain and the accession of
Queen Elizabeth 1l to the throne.

The steel strike and government
seizure.

The airplane crash at Moses Lake.

The saga of Capt. Carlsen and the
freighter Flying Enterprise.

Prison riots in ceveral states (New
Jersey, Michigan and lllinois).
New labor leadership arises after the
deaths of William Green and

Philip Murray.

President-efect Eisenhower’s
inspection trip.

First live TV pictures of an atom
bomb explosion, together with first
reports of the explosion of the new
hydrcgen bomb at Bikini.

— CBS RADIO —

The sinking of the freighter Flying
Enterprise off Falmouth, and the
rescuc of Capt. Kurt Carlsen.

News of the death of King George
VI of England.

Air tragedy at Elizabeth, N. J., caus-
ing heavy casualties.

New Hampshire primaries in which
the strength of Eisenhower and Ke-
fauver first became apparent.

Missouri floods causing unprece-
dented property loss.

First eyewitness report on atomic
tests at Yucca Flats, Nevada.

General Eisenhower’s homecoming.

Presidential conventions in Chicago.

Presidential election.

Eisenhower trip to Korea.

—CBS TV —

Election of Eisenhower.

The Cold War, including failure of
Korean truce talks.

The increasing threat of inflation.

Development of the H-Bomb.

Death of King George.

Captain Carlsen and the Flying En-
terprise.

Korean
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The Nixon Case.

The corruption
closures.

The Supreme
Steel Case.

The rise of nationalism in Africa and
the Middle East.

— MUTUAL —

General Dwight D.
elected President.

Republican Party regains control of
the Federal Government.

in government dis-

Court ruling in the

Eisenhower is

War overrides peace attempts for
Korea.
Queen Elizabeth |i ascends British

Throne.

Corruption and Communism exposed
in National Governmant.

Desert revolts blast governments in
Moslem lands.

Steel seizure.

Floods surge over Midwestern valleys.

Prisoners riot in ails.

Captain Kurt Carlsen struggles to
save the Flying Enterprise.

— ABC RADIO —

The election of President-Elect Eisen-
hower.

Efforts for truce in Korea.

Dismissals of Morris, McGrath.

The Supreme Court ruling on the
Steel Seizure.

The Flying Enterprise Disaster.

The Prison Riots.

The Death of King George.

The Abdication of King Farouk.

The Schuster Killing.

The Yankees’ Defeat of the Dodgers.

— ABC TV —

The election of President-Elect
Dwight D. Eisenhower.

The National Conventions in Chicago.

The Flying Enterprise Disaster.

The Death of King George.

The H-Bomb Explosion.

The Koje Prison Riots.

The Midwest Floods.

The Seizure of the Steel Industry.

The Issue of Corruption in Govern-
ment.

The Czech Purge.
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TV—AND CANADA POLITICS

Citizen Protests Bring Easing Of Gov't Edicts

By . ALLARI,
4w

"l‘ELEVISION became a hot
political issue in Canada dur-
ing 1952 and remains so in 1953.
Developments forced the Gov-
ernment to modify its previous
policy of a complete monopoly
of television in Canada by the
government-owned Canadian
Broadcasting Corporation. The
modification, however, has gone
only half way, and the struggle
for development of the new
medium in Canada continues.

The Government found its
original policy of permitting only its
broadcasting agency, The Canadian

Broadcasting Corporation, to enter tele-
vision, under fire from its own party. A
meeting of the National Liberal Federa-
tion in Ottawa in the fall of 1952 passed
a resolution demanding that the Govern-
ment immediately permit the develop-
ment of television by independent, or non-
government capital. The National Liberal
Federation is the parent body of the Lib-
eral Party which at present holds the
reins of government in Canada. The Fed-
eration’s resolution reflected grass roots
sentiment throughout the country, par-
ticularly in the four Western Provinces
and the four Atlantic Provinces. These
parts of the country had no television at
all, not even that provided by the Gov-
ernment’s monopoly, and the chorus of
protest had grown to a roar.

In the two central Canadian provinces
the CBC provided limited television serv-
ices with one station in Toronto and one
in Montreal. Each of these operates ap-
proximately four hours per evening, the
Montreal station in both English and
French. Manufacturers are dissatisfied
with the slow rate of television receiver
sales in Montreal where the CBC service
aroused no great enthusiasm. In Toronto,
consistent surveys showed an average of
80% of viewers consistently tuned to U. S.
television stations which come into the
Ontario metropolis.

The Canadian Association of Broadcast-
ers, representing the non-Government sta-
tions of Canada, took every step in its
power to point out to the Government the
great dangers of a state television monop-
oly and the fact that private capital was
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ready to provide service in many
Canadian cities at no cost to the
public treasury. These facts were
also consistently placed before
the public which saw no reason
why Canada should not permit
those who wanted to risk their
capital in bringing television to
Canadians, to do so.

As a result of rising public in-
dignation, the Government de-
cided to modify its policy. As
matters now stand the CBC
monopoly will be broken in any
area where CBC does not have or im-
mcdiately contemplate a television sta-
tion. CBC alrcady has stations in Toronto
and Montreal and has announced its in-
tention of proceeding quickly with tele-
casting stations in Ottawa, Quebec City,
Halifax, Winnipeg, Vancouver, and per-
haps London and Windsor. It will, thus,
still continue its monopoly in all of Can-
ada’s major cities. However, private cap-
ital will be permitted in other areas and
there are about half a dozen of these
where television might be economically
feasible.

The present modification of policy has
not come anywhere near satisfying public
opinion and it seems likely that the gov-
ernment policy will be further modified,
especially if this turns out to be an elec-
tion year, to permit entry by private cap-
ital into television. even in the larger
areas so far exclusively reserved for the
CBC. Some potential applicants are re-
luctant to enter a serious application in
view of the fact that the regulations un-
der which private television stations will
operate have not yet been announced.
There is fear in the minds of some poten-
tial applicants that these might be so
stringenl as to make profitable or merely
break-even operation impossible.

A great deal of interest is being taken
in the possibilities of various forms of
wired television, particularly in the ranks
of the movie industry in Canada.

Meantime, every legitimate step will be
taken by the <Canadian Association of
Broadcasters to permit Canadians to have
television service on a competitive basis
which would mean supplementing Can-
adian Broadcasting ‘Corporation stations
with independent service at no cost to
the public treasury.
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TRIBUTE TO SOUTHERN CAL.

SCBA Exalts Area, Giving Facts And Figures

By NORMAN

127

EFORE getting into subject of
Southern California radio,
let’s take a moment for definition
of “Southern California.” A sim-
ple definition would be the geo-
graphical one: eleven southern-
most counties of the state. Tulare
county to north, Mexican border
to south.

To one who is not acquainted
with Southern <California. it is
hard to imagine this large area
as a single mass market. Those
who have watched the area de-
velop recognize how, with each year, this
becomes more true. California in its
growth spreads out, not up. Communities
that were separated by orange groves
just a few years ago are now connected
by industrial and residential areas. Geo-
graphical description is too simple, how-
ever. Pages could be written to describe
this mass market of 6,442,000 people.

Such description would necessarily con-
tain such expressions as: (1) A population
greater than Chicago, Detroit, and St.
Louis combined. (2) Increase in popula-
tion since 1940 has been 63.7 per cent while
U. S. has had an 18 per cent increase.
(3) 1951 total effective buying power of
$11,100,121,000 represents a 275 per cent
increase since 1940. (4) Retail sales for
1951 were $7,113,881,000, larger than total
retail sales of ‘Chicago, Cleveland and
Milwaukee combined. (5) Retail sales
per capita of $1104 compared to U. S.
average of $976.00. (6) Effective buying
power per capita is $1723, compared to
U. S. average of $1423. These are just a
few of the things that would have to be
said about this mass market and its people
who earn more and spend more.

Now, what about radio for 1953? Based
on facts of ‘what has actually happened to
radio since the advent of television, radio
in Southern California during 1953 will
reach more people than ever before. Since
the pre-television year of 1946, the num-
ber of radio homes has increased 33.6 per
cent. Today, there are 2,096,600 radio-
equipped homes in the area. Naturally,
the first thought that comes to mind is:
“The homes are there, but are the radios
turned on?”.

Let’s look at some indisputable facts
and determine what size audience radio
really has. In 1946, Nielsen shows that 4.65

NELSON
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hours per day per home were
spent listening to radio. In Janu-
ary, 1953, Nielsen shows that
only 3.44 hours per day were
spent listening. That's a drop of
26 per cent in listening per home.
That’s a big loss—we don’t like
it, but it's true.

The average person is thinking
about the radio picture today
stops right there—and that is
where he makes his big mistake.
Radio’s audience in Southern
California continues to be as big
as it has ever been, for the simple, but
logical reason that while each home is lis-
tening 26 per cent less, there are 33.6 per
cent more homes listening. A little less
listening per unit—but many more units.
Which would you rather have; three
quarters or ten dimes?

Bear in mind that the audience which
has been discussed so far does not in-
clude any out-of-home listening. Cali-
fornia, because of its very nature, has
higher percentage of out-of-home lis-
tening than anywhere else in the country.

It used to be that a great many adver-
tisers were writing off nighttime radio in
television homes, Let’'s examine the facts.
According to Pulse of Los Angeles, radio
listening from 12 noon to 12 midnight in
TV homes has consistently increased since
1950. Average quarter-hour TV homes
using radio in 1950 was 14.3 per cent. Even
then, nighttime radio was pretty healthy
in TV homes. But today 18 per cent of all
television homes had radio on during the
average nighttime quarter-hour. That's an
increase of 22.4 per cent since 1950.

Let’'s compare radio’s 11.8 per cent rate
increase for a 33 per cent increase in radio
homes, with what has hapened to news-
papers during same period: today, there
are five metropolitan newspapers in Los
Angeles with total circulation of one per
cent less than the total circulation of four
papers that existed in 1946. The advertiser
must pay 50 per cent more than he did in
1946 to reach 99 per cent as large an
audience.

When the hosewife does her marketing
today, she compares price of one product
against another and prices of one store
with those of another store. When you
buy advertising, compare one medium
with another, and if you do, you'll look
twice at radio, and buy.

™
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GET IT DONE VOLUNTARILY

The Basic ldea Behind The Advertising Council

By HOWARD |. MORGENS. V.P. in Charge of Advertising,
The Procter & Gamble Company

rl‘HE Advertising Council is
based on a simple and funda-
mental idea. It is based on the
idea that—if you can inform the
American people and constantly
remind them of the many vital
tasks which must be accom-
plished in the public interest—
the people themselves will take
the necessary action voluntarily.
Through the Advertising Coun-
cil, business in general and the
advertising industry in particu-
lar, have succeeded in using the
great force of advertising to get things
done the voluntary way.

There is, after all, one concept or one
fact that is of tremendous importance in
the world today. It is the very difficult
and disturbing fact that a great many peo-
ple today believe that the way to get
things done is to turn more and more to
state direction and control instead of
relying on the voluntary action of free
citizens.

On a global scale, of course. this fact
splits the world into two ideological
camps. The world today is in effect half
slave and half free—a condition which
Lincoln said could not long endure. The
communists see the individual wholly as
a crcature ot the state subject to its com-
plete direction. We believe in the dignity
and in the free action of individuals.

The basic fact, in other words, is that
there are two ways of accomplishing
things. One is the voluntary way and the
other is the way of compulsion. The rca-
son that business supports the Advertis-
ing Council so enthusiastically is that it
actually gets things donc the voluntary
way. And each time the voluntary way
works, America moves another step away
from state dircction and compulsion and
all its dangers to our political and eco-
nomic liberties.

Let me give you a few examples of the
kind of thing I am referring to—examples
of the Advertising Council at work.

When World War II was only a few
months old, bills were introduced into
Congress making savings compulsory as
a wartime measure. These bills were never
enacted into law because seven success-
ful war loans made them unnccessary.
The Treasury Department has given large
credit for these successes to the Advertis-
ing ‘Council campaigns.
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A bill to draft nurses was not
needed because the Advertising
Council’s recruitment campaign
resulted in a tremendous increase
in the voluntary enrollment of
nurses. We didn’t need “work or
fight” laws. Women werc re-
cruited from their homes by the
millions to “man” the war plants.

“Rosie, the Riveter” was morc
than a song; it was part of a
huge ‘“manpower” advertising
campaign.

At the war's end, the Adver-
tising Council was not demobilized like
so many other ‘war-born agencies, be-
cause it was felt that this powerful mecha-
nism for informing and persuading the
masses of people in this country would be
nceded to help solve the country’s new
problems in the voluntary way. Here are
examples of the Council's post-war work:

On September 10, 1951, the Advertising
Council began a campaign to step up
donations of blood. Stockpiles were al-
most exhausted and donations were run-
ning at about 12,000 pints a week. In the
first week of the campaign, donations al-
most doubled. In 12 weeks, all of the
blood was being donated that could then
be processed—approximately 75,000 pints
a week. This program still is functioning
well.

When the country faced a critical short-
age of steel scrap, the sleel industry and
the government asked the Council to con-
duct a campaign urging factories to turn
in their old idle metal. Such a volume of
scrap flowed to the scrap yards that soon
the crisis was over.

Donations o©f space and time are
matched by donations of professional ad-
vertising scrvice. Virtually every large
advertising agency in the country has
served without charge in helping to pre-
pare lhe advertisements used in onc or
more campaigns.

Looking at the past and present suc-
cesses, it is readily apparent that the
Advertising ‘Council will certainly con-
tinue to be effective in helping to solve
critical national problems the way we
Americans can and should solve such
problems — the voluntary way without
danger to our freedom and without loss
of our individual initiative. -
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LOCAL AND SPOT RADIO UP

Figures Tell The Story Of Continued Popularity

By FREDERIC W. ZIV, Presiden!,

Froderie W

( NLY a short time ago. radio
was being stabbed in  the
bick and tessed aside, At the
very least, even if it survived. it
was going to be reduccd to a
slightly foolish and impotent
older brother of television, with
its big electronic muscles.

Well, let me give you a few
statistics: The current Niclsen
Coverage Service, covering all
3.072 U. S. counties, shows that
Amervicans are listening to 70.-
175,670 radio sefs. that 987 of
all U. S. homes have that
homes lotal 43.940.460,

radio
that there are 3.5
persons in cvery radio home., and that 25

racios,

million families the
own car radios.

Did you know that radio time sales in
1952 reached $464 million, (bigger than
ever before) $7.896,000 bicger than 1951,
that local sales were up 7.1/, svot sales
were up 4177 and network was down
1317

Equally interesting is the veport that
more money was spent for radio than on
television in last Fall's Presidential ¢am-
paign! $3,111,000 for radio and $2.951.000
for television.

In other words. when the chips were
down. radio came through like a cham-
pion. Because radio ate so high on the hog
for many years without much of an cfTort,
many people assumed that radio had [or-
gotternt how to use merchandising, exploi-
tation, advertising, promotion and show-
manship, and that. naturally, with TV
booming, the indusiry would cave in and
that radio sets would carry nothing but
news, time signals and the daily weathery
reporis.

Well, it didn’t hapoen. Radio didn't
cave in. Radio fought back for the atten-
tion of the American nublic. for its right-
ful share of the advertiser’s dollar. and
for ils space in the journals of the land.
Radio used imagination and showmanship.

I am rveally proud to sayv that the Ziv
Co. radio business is bigger than ever and
that our produclion, advertising and pro-
motion budgets have been increased fov
1953. We are confident thal this will be
our grealest radio year.

There is still nothing wrong with radio
that showmanship won’t cure. When Matt
Cvetie threw a bombshell into Congres-

throughout nation

i Compaiey
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sional hearings as a Communist
spy for the F.B.I for seven years.
we were fortunate enough to be
adle to arrange for his story to
¢ told to the Amecerican pceople
in the form ol a dramatized radio
series, 1 Was A Communist For
the F.B.L.” That program is sold
on over 600 stations.

There was :lso showmanship
and a sense of news values when
our people sigaed Tyrone Power
to nlay the part of o U. S. Sena-
tor in U. S. A Pco-

“Freedom,
ple have never been more interested than

they are now in whal is huppening in
Washinglon. and not only did this pro-
gram also sell extremely well. but we
were the proud recipients of scores of

letters from leading U. 8. Senators. laud-
ing us for producing a radio program that
told exciting stories and at the same time
performed a public service by cducating
listeners in the workings of Congress.

Scenator Taft wrote:

“The Ainerican pron'e are greatly inter-
ecstod in the work of our Congress as is testi-
ficd by the theusands ol visitors Jrom every
state who annuallv wa ¢h from the Senate
and [Touse galleries. I believe that a radio
program of the tvpe of "Freedom, U. S0 A7
can do much to intercs! more pconle in the
workings ol Congress. This is a good goal for
it will heln to bring aboul a better under-
standing of a maest important branch of the
covernmont cof cur Republic™

Our latest presentation was a switch in

showmanship. We tied in that musical
Rock of Gibraltar., Guy Lombardo. with a
giveaway of Gruen walches based on
identification of his “mystery medley.”

and the program at this writing is heard
on nearly 200 stalicns—this. despite the
fact that wo have been selling it for only

two or three weeks.
In addition to getling $2,500 worth of
Gruen watiches free to give to listeners

who identify Lombuardo’s mystery medley.
sponsors of the Guy Lombardo-Gruen
program may oblain tune clue bvoklets to
help listeners identify the myslery tunes.
also newspaper ad mats, announcements,
posters. streamers, shelf-lalkers, bottle
hangers, table tents, and publicity. exploi-
tation and promotion manuals. and other
material.

This is whatl T
showmanship with
this is what still makes
tiser’'s best buy.

mean by backing up
merchandising.  And
radio the adver-
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A

CONCERT — OPERA — SYMPHONY
NBC - Radio NBC - TV

Personal Representative

GEORGE "BULLETS” DURGOM
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;"“"""YOUR SHOW OF SHOWS"

MEL TOLKIN - LUCILLE KALLEN - MEL BROOKS - TONEY WEBSTER

Writers

of

“Your Show of Shows’’ NBC-TV

BILLY
WILLIAMS
QUARTETTE
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"Your Show of Shows"

PAT HORN GLORIA STEVENS
BOB HAMILTON

A
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CHARLES SANFORD

MUSICAL DIRECTOR
OF
MAX LIEBMAN’'S “YOUR SHOW OF SHOWS”
NBC-TV
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Max Liebman

Producer-Direclox

“Your Show Of Shows’ -— WNBT
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C.A.B. SERVICE DIVERSIFIED

Opposition To Government Controls Productive

By D, MALCOLM NEILL, Chairman ol the Board

Canadian

THE Canadian Association of
Broadcasters had an extreme-
ly active year in 1952. Its mem-
bership increased to 117 stations
and 37 associates. Action was re-
quired from the Association on a
wide variety of problems, and
many of these met with success-
ful results.

During the year the Canadian
Broadcasting Corporation an-
nounced a new set of controls
for broadcasting in Canada. In-
cluded amongst these was a pro-
vision that fixed percentages of program-
ming material were to be of “original
Canadian production.” This is the first
time in the history of broadcasting in the
world that any such limitation has been
proposed.

As the result of vigorous representa-
tions by CAB. the propasals have been

withdrawn for re-drafting and CBC has
promised consultation.
‘CAB has always emphasized the flact

that Canadian radio broadcasting stations
should be free to operate under the law
like other publishers of the Douminion.

Equally vigorous representations by
CAB succeeded in partial reversal of the
CBC’s policy of monopolizing television
in ‘Canada. Non-government capital will
now be permitted to develop television
service in any city where CBC does not
have a television station. Although this
is a step forward, the present policy of
monopolizing the larger centres for CBC
television is not a good one and cflorts to
have this situation corrected ave con-
tinuing.

In 1952 the Copyright Appeal Board
awarded CAPAC (ASCAP)Y a copyright
fee scale of 13 7% of station revenue.
Hitherto the fce scale had been 7c per
licensed receiving set. The dollar increase
amounted to roughly $300.000.

The Association has appealed this award
on principle to the courts. contending that
the Copyright Appeal Board do not have
the power to fix a fee based on percentage
of revenue. Mecantime representations to
the Copyright Appeal Board for a down-
ward reduction of scale, regardless of the
basis used, are vigorously continuing.

The subject of listener surveys engaged
the Association’s attention during 1952,
and it is now proposed to set up an inde-
pendent rescarch director, who will audit

Azsociation uf
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Broadceagters

and gauge the validity of all pro-
gramming-popularity rescarch.

Arrangements were made for
an industry-wide pension plan,
allowing all member stations to
join forces in a pension plan for
employces, thus offering substan-
tial savings. Other forms of in-
dustry-wide insurance are being
cxplored.

Member stations of the Asso-
ciation were permitted during
1952 to form a one-time national
network for the first time in re-
cent Canadian history. The broadcast was
a special salute from the private stations
to Queen Elizabeth II on the occasion of
her first birthday as Queen of Canada.
The broadcast itself was highly successful.
Apart from drawing tremendous favor-
able comment, it clearly demonstrated
that the privately owned stations can pro-
duce material of network calibre and han-
dle network operation.

The broadcast was released also by sev-
cral United States networks.

The Association took an active part in
civil defense planning. especially in the
communication field and is actively en-
gaged in a study of the practicability of
editorial policy for broadcasting stations.

This civil defense activity is an out-
grawth of. and an c¢nlargement on, the
program instituted last year to meet anyv
emevgency, no matter how  caused.
Broadeasting, according to this plan, will
aid in providing information, maintaining
civilian morale and giving instructions to
the defense population of the Dominion.

An adaptation of BMI's teen-age book
parade is now under way and is attract-
ing favorable atltention from parent
groups, editorials and listeners generally.

A wide variety of new services to mem-
bers was introduced during the year, in-
cluding specific suggestions on sales, pro-
motion. programming. the effective collec-
tion and compilation of statistics, a review
of economic trends and like services.

The Association’s chief accomplishment,
however. was establishing by the process
of repetition in the minds of most Canadi-
ans the basic fact that broadcasting is
publishing and there is reason. therefore
for treating the broadcast form of publica-
tion in exactly the same fashion as the
printed forms of publication.
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Burr Tillstrom with
Kukla, Ollie and Fran Allison

YEARS o~ TV
YEARS WiTH E/ICCATOR

vkLa . Fran
and LI/iE

Musical Director. ... ... .. ... ... ... Jack Fascinato
Producer............ ... ... ... .. .. .. Beulah Zachary
Director. . ... ... ... ... . ... Lewis Gomavitz
Costume Designer.................... Joseph Lockwood

NBC Television Network
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NEWS—AUDIENCE BUILDER
Value To Radio Extends To TV, RTNDA Finds

By TOM EATON. President

Rudio-Television

WS via radio and television
A% continues to make great
strides. More and more stations
in both media are realizing that
their best way to get additional
listeners and viewers is to add
news operations manned by
trained news personnel.

The Radio-Television News Di-
rectors Association which was
organized in October of 1946 at
Cleveland as the National Asso-
ciation of Radio News Directors,
has done much in its short his-
tory of seven years to prove to manage-

ment that stations can best increase their

revenue through news by winning respect,
loyalty, prestige . . . and LISTENERS OR
VIEWERS.

The RTNDA's object is to help not only
the newsmen and women do a better job.
but to assist management in holding their
listencrs and viewers.

Surveys made by the RTNDA during
the past threc yecars have shown that
many stations throughout the nation arc
gelling all of their news shows with very
little difficulty, and as a matter of fact
many radio and TV statlions report that
they have waiting lists of clients who
want to sponsor good ncws shows.

At ils seventh annual convention in
Cleveland last December the name of the
newsman’s organization was changed from
the National Association of Radio News
Directors to Radio-Telcvision News Direc-
tors Association so as to include ncwsmen
of both media. At the same time the
RTNDA voted to set up five regional
vice presidents who would work to create
greater interest in news operations in
their areas and to assist stations in sound
and economical ways of organizing news-
1'00MS.

The members of RTNDA have long
realized that radio and television news
must have the very best in trained per-
sonnel. The officials of the organization
have always kept their doors open to
schools and universities who have stu-
dents desiring to know more about radio
and television news. A{ an early date
the RTNDA will have a committee of
veteran newsmen available for leclures or
talks at schools in their communitics.

The RTNDA has done much during the

News Dirvectors
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Assueidrion

past three years to help newsmen
get into places with their tape
recorders and cameras. The as-
sociation's Freedom On Informa-
tion committee is ever alert to
see that newsmen of the radio
and TV media are not penalized,

by being barred from the so-
called press conferences. The
committee  has members in

Washington and other key cities
whose duty it is to see that radio
and television news people get
equal access to the news.

RTNDA also has a wire service

The
study committee which works with the
various wire services, making sludies of
the wvarious stories carried on the wires.
The committee. which is headed this ycar

by News Dircctor Richard Oberlin of
WHAS and WHAS-TV, Louisville, Ky.,
comes up with suggestions which will
help improve the services to the radio
and TV stations.

The top awards for radio and television
news are presented cach year to the win-
ners in the RTNDA's competition by the
Medill School of Journalism, Northwest-
ern University. Evanston, Illinois. Baskett
Mosse is in charge.

This ycar RTNDA and Northwestiern
are going to sponsor seminars on News
for both Radio and TV at Evanston. The
most experienced newsmen in radio and
TV will be on hand as the instructors.

The RTNDA Bulletin is published cach
month with the coopcration of the School
of Journalism, State University of Iowa,
Jowa City. Sample copics will be fur-
nished managers and newsmen who write
to the RTNDA's Exccutive Scerctary Bur-
leigh Downey. WKAR, Michigan State
College, Lansing, Mich.

Managers and non-members are always
welcome to attend the annual conventions
of the organization. This year’s conven-
tion will be held in Washington, D. C.,
and it appecars that the program will be
the besl in the history of the newsmen’s
association.

Many of the Jlcading managers and
owners of stations in the radio and tele-
vision field have given their stamp of
approval to the RTNDA and know that
the organization’s first objective is to
help its members and their stations pre-
scnt the best in radio and TV news pro-
grams.
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JAN MURRAY

MEET YOUR MATCH — N.B.C.

SUNDAY —7 - 7:30
EASTERN STANDARD TIME
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TV NOW “COMING OF AGE”

Vital Problems Must Be Faced, Decisions Made

By THAD H. BROWN. JR.. Director Television Department,
Narional Assoctation of Radio and Television Broudcasters

FI"ELEVISION, literally, will be-

gin to “come of age” in 1953.
There will be vital decisions
made within every scgment of
the industry, and the results
therefrom will commence to de-
lineate the ultimate dimensions
of the medium,

‘The Federal Communications
Commission has already ex-
ceeded the 200 mark in the is-
suance of post-freeze grants, a
great majority of which are in
the UHF channels. This un-
precedented acceleration of action by the
Commission is being matched by many of
the permittees, who. wilh station con-
struction immediately under way, are
estimating inaugural oneration dates hith-
erto thought impossible. Truly, an ade-
quate one-word definition of television
broadcasting today is—“speed.”

Both the FCC and the industry are
demonstrating ever-increasing faith in the
UHF channels, not only engincering-wise,
but in the economic aspects as well. It
seems apparent, therefore, that 1953 will
witness the first tests of the feasibility
of UHF, not only in those markets where
UHF stations arc first on the air, but alsn
where the new station will meet competi-
tion of cstablished. pre-freeze stations.

The addition of these new granteces, and
the shifting competitive aspects engen-
dered by their operation. will bring int»
clearer focus the needs. requirements and
demands of program availability. There
will begin to develop the answer to the
presently unresolved question of the
cquitable ratio between “live” and net-
work programming and programming by
film and kinescope.

As part and parcel of the programming
question, the industry will face decisions
regarding the availability of program
sources for television broadcast. One of
the most precedent-setting cases on this
point, and one which will reverberate for
years to come, is presently being argued
in the Federal District Court in Phila-
delphia under the title of the National
Professional Football case. Indecd. it is
more than that; the vigor with which the
Justce Dcpartment prosecutes the case—
and the end result—will go far to estab-
lish whether or not many of the events
pcople cxpect to witness by television in
their homes at no cost will be reasonably
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available to them in the future.

Another question within the
industry revolves around a date
—June 2, 1953. That date marks
the first anniversary of the allo-
cation of channels by the FCC
for non-commercial educational
use. Some permittees of these
channels have not yet taken ac-
tion to utilize the grants; and the
question is—what will become of
such channels when the year of
grace has vassed? Will the Com-
mission extend the deadline, or

can commercial applicants petition tc
have these allocations thrown open to
bidding by commercial interests? The

FCC has not yet declared policy in this
area.

Its critics to the contrary. television
worked cooperatively and successfully
with educational institutions of the nation
to compile an excellent record of achieve-
ment in the ficld of education during the
year just closed. And on its own, the
sight-and-sound medium certainly set a
new slandard of mass education through
its coverage of the conventions of the Re-
publican and Democratic parties. the pres-
idential campaign and the inaugural cere-
monies that followed. Through the lcnses
of the TV cameras millions witnessed
history in the making.

A major step toward self-improvement
was taken by the industry with the
promulgation of the NARTB Code of pro-
gram standards. The Code was developed
voluntarily within the industry as a means
of Dbelter serving the public, and it is
subscribed to presently by nearly one
hundred individual stations and the four
networks.

One of the primary objectives of tele-
vision in the year ahead will be that of
gaining free access to coverage of public
cvents—particularly sporting events and
legislative hearings. Broadcasters hold the
unanimous belief that the public is en-
titled to such programming, and will make
cvery cffort to open these doors to tele-
vision.

Though many other problems. and some
solutions, are forecast in 1953 before
Congress, the FCC. the markets and the
laboratovies. the foregoing are among
those that come immediately to mind as
major factors in the development of
nationwide television broadcasting.
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ROBERT MONTGOMERY

Presents
YOUR LUCKY STRIKE THEATRE
and

THE JOINSEN'S WAX PROGRAM

\BC - TELEVISION MONDAYS 9:30 - 10:30 PM EST
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TV SURGE HIGHLIGHTED ’52

By BRIG. GEN. DAVID SARNOFF

uled to be broadcast during the Spring.

Sales of radio sets continue to increase.
enhanced by technical refinements and at-
tractive designs. At the beginning of
1952, there were more than 105 million
radio sets in the United States, including
25 million radios in automobiles. During
the year, more than 9 million new sets
were produced by the industry. Portable
sets, because of their efficiency and con-
venience have gained in popularity and
will continue to do so. Clock-radios and
book-size reccivers in light-weight plastic
cases beautifully designed in a variety of
colors have contributed to the novelty and
usefulness of such instruments and have
increased the public demand for them.

The popularity of the “Victrola” phono-
graph and recorded music continues to
grow. Today there are 26 million phono-
graphs in the United Stales as compared
with 8 million in 1946. New, simplified and
improved record-changers, smaller non-
breakable records, new clectronic tech-
niques in recording, and attractively de-
signed albums have all helped to increase
the demand for phonographs and records.

The “45" records and 33 1/3-rpm Long-
Play records have spearheaded the ad-
vance. Among the new developments in
1952 was the RCA Victor “EP” (Extended
Play) “45” record which plays up to eight
minutes a side, or a total of 16 for cach
7-inch disk.

Modern record players provide the pub-
lic with turntables that literally are con-
cert stages with a catalog of music in
every classification,

There is plenty of evidence at hand to
show that television will by no means be
limited to its present operations. The uscs
of TV in education are manifold. It may
well be that the volume of business that
can be developed in industrial television
and electronics as well as television in
education, will one day be larger than the
volume of business now being done in the
field of TV entertainment.

For security reasons the latest develop-
ments of electronics for defense cannot
be discussed. It may be observed, how-
ever, that electronics is one of the most
important building stones in that technol-
ogy. Science links defense and industry
as a bulwark on land, on sea, under the
sea and in the air. Radar, robot planes,
airborne television, electronically con-

Continued from Page 43
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trolled missiles and other devices now are
vital elements in our military plans.

In recent years, a vast new field for ex-

ploration and development called “elec-

tronics of solids’™ has opened in the scien-
tific world. So impressive are the devel-
opments. and so important the potentiali-
ties for the future, that scientists are
acknowledging the clectronics of solids
as one of the most dramatic steps in tech-
nical progress.

The United States is fortunate in hav-
ing a radio-television industry made up
of so many competent organizations. The
keernn competition among them spurs con-
tinued effort on the part of all and stimu-
lates scientific and economic advances
matched by no other country.

These competing organizations, through
their individual efforts, give the United
Slates preeminence in all phases of radio,
lelevision and electronics. For defense,
this industry provides superior cquipment
developed and produced by American in-
genuity and craftsmanship. The finest
radio-television instruments and services
in the world, and at the lowest cost, are
made available to the American home. In
achieving this, the indusiry provides em-
ployment for hundreds of thousands of
pecople and contributes substantially to the
high standards of living enjoyed in this
great country.

It is difficult to predict and unwise to
limit the possibilities of the future in
such a world-wide field of operations. In
science, however, we¢ are certain that
progress will continue. The basis of our
confidence is our faith in technology and
in the ability of Americans to apply their
lalents in science, research, engineering
and labor. The readiness of the American
public to accept new ideas as well as new
services and products is stimulating to all
of these forces that operate within mod-
ern industry.

We must recognize, however. that prog-
ress, in its larger sense, depends upon
other factors as well as upon science and
invention. We must strive to achieve
world peace, preserve our freedom and
maintain our American way of life. These
are the main essentials that call for our
spiritual as well as our physical improve-
ment. We enter the coming year with re-
newed hope,

www americanradiohistorv com


www.americanradiohistory.com

VANESSA: Wayne, Woman, and Song

Latest instrumental composition is “The Magic Touch”
from “More About Love,” the Versailles restaurant’s
b

hit musical for which lyrics and music were written by

BERNIE WAYNE
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FILM—BACKBONE OF VIDEO

Growing Demand Felt For Screened Programs

By JOHN L. SINN. President.
Ziv Television Programs, Inc

fl‘HERE is no better report on
the status of filmed television
today than the fact that three of
Ziv's films are each being shown
on about 70 stations.

It's not a question of whether
stations will telecast filmed or
live shows—they mneed filmed
shows. In many markets we are
sclling packages of six or eight
programs.

Only this week 1 received a
letter from a midwest educator
who lamented the fact that al-
though television has now come to his
city, he will never see he many wonder-
ful programs which have been broadcast
over the national networks in the past
few years. Because they were live they
were as ephemeral as any sight or sound.
which, once seen, vanishes forever. 1f all
programs werc on film, the new station
in this man’s area would be able to select
the best and he and his necighbors would
be able to sit back and watch entertain-
ment that a king couldn’t buy.

And this is true every time and cvery
place where a ncw television station goes
on the air.

In addition to the wonderfully enter-
taining programs that would be available,
it would be a great public service for cach
new television station as it goes on the
air to show on film the great news evenis.
current events, sports, intervicws, cam-
paigns, political conventions, and the other
significant history of the past five or six
years. 1f it only started with the great
political conventions in Philadelphia in
1948, say a wonderful, important daily or
weekly feature could be shown the local
audiences to bring them up to date on
what television has been showing since
that time.

This would not only be a grcat public
service, it would also be an exccllent in-
strument for local promotion. For ex-
ample, this program could also be shown
during the day at special school assem-
blics, and at other special, altention-get-
ting groups. Becausc it would be on film.
such flexibilily and permanence would be
possible.

We know that listencrs don’t know. or
don’t care, whether they arc watching live
or filmed television. Not only in the case

of historical features which I
mentioned above, but also for
dramas, comedies, interviews,
press conferences or even news.
In other words, everything, cer-
tainly all news events, should be
filmed as well as telecast live,
not only for posterity but also for
the man who happens to be busy
in his office or driving his truck
when the news event took place
and who would love to see it
that night.

In addition to the advantages
film offers to stations, film is equally im-
portant to agencics, sponsors, writers, per-
formers and technicians—more and more
of whom are insisting they will work only
in film. For their own varied and individ-
ual reasons, ranging from the artistic to
the economic, thesec people are finding
film the best medium for television pro-
grams.

These people like the case and freedom
they can get with film. They like films’
exciting range from illusion to realism.
The actors like the comparative freedom
from the dircetor’s stopwatch as well as
the reduced chance of ending up in a
hospital; the writers like being able to
creale a scene that doesn’t have to be
played inside chalk marks; technicians
like the opportunity film affords for per-
fection; sponsors and agencies like know-
ing what they are buying; producers and
distributors like being able to place the
programs on many stations; directors like
the artistic liberty and freedom of cre-
ation they are permitted—and above all,
audicnces love the wonderful things that
can be done on film, the plays and stories
that could never be told except on film,
the great illusions they can watch on film,
and the security of knowing that no mat-
ter what is happening, anywhere, if there
is a film camera anywhere around, sooner
or later they can see it. too, on their tele-
vision screens.

We don’t wanl to debate the relative
merits or advantages of film and live.
Both are indigenous to television and each
must certainly do its best to give the
audience the programs it wants. We do
point out, however, that there are increas-
ing numbers of the crcators and perform-
ers and sponsors who find film the perfect
medium for them.
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MANUFACTURING MARKSET

By FRANK M. FOLSOM

not only the design and construction of
these transmitters, but advances in re-
ceiver design and the design and installa-
tion of new combination UHF-VHF an-
tennas by the RCA Service Company.

Both VHF and UHF provide excellent
telecasting service, but, because of the
added frequency range, new dual receiv-
ing equipment must incorporate the best
possible technical design. This type of
equipment includes combination VHF-
UHF receivers, as well as conversion units
for sets already in use. Qur cbjective is
to continue to provide excellent reception
in the home at all stages of television’s
growth. In this connection, RCA has con-
tinued its enginecring development of
compatible color television as a future
additional service to the public.

A major contributor to television’s pres-
ent stature. the National Broadcasting
Company—a service of RTA-—completed
its twenty-sixth year in 1952. In both
radio and television programming, NBC
continued to offer new, high-calibre shows
to the public. The network led all others
in volume of business. For the first nine
months of 1952, NBC radic and television
sales totaled $92,093,592. Television scored
a marked advance over previous years,
with a sales total of $87,793,752 at the end
of the third gquarter of the year.

The most important developments in
phonograph records in 1952 were those
which helped to provide record buyers
with “more music for less monecy.” The
pattern was set by RCA Victor's introduc-
tion of two major advances—Extended
Play, which doubles the playing time of
single 45-rpm records, and the “Bluebird
Classics’ albums. EP records make it prac-
fical to record—complete on one side—
hundreds of shorter classical works which
did not fit logically on previous records
and, also they considerably reduce the
cost of popular music albums., Therc has
been an excellent response to the high-
quality classical recordings issued on the
new, low-priced “Bluebird” label.

One of the most significant rcleases dur-
ing the year was RCA Victor’s recording
of the Ninth Symphony of Ludvig Van
Beethoven under the direction of Arturo
Toscanini with the NBC Symphony Or-
chestra. The list of great opera merchan-
dise was strengthened with the addition

Continued from Page 57
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of the full-length recordings of Puccini’s
“La Boheme,” Verdi's “Il Trovatore,”
Puccini’s *“La Tosca,” Moussorgsky’s
“Boris Goudenoff,” as well as albums of-
fering the highlights from Bizet's **Car-
men,” Donizetti's “Lucia di Lammermoor,”
Mozart’s “Idomeneo” and the celebrated
“Amahl and the Night Visitors,” which
made a sensationally successful debut
over NBC-TV.

A recapitulation of sales figures reveal
that the top show albums for the year
were “Wish You Were Here” and “New
Faces.”

By the end of 1953, the sale of 78-rpm
records probably will amount to less than
25 per cent of the market, having been
replaced by the newer, unbreakable, and
casier-to-handle 45 and 33 1/3 rpm speeds.
Wilh the increased number of turnables
now in use, including new three-speed
players, and with the growth of interest
in music apparent throughout the country,
the phonograph industry can look forward
to the greatest sales in its 75-year history.

The growth and expansion of the radio-
television and electronics industry is an
outstanding example of American indus-
try’s capacity for teamwork.

For our civilian population, this team-
work meant more and better television
and radio sets, records, transmitting and
industrial equipment, and all the other
products that have enabled the people of
our couniry to achieve their high stand-
ard of living.

For our Armed Forces, it mecant mili-
tary equipment and technical assistance to
help keep our country strong and free.

Big companies and small companies
worked together to make the products
needed for our civilian use and defense.
At RCA, for example, nearly 5000 inde-
pendently-owned companies helped sup-
ply the materials and services needed to
manufacture finished products. Three-
fourths of these suppliers are classified
by the Government as small business
firms, and they receive approximately
half of the dollar volume of all RCA
purchases.

The electronic symbol is a bright and
guiding star that challenges science and
industry to advance into new fields of
endeavor, to crecate, and to improve with
quality and efficiency as the standards.
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Current Picture:
“Son of Paleface’
A Paramount Picture
in Technicolor

ROY ROGERS
“King of the Cowhoys’”
AND TRIGGER

“Simartest Morse in the Movies™

Television & Radio — NBC Network
Sponsor, Post Cereals

Recordings — RCA Victor

Commercial Tie-Ups Exclusive Managcment Public Relations
Roy Rogers Enterpriscs Art Rush, Inc. A. L. Rackin
1418 N. Highland Ave. 1418 N. Highland Ave. 1418 N. Highland Ave.
i Hollywood 28, Calif. Hollywood 28, Calif. Hollywood 28, Calif.
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RADIO-TV’S PATRIOTIC ROLE

Election Service Drew People Closer To Nation

By TOM FITZSIMMONS, Assoclate Editor
Radio Annual and Television Yedar Book

N JANUARY 20, 1953, Dwight
David Eisenhower was sworn
in as the 34th President of the
United States. Approximately
60,000,000 voters cast the ballots
which chose the ‘wartime leader
and his youthful running mate,
Richard M. Nixon, over their dis-
tinguished Democratic opponents.
Adlai E. Stevenson of Illinois and
Sen. John Sparkman of Alabama.
The election of the Republican
candidates marked the culmina-
tion of what was undoubtedly
the most intensive radio and television
campaign in the short but exciting history
of these two industries. a campaign which
pointed up impressively the unmatched
superiority of these two media in reach-
ing the homes and the firesides, the hearts
and the minds, of the American people.

Both General FEisenhower and Mr.
Stevenson waged spirited, sincere and es-
sentially dignified campaigns in seeking
the highest honor within the gift of the
people, the former emphasizing the
homey. man-to-man approach, with Mr.
S_tevenson impressing the viewer and the
listener by his almost Churchillian com-
mand of the English language.

_While both candidates sought to appeal
primarily to the common sense of the
voters. showmanship per se was employed
effectively by both camps. The assistance
of some of the foremost entertainers was
enlisted by each party. While the “stints”
were at times lacking slighlly in dignity
considering the importance of the office
involved, the value of their aid was con-
ceded by both political organizations.

Drama was utilized skillfully by both
sides, but in this department the Repub-
licans undoubtedly had an edge, with the
"Oscar” in this division going probably to
the broadcast-and-telecast wherein  Mr.
Nixon explained the existence and source
of his campaign funds, and included in
his address a complete recapitulation of
his personal finances as well as other
details regarding his home and family life
which went straight to the hearts of his
audience.

Drama, also, therc was in the six-and-
one-half-hour “telethon™ by Gov. Thomas
E. Dewey of New York over WOR-TV on
election eve. Making his first appearance
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of the day at 6 a.m., he was tele-
vized at lcast 15 minutes of eqch
hour until 9:45 p.m., at which
time he took over complete'ly,
remaining on camecera until mid-
night, during which time he an-
swered innumerable quest10n§
and introduced such “guest stars’
=3 John Roosevelt, Clare Booth
Luce, Mrs. Wendell Willkie and
Myrs. Fiorello La Guardia. The
“telethon” was sponsored by’the
New York State Republican
Commiltee. )

To adequately comprehend the magni-
tude of the vast campaign which surged
to its climax last January 2'0, one must.
Jogically, start at the beginning. That -bg—
ginning was marked at a date some SIX
months before the election when radio
and television joined hands in a ‘_‘Gct Out
the Vote” drive which bore fruit a ‘}‘mlf
year later in what was aptly termed t_he
greatest single expression of 'publlc opin-
ion in the history of the nalion.” )

More than 3.000 radio and TV stations
participated in the get-out-the-vote drive
in a co-operative effort sparked -by‘the
NARTB in association with ﬁhe Am.crlclan
Herilage Foundation and aided r_mgbtlly
by the state broadcaster organijzations.
Robert K. Richards, assistant to Haro]_d
E. Fellows, president of NARTB, was in
charge for the association, ‘witb John H.
Smith, Jr., as campaign co-ordmator..

Chairman of the industry committec
for the drive was John F. Patt, president
of the Goodwill Stations. Members of Vthe
committee included: TRoger W. Clipp,
WFIL, Philadelphia; Frank Fogerty,
WOW-TV, Omaha; Kenneth D. Given.
WLBJ, Bowling Green, Ky.; Paul Mor-
ency, WTIC, Hartford, and Joseph Wil-
kins, KFBB, Great Falls, Mont.

Both the NARTB and AHF suppl_iod
radio and TV stations with campaign
“kits” containing a wealth of suggestions
including text for announcements as well
as ideas conceived especially for clubs
and commercial organizations. These sug-
gestions were used in toto or were uti-
lized as a basis for other ideas put into
practice by local community groups.

In commenting on the outstanding suc-
cess of the get-out-the-vote campaign, Mr.
Fellows, speaking as president of NARTB,
declared: “There are three particularly
(Continued on Page 798)
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As Networks Told the Election Story

NRBC commentators shoren in Studio S$-11 are, reading clockzcise: Bl Fitzgerald,
(0, 1. Chaplin, George Hicks, Bill Weinstein, Bob Murphy, Crampton Savinglon
and . 1. Kalterbaru,

LY

Studio- TV -One, ABC's Tmpressive clection night aews center on Hiest 6640
Street qeas a bechive of actizity as returns came i,

Key man for .CBS on clection night toas Bob Trout, shown at the mike above.
Wells Church, CBS dircctor of news, stands beliind Trout,
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TV FILM—FACT, NOT TREND

Now A Positive, Activated And Vital Institution

By CHARLES B. BROWN. Vice President
Bing Crosby Enterprises, L.

FRIEND asked recently,

“What is the trend in film
television?” Upon checking
word trend in our Webster,
found that “trend” means
. . an underlying or prevail-
ing tendency or inclination to
drift. . . .” Upon this basis, there
is no trend to film in television
s'nze the move to film is a posi-
tive planned, activated move-
ment rather than an unpremedi-
tated, uncontrolled drift into film
production.

Acztually, the question of whether live
shows or programs on film are best can
never be an unqualified question becausce
come programs, like special events, most
quiz progréms and others are best live
while other certain programs are always
best on film.

As we sce it, the why of film growth in
television. however, is not onc of shecr
production values alone, rather it is that
film is the solution to four fundamental
problems only onc of which has anything
to do with respect to program production
qualily as such. There are four problems.
With the readers’ indulgence, we should
like to expand cach of these four elements
into a few brief paragraphs.

1) Program Quality and Suitebility:
Full turn illusion as in dramatic programs
can bast be done on film for many reasons
obvious to all. Fluffs can be edited, re-
takes are always possible and the fearful
physical toll of continuous tension is elim-
inated. The week in and week out de-
mands on live programs fecaturing a cen-
tral character or cast is already too well
known {o require embellishment. Illusion
can run the entire gamut of human ex-
pectaticn. A desert scene is just what it
puiports to be and the rapport of viewer
with the unfolding story is doubly insured
because of the sweep and scope of realism.
No adjustment to scenic inadequacies is
necessary.

The second nroblem is: Time Zone Dif-
ferences. Nothing can be devised to move
the unmovable; time differential with a
visual medium simply offers an unscalable
obstacle to live TV other than special
events of major significance. Seven o’clock
Central Time is difficult for top-budget
shows, but six o’clock Mountain Time and
five o'clock Pacific Coast Time is out of
the question. The viewer cost per dollar

for

the
we

0
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differential will not be accepted
as a regular matter by any spon-
sor paying the tab for nighttime
type program particularly when
he can so simvly solve his prob-
lem by spotting his program in
these western markets at suit-
able time periods.

Number three on our list is:
National Marketing Problems.
Advertising strategy, in my opin-
ion will bc applied more than
cver before to meet the specific
and peculiar merchandising and
sales problems of each particular organ-
ization in given markets. Mass eadvertis-
ing will, of course, still be an important
factor. but “directive-placement” of ad-
vertising funds will be both a common
term and a policy in the rough competi-
tive selling days ahead.

(4) Local Advertising Requirements.
Retail accounts will use television as they
have never used local media other than
newspapers in the past. Department
stores, always slow to use anything but
newspaper space, will be among tele-
vision's strongest local supporters.

From the standpoint of the film pro-
ducer, the most cncouraging sign is the
desire of wmore national, recgional and
local advertisers to plrce business on a
minimum of 39 and quite often a 52-week
basis. The service nd sales imna~t of a
television film pbrogram can be much more
effective if longer term buying is possible
berause story properiies can be planned,
written and/or purchased with long-term
values in mind both as to write~ interest
and story content.

Besides these intricate values, there is
continuing viewer growth potential of the
longer lived program.

Lastly, local advertisers or national ad-
vertisers using local markets desire pro-
gram product which is equal to the best
in network programming. Thecre is obvi-
ously not sufficient high-level talent avail-
able for local programming thus, the only
certain answer is a film program which
alonc can bring to the local viewer, dur-
ing local station time, a standard of pro-
gram performance which will secure and
hold a viewing audicnce of sufficient size
to pay the investment off with profit to
spare.
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WILL ‘PRICE’ KILL LIVE TV?

Tele Film Producer Scans Present And Future

Ey PETER M. ROBECK, General Manager

Consolidated Television Sales

“l IVE” network television is
£d pricing itself out of the
market. The sound financial fu-
ture of the entire industry lies
in top-notch filmed programs
sold and resold at the local and
regional level.

From a sales standpoint, there-
fore, the future of firms such as
ours, which sells and distributes
filmed television programming,
is cxceedingly and increasingly
bright. New stations are opening
both in this country and abroad.
The advertisers in each new market area
thus being opened. and the new stations
themselves, need good f(ilmed programs
and are great potential sources of revenue
to the sules agents and producers. Busi-
ness is good now, and it will get cven
better.

My guess is that approximately $50.000.-
000 will be spent during 1953 to producc
filmed television programming. Some of
these programs are earmarked for single
sponsorship at the natjonal level. Others
are being produced for sales at the local
and regional levels to stations, advertis-
ing agencies, and either national and re-
gional advertisers for ‘“spot” coverage, or
to local merchants.

The success stories of stations and spon-
sors who have been buying filmed “open
end” television prorams insures that our
future will continue to be bright. Adver-
tiscrs have discovered this is the best dol-
lar-for-dollar buy available. a fact brought
home to them by the enthusiastic reaction
of the viewers who more and more are
realizing the unmatched advantages of
filmed programs.

There is no need to cite herc the many
advantages of filmed programming over
live. By now the entire industry recog-
nizes that film affords great flexibility in
production. and that “open end” film per-
mits maximum flexioility in programminag,
so that the largest possible viewing audi-
cnce can be attracted to watch the show
and the “commercial.”

These over-all “advantages’ of film are,
of course, great plus factors in helping
firms like ours complete sales. Gradually
even the most severe critics of film are
coming to realize that the technical im-
provements of the past few years enable
film to be received with as much clarity
as any “live” show. By now, the best
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behind-the-scenes brains in the
ilm  industry are working in
television - producing, writing.
filming, scoring and editing tele-
vision programs.

Naturally there are roiften ap-
ples in the film barrel, just as
there are in the “live” barrel.
But on the whole, “film” has
grown up and become a healthy,
husky young man, AND a pow-
erful sales tool.

The problems, then, confront-
ing the firms concerned with the
selling of “open end” filmed shows are
twofold:

1) To obtain distribution rights to sell
produced programs which have a mass
audience appeal.

2) To sell and properly distribute and
service such programs.

The “key™ persons are the salesmen in
the field. They must have not only the
programs to sell. but the experience
necded to properly advise and help buy-
ers obtain maximum benefits from the
product. They must be able to point the
way f{or the stations to effect sales to ad-
vertisers, and be able to point the way for
advertisers to properly do the job in their
communities through the use of television.

In our case, we insist that our salesmen
have a wide media background, and that
they confine their operations to a Iimitad

area so that thecy can best service the
needs of the customers, as well as our
needs.

To be of mutual service, both to cus-
tomers and to ourselves, the salesman
must keep abreast of the times in this
rapidly changing industry. He must be at
once a consultant and a researcher, a
seller and an aid to the buyer. He must
keep his finger carefully on the pulse of
the television public in order that he may
detect and interpret each trend.

As a concluding note, the market is ex-
ccllent now for the sale of filmed pro-
grams to be re-run in cities where they
already have been shown. Available fig-
ures prove that some re-run programs ob-
tain a larger viewing audience than they
had on first run! This is a healthy sign
which bodes well for the future of the
industry, since the assurance of re-run
revenue is cnabling producers to devote
larger budgets to the production of better
programs.
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We thank the many TV stations, advertisers and agencies

for their honored requests for Joe Palooka on TV.

Pressure of events and the wish to cooperate with the
Armed Forces, Red Cross, Charities and others in their requests
has held up our opportunity to get the show ready. It won't
be long now!

Again Sincere
Thanks,

NAM
SHE AND

JOE PALOOKA
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AS WALL STREET SEES US

Average Gains Shown, With Prospects Excellent
By ROBERT M. GREBE, Night Editor,

Rrudio aned Teler

FILL 1953 be the peak year for radio

and television manufacturcrs? It is
questionable, taking a backward glance
at the industry, that the peak was reached
in 1952.

Inasmuch as Federal Comm-nications
Commission did not 1ift the TV freeze un-
til April, and waited three more months
before issuing the first TV grants, expan-
sion of television did not really get under
way until the latter half of the year. Thus,
set sales in markets previously unserved
by video, did not really develop until the
last few weeks of the yecr.

With many new stations taking to the
air in 1953, indications would seem to
point to the fact that the real boom is yet
to come. Delays in expansion of course
may be caused by the threat of war and
rearmoment, but with any degree of nor-
mality, 1953 may be the ycur.

In addition to the manufa:turing phcse,
the approval of the merger of the Amer-
ican Broadcasting Company and United
Paramouat Theaters is certainly of inter-
est. With new capital, ABC threatens to
move into the top brackcets. Whether or
not that development will come this ye:rr
or next, or at some later date. remzins fo
be seen.

One manner of evaluating the gains of
the industry during the year of 1952 is
looking at the trends of the various sto~ks
on the New York Exchange. It is not a
perfect picture however, since many of
the concerns listed are engaged in other
fields of endeavor other than the manu-
facturing of radio and television equip-
ment and sets. But it does give a clue.

Stock prices of major radio-TV and
electronic companies cduring 1952 showed
little more than average gains in most
instances, and in some cases, showed de-
clines. For the most part, they followced
general market trends, in spite of the lift-
ing of the TV freeze znd other industry
factors.

Of special note is the fact that two firms,
both involved in the merger of the Amoer-
ican Broadcasting Company and United
Paramount Theaters, showed declines.
Du Mont Labs., starting the year at 163,
wound upn 1952 at 16, after minor fluctua-
tions. ABC itself fell from 113 in Jznu-
ary 1o 934 at year's end.

Other leaders in the field failed to
show anything unusual, indicating that
the full effects of the FCC ‘'‘thaw” on

television is yet to be felt by the indus-
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igiow Daily
try. Major gainers werce Zcnith Radio,
moving from 67% to 81 during the year
and General Electric, from 59% to 723
on December 31. Both concerns, it may
be noted, are involved in the appliance
field. which could mean that their prices
were due to other factors.

Other majors showed the more average
gains. These include. Admiral, from 26%
to 301%; Philco common, 27 to 351%; RCA

common, 23% to 283%; Stewart-Warner,
19% to 22%; and Westinghouse, 397%
to 4734.

CBS A and B stock showed similar
gains. A stock rose from 34Y% to 39 and
B rosc from 34'% to 39%. The latter stocks
gained despite generzlly adverse factors
affecting the CBS color TV system, on
which the company has spent heavy sums.

AT&T, partially affected by coaxial
cables and lines suppnlied to the industry,
rose from 156% to 15934.

Another means of checking the gains or
losscs of industries in the year is through
the year-cnd statements. For the mmost
part, electronics manufacturers reported
record or near record income for the year,
while net incomes were proportionately
lower. The latter was attributed by most
of the concerns to increased taxes.

RCA gross income, for example, jumped
16 per cent in 1952 over the previous year
to a new high of nearly $694-million, but
at the same time, profits went from some
$31-million in 1951 to only slightly more
than $32 million in 1952,

Total sales by Westinghouse Electric
rose 17 per cent in 1952 over 1951 to nearly
$1.5 billion. But net income showed only
a six per cent increase to about $58.6
million.

And General Electric sales jumped 13.1
per cent in 1952 over 1951 to $2.6 billion
while net earnings rose 9.8 per cent to
nearly $152-million.

Parhaps the law of diminishing returns
was al work, perhaps it was the higher
laxes or some other factor. Yet the gains
were not enough to be of great importance

when one considers the lower dollar
value since the start of the Korcan
conflict.

With the rapid expansion of TV across
the country, the foundation has been lara
for new peaks. Given favorable conditions
to operate (eased material controls, lower
taxes, ctey the industry could make 1953
far greater than 1952 and perhaps Jead the
way to an even betler 1954,
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Sign of
(Good Business

Here’s a sign that ABC weans business in radio. . .

It's the svmbol of the new ABC . .0 and a sign that big

things are 1n the air!

New programs are being developed. New tulent will be

attracted. New facilities are going to be added. ABC now
has a powerful combination of added experience and show-

manship to make its leading position even stronger.

Yes, ABC wicans business. 1§ you are an advertiser, /fhis is

the time to put ABC radio m vour plans!

AB C RADIO NETWORK
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Radio and Television

TELEPHONE NUMBERS

in NEW YORK

Sp—— — —
/‘Nl ""dlﬂ Sl“tlﬂ"s ;ouoe & Co., Inc.. ... ... .......PLaza 5-8501
ree & Peters, Inc..... . ... ... . ... .. PLaza 9-6022
WABC ... <+ ......SUsquchanno 7-5900 Melchor Guzman Co., Inc......... ...Clrcle 7-0624
WEBNX : = : : M;"ose 5-0433 H-R Represcntatives, Inc.. . ... MUrray Hill 9-2606
\‘Q’E\?S ------------------------------ P'I:‘"" ‘7'(2)335 Headley-Reed  Co. 777 MuUrray Hill 3-5267
WEAS T h quzu 9‘6303 George P. Hollingbery Co....... ..... BRyant 9-3960
""""" E amns 9 The Katz Agency, Inc.................PlLaza 9-4460
: Reeport 9-1400 Joseph Hersney MmcGillvia, Inc. ... MUrray Hill 2-8755
-OLympio 8-1100 Robert Meeker Associates, Inc... MUrray Hifl 2-2170
Lircle 6-3900 National Bestg. Co. (Spot-Local Sales). . Clrcle 7-8300
BRyont 9-6000 Pan Amecrican Bestg. Co......... MUrray Hill 2-0810

OYster Bay 6-2500

.............. ORegon 9-2720 Plaza 8-2255

John E. Pearson Co .
ElLdorado 5-3197

John H. Perry Associates.,

""""" Clrcle 6-2200 Edward Petry & Co., Inc..........MUrray Hill 8-0200
ceee ~MUrray Hill 8-1000 Radio Recpresentatives. ....... ... MUrray Hill 8-4392
R R Glrcle 7-8300 William G. Rambeau Co... MUrray Hill €-5940
[ WH'F;L}?ZIE: ;‘3230 Paul H. Raymer Co., Inc............... PLaza 9-5570
O A The O. L. Taylor Co....... ... MUrray Hill 8-1088
-LOngacre 4-8000 The Wolker chroscnlutlon Co.,
PN Clrcle 5.7979 Inc. MUrray Hill 3-5830
WOXR ... LAckawanna 4-1100 Weed & Co. o T MUnay il 7-3772
WWRL . . . . NEwfon 9-3300 oo 5 Nl v
T DR Adam J. Young, Jr., Inc.... ... MUrray Hill 9-0006
M ; 2 . y - - -
M Radi» Stations Advertising /lq(-ncles'
WABC-FM . R . . SUsquchanna 7-5000 . N
WARFE _Fa . . o TEmrleton 8-540N Anderson & Cairns, Inc... ... MUrruy Hill 8-5800
WCBS-FM ... ... ... ... . gl PLaza 1-2345 N. W. Ayer & Son, fnc . . . ... Clicle 6-9200
WFEA S bt o . WHite ¥lains 9-6400 Badger & Browning & Hcrscy, tne.. . ... Clrcle 7-3719
WGHF ... .. ... ....LExingfon 2-4927 Ted Bates & Co.... ................ JUdson 6-0600
WGNR ... o New Rochelle 6-1460 Batten, Barton. Durstine & Osborn. . .ELdorado 5-5800
WHLI-FM . .. ....OLympia 8-1100 Benton & Bowles, inc. ... ...... MUrrav Hill 8-1100
WMGM-FM . .. . . .. . MUrray Hill 8-1000 The Biow Co., Inc... . ... e PLaza 9-1717
WNBC-FM . ... . L Clrcie 7-8300 Franklin Bruck Advertising Corp.. .. . .Clrcle 7-7660
WNYC-FM . .. . ... .. ... ... WHitchall 3-3600 Caikins, & Holden............ ... ..PlLaza 5-6900
WOR-FM . . o o LOngacre 4-8000 Campbell-Ewald Co., Inc. ...... MUrray Hill 8-3190
WQXR-FM . e LAckawanna 4-1100 Cecil & Presbrey, Inc............. MUrray Hill 8-1234
Compton Advertising, Inc........... .. Clrcle 6-2800
) . Cunningham & Walsh, Inc...... MUrrav Hill 3-4900
Y Staiions Dancer-Fitzgerald & Sample, Inc......ORegon 9-0600
WABC-TV A . . SUsquchanna 7-3000 D'Arcy Advertising Co................ PLaza 8-2600
WABD . . . MUrray Hill 8-2600 Doherty, Clittord & Shenficld, Inc BRyant 9-0445
WATV . . .. BArclay 7-3260 Donahue & Coe, Inc.. ... .. .. .. COlumbus 5-4252
WCBS-TV ... . ... ... _...PlLaza 1-2345 Doremus & Co . .WOrth 4-0700
WNBTI . . ... ..... ... ....Clrcle 7-3300 Dowd, Rcdfmld & Johnsmnn . MUrruv Hill 8-1275
WOR-TV ... L Onagorre 4-8000 Roy S. Durstine lnc...... ... ... ..... Clrcle 6-1400
WPIX ... ... .. .... ... . MUrray Hill 2-6500 Erwin, Wasey & Co,, Inc .. LExington 2-8700
William Esty & Co . . .. MUrray an 253_1‘138(0)
¥ . Federal Advertising Agcnc Inc  MUrray Hi -
Netinnal Networks Foote, Cone & Belding .. .. .. MUrray Hill 8-5000
American Broadcasting Co.. .. .. SUsquehanna 7-3000 Albert Frunk_—GucnIhcr Law ... .. .. COrflandt 7-5060
Columbia Broadcasting System X Plaza 1-2345 Fuller & Smith & Ross, Inc ....MUrray Hill 6-5600
Keystone Broadcasting System . . PLoza 7-1460 Gardner Advertisina Co . .. COl»mbus 5-2000
Mutual Broadcasting System. . PZansylvanio 6-9600 Geyer Advertising, Inc.. .. G PLu_zu 5-5400
Nationa! Broadcesting Co . Clrele 7-8200 Grey Adv. Agency, Inc. .. ..... CHickering 4-3900

Hirshon-Garfield, Inc.... . ... .. .. MUrray Hil) 8-8900
Charles W. Hoyt Co. : Inc .. .MUrray Hill 2-2000

Station Represeantatires Duane Janes Co.. Plaza 3-4848

ABC Spot Sales.. .. ... ... .SUsquehanna 7-5000 Kastor, Farie"), Chesley ‘& Clifford, Inc. ORcgon 9-4440
Avery-Knadel, Inc. ... .. ... ... .. JUdson 6-5536 The Joseph Katz Co... ... ....... MUrray Hill 8-1223
Hil F. Best. .. . LExington 2-3783 Kenyon & Eckhardt, Inc..........MUrray Hill 8-5700
lohn Blair & Co. *MUrray Hill 9-4084 Abbott Kimball Co., Inc. .......... PlLaza 3-9600
Blair-TV, lnc. ...... .. .. MUrray Hill 2-5644 Kudner Agency, Inc..... .. .. Clrcle 6-3200
Cuy Bolum .. . . Algonquin 4-7881 Al Paul Lefton Co., Inc. ‘VAnderbilt 6-4340
The Bolling Co., Clnc .PLaza 9-8150 Lennen & Newell, Inc.. ... . .. MUrray Hill 2-9170
The Branham Co MUrray Hill 6-1860 Marfrece Adv. Corp....... .. ...... LOngacre 4-7190
Burn-Smith Co., lac. . M Urrav Hill 2-3124 Marschalk & Pratt Co............ VAnderbilt 6-2022
CBS Radio Snot Sales. ... . .. ..PLaza 5-2000 J. M. Mathes, Inc.... ... ..... LExington 2-7450
CBS TV Spot Sales L ..PLaza 5-2000 McCann-Erickson, Inc. ... e {Ud<on 6-3400
Henry | Christal . MUrroy Hill 8-4414 Emil Mogul Co., Inc............. COlumbus 5-2482
Thomas F. Clark Co., Inc.... . .MUrray Hill 3-4266 Morey., Humm & Johnstone. Inc.. ... RRvant 9-5950
Clark-Wandless-Mann, Inc.. . . ORegon 9-1575 Morse International, inc.. .......... ORcgon 9-4600
Continental Radio Sales. ... .. . .LExington 2-2450 George R. Nelson . ........ Clrele 5-5430
Nonald Conke, Inc Miyreay Hil 2-7270 Peck Adv. Agency, Inc. .. ... ... . ... PLaze 3-0990
Devney & Co. C.... ..... MUrray Hill 7-5365 Pedlar & Ryan, lnc...... ... ... ..... PlLaza 5-1500
Evereft- McKmncy, Inc. ... ..., PLaza 9-3747 Fletcher D Richards, Inc... ... ........ JUdson 6-5400
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