
BUI NBC TO 
A PLEDGE that NBC will aggres- 
sively build radio while continuing 
to ioneer in television to the bene- 
fit f advertiser and listener alike 
wa given by the network's presi- 
de t, Joseph H. McConnell, last 
Th rsday. 

peaking before the Radio Exec - 
uti es Club of New York, at a 
lun heon meeting in honor of the 
25th anniversary of the initial 
NBC broadcast, Mr. McConnell an- 
nounced the following four -point 
plan of his network for the future: 

1 We intend not only to maintain 
but to aggressively build radio 

rogramwise, saleswise, and mer- 
ch ndisingwise -so that the medium 
will have a permanent place in the 
long -range scheme of broadcasting. 

2 We intend to continue to pioneer 
in television -to open up new fron- 
tiers -and to finance experimental re- 
search in this and all other similar 
fields of mass communication. 

31 We intend to develop both radio 
and television so as to serve the ad- 
vertiser on a price basis which will 
make it mutually advantageous, AND 

4. We intend to give the listeners 
and viewers of this country public 
service programs to insure that this 
will be the most enlightened nation 
in the world, and we intend, with the 
rest of the industry, to try to keep 
thel country aware of this. 

Some 500 Attend 
Some 500 members of New 

York's radio fraternity jammed into 
the. Starlight Roof of the Waldorf - 
Astoria to hear Mr. McConnell and 
to see such familiar radio person- 
alities as Jessica Dragonette, Ray 
Knight, B. A. Rolfe, Joe White 
(Silver Masked Tenor), Guy Lom- 
baijdo, Jack Pearl, Harry Reser 
(Clicquot Club Esquimos), Edwin 
Franko Goldman, Gertrude Berg, 
Elaine - Carrington, . May Singhi 
Breen and Peter De Rose (Sweet- 
hearts on the Air), Meredith Will- 

PRO BOWL GAME 

NBC Gets Two -Year Rights 

NBC signed pacts with the Na- 
tional Football League and the Los 
Angeles Newspaper, Publishers 
Assn. for two -year rights to the 
All -Star Pro Bowl Game, scheduled 
this year for the Los Angeles Me- 
morial Colisium Saturday, Jan. 12, 
it was announced last week. 

4nnual series, which was in- 
augurated last year, is sponsored 
by the newspaper association in 
behalf of charities supported by 
Los Angeles metropolitan news- 
papers. Rights specifically exclude 
telecasting the event in that area. 
Originally scheduled for a Sunday 
playoff, the game between the Na- 
tional and American conferences 
td the league was moved ahead one 
day: at the request of the network, 
which had other commitments for 
Jan. 13. 

Negotiations were handled for 
NBC by Lewis S. Frost, director of 
operations in Hollywood. 

LD RADIO McConnell Pledges 

son, Malcolm La Prade, The Mys- 
tery Chef, Frank Luther, Lanny 
Ross, Charles Winninger, Ford 
Bond, Ernest La Prade, Sam Lenin 
(Ipana Troubadors), Bill Mundy, 
Jimmy Haupt, Maria Gambel- 
leri, Gladys Rice and Douglas San - 
dor of Roxy's Gang. Ben Grauer 
introduced these radio veterans. 
H. V. Kaltenborn gave a newscast 
as of Nov. 15, 1926, and introduced 
Mr. McConnell as of that date, re- 
porting that he had just been elect- 
ed president of the senior class of 
Davidson College. Milton Berle 
spoke briefly. 

Cost Consideration 
Mr. McConnell, who fought a re- 

calcitrant microphone throughout 
his address, urged broadcasters to 
pause a moment in their pre -occu- 
pation with such imminent develop- 
ments as color TV, UHF channels 
and hundreds of new stations to 
consider such general industry 
problems as that of costs. 

In addition to the tens of mil- 
lions of dollars expended on prewar 
TV research and program develop- 
ment and to the mounting postwar 
operating and production costs as 
stations and programs were added 
to meet the needs of the video audi- 
ence which now totals 62 million 
Americans, Mr. McConnell said, 

are the major increases in the cost 
of talent. From the 20's, when per- 
formers were glad to appear on 
radio free to publicize their other 
activities, leading actors today 
"command pay undreamed of a few 
years ago," which "present a prob- 
lem for stations and sponsors and 
for the entertainers themselves," 
he told those present. 

But, he pointed out, "the dollar 
cost is not the problem. The prob- 
lem is the cost in relation to the 
return. If we in the broadcast busi- 
ness or the talent business ever 
become overpriced, I am confident 
that competition will bring adjust- 
ments to the point where our prod- 
uct represents true value. If neces- 
sary, we must be wise enough and 
ingenious enough to accept these 
adjustments." 

Praising the public service per- 
formance of the broadcasting in- 
dustry, which he declared far sur- 
passes that of any government 
owned service, Mr. McConnell 
asked "How many of the Amer- 
ican people are aware of that? 
If we are to enjoy the public 
favor our performance merits," he 
stated, "we have got to let the peo- 
ple know the job we are doing, and 
I think that calls for great efforts 
from all sections of the industry." 

This is true of other aspects of 

broadcasting than public service, 
Mr. McConnell noted. For exam- 
ple, he said: "Some people say that 
television is going to swallow radio 
and a lot of misinformed people 
believe it. I don't think this is the 
case. The people should know the 
true facts. The question is not the 
death of radio, but how. we are go- 
ing to shape radio and television 
so that each will do the most effec- 
tive job." 

Basic Communication 
Radio he described as "the basic 

means of communication in Amer- 
ica. It can reach more people more 
rapidly and at less expense than 
any other medium. Radio has a 
flexibility that cannot be equalled. 
Television is undeniably the most 
effective and powerful selling force 
that the world has ever known .. . 

in combination, they give the busi- 
nessman, the politician, or the civil 
defense chief an audience guaran- 
tee that no other medium can 
touch." 

WINC to NBC 
AFFILIATION of WINO WRFL 
(FM) Winchester, Va., with NBC 
was announced last Monday by 
Richard F. Lewis Jr., station pres- 
ident. New affiliation was effective 
Nov. 1. WINC has been an ABC 
affiliate for more than 10 years. 

APPLIANCE DEALERS Hear of Radio. TV Value 

APPLIANCE dealers of Cincin- 
nati Gas & Electric Co. were ad- 
vised last week by Murray Grab - 
horn, managing director of Na- 
tional Assn. of Radio and Televi- 
sion Station Representatives, to 
consult station management on 
campaign plans and then, when 
their radio or TV advertising is 
started, to "stay with it." 

"By every statistic," he said in 
a speech Wednesday, "radio has 
been proven to be the greatest mass 
medium the advertising world has 
ever known. Television, on the 
other hand, while reaching fewer 
people, has already demonstrated 
that it has greater impact than 
any other medium. Some have esti- 
mated this greater impact as 
high as 10 to 1. Sure, it might be 
considered expensive, but so is any 
advertising unless it is bought and 
merchandised intelligently - then 
its expense is offset by increased 
and satisfactory dollar volume 
sales." 

Pointing out that the average 
network affiliate derives almost 
half of its revenue from local ad- 
vertisers and that the average non - 
affiliate gets up to almost 80% 
from this source, Mr. Grabhorn 
told the appliance dealers: 

"There is no one more interested 
in the welfare of your proposed 
radio or television campaign than 
the management of the radio or 

television station you contemplate 
using, unless, of course, it's your- 
self.... The very existence of that 
radio or television station depends 
upon the .successful use of his fa- 
cilities by advertisers. He can no 

-more afford to be haphazard in his 
recommendation of the use of those 
facilities, once he understands your 
problem, than you can in the pur- 
chase of merchandise. Any hap- 
hazard conclusions along this line 
by either you or him would put you 
both out of business in short 
order." 

Must Know. Time 
Rating services, he said, "are a 

help . . . but the most important 
guide is the more intimate knowl- 
edge of the value of a proposed 
time period, or personality, or an- 
nouncement availability which the 
station alone can provide," either 
through its local management or 
its accredited representative, or 
both. 

Except for short saturation cam- 
paigns for specific purposes, he ad- 
vised, "approach the use of radio 
or television on an annual budget 
basis. This is the way it will pay 
off most handsomely in the long 
run." 

After reviewing various types of 
time -purchases available to adver- 
tisers, Mr. Grabhorn undertook to 
enumerate - and answer - "five 

basic reasons why you should not 
use radio or television." 

For those who don't use the 
media because "I never listen or 
watch," he noted that there are 
over 40 million radio homes, aver- 
aging more than four hours of 
listening daily, and that, in the 
case of TV, it may be assumed that 
15 million TV owners did not buy 
sets "merely to have another fairly 
expensive piece of furniture." 

Case histories were cited in an- 
swer to claims that only the big 
advertisers can compete with high - 
priced shows. Paramount TV in 
Providence, R. I., Mr. Grabhorn 
said, spent $935 for a seven -day 
campaign on WHIM Providence 
and sold out a $100,000 TV set in- 
ventory as a result. 

Those who say, "I tried it once 
but it doesn't work for me," he con-. 
tinued, are flying in the face of the 
judgment of thousands of adver- 
tisers who together spent $700 mil- 
lion in radio last year. 

A less frequently advanced rea- 
son for not advertising on radio or 
TV, Mr. Grabhorn noted, is that 
"word of mouth" advertising was 
"good enough for father and it's 
good enough for me." That sort of 
attitude, if widely prevalent, could 
be ruinous to the appliance deal- 

(Continued on page 99) 
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