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all -night show, WWDC manage- 
ment feels, is that it is relaxing 
without putting people to sleep. 
Since the audience ranges from 
cab drivers to late spooners WWDC 
feels the disc jockey handling the 
show should not be a "cornball" 
comedian. Their answer to this 
problem is Felix Grant who con- 
ducts the program from 1 to 6 a.m. 

On weekends, the records are 
mostly dance music since Washing- 
ton is not a night club town and 
at -home parties usually tune to 
stations with that type of music. 

Consistent sponsors of WWDC's 
Yawn Patrol have been Peoples 
Drug stores (newscasts), Super 
Music stores (one hour nightly), 
Eastside Cab Co. (spots each 
night), Marvin's Clothing Store 
(spots), White Tower restaurants 
(half -hour) and others. All the 
accounts use WWDC during day- 
time periods as well. 

NATIONAL business accounts placed 
with WKRC Cincinnati are 65% higher 
now than they were at this time last 
year, according to David Taft, man - 
ager of Radio Cincinnati Inc. 

`RETURN TO QUALITY' 
Ed Craney Urges Network Affiliates 

A RETURN to "quality program- 
ming" by all network affiliates was 
urged last week by Ed Craney, of 
the Pacific Northwest Broadcast- 
ers. 

Mr. Craney is president -general 
manager of KXLY Spokane, Wash., 
an affiliate of CBS. 

With the CBS Radio Affiliates 
meeting in New York July 1 -2 in 
mind, Mr. Craney sent a letter last 
week addressed simply, "Mr. Net- 
work Affiliate." Its overall tone is: 

"Radio must again be made im- 
portant." 

Mr. Craney pointed to a current 
decline in network radio. "One 
reason for the decline is, of course, 
due to the same people selling TV, 
the glamour child, as have been 
selling radio. 

"This is being overcome," he 
added, "in the most part, by estab- 
lishment of separate radio and 
television organizations within the 
framework of an overall communi- 
cations company. 

"If those operating the radio and 
television networks believe the only 

N. W. AYER- Thomas McDermott: 
"Your 1951 Marketbook surpassed your 
excellent 1950 Marketbook." 
MORSE INTERNATIONAL -Chet Slay - 

baugh: 
"The Marketbook Is indispensable In my 
end of the business." 

COMPTON ADVERTISING -Frank Kemp: 
"A most valuable tool. Convenient and 
time saving." 
FOOTE, CONE & BELDING- Lillian 5elb: 
"The new BROADCASTING Marketbook 
is not a gold mine, it's pure uranium, 
and the Spot Rate Finder is terrific." 
LEVER BROS. -Stanley Pulver: 
"A masterfully- designed one volume refer- 
ence source for blueprinting network 
spot and television campaigns quickly and 
intelligently; the greatest possible help 
when it is necessary to -'get this out 
fast.' " 

S S C & B -Frank Mineham: 
"We find BROADCASTING's Marketbook 
very helpful when we need data on radio 
markets." 

HARRY COHEN ADV. -Mary Dunlavey: 
"The BROADCASTING Marketbook is one 
of our important timebuying yardsticks." 

B.B.D. &0. -Frank Sllvernall: 
"It's the timebuyers' Encyclopedia. He 
has all the market answers from Andalusia 
to Zanesville." 

BLOW COMPANY- Terrence Clyne: 
"We find the BROADCASTING Market - 
book invaluable for buying Bulove's radio 
and television time." 

BENTON & BOWLES -Mary McKenna: 
"It's a very useful tool and has a con- 
venient assemblage of data." 
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way a schedule of national network 
programs on radio can be main- 
tained in the 1952 -53 season is 
through a radio network rate cut, 
then, of course, a rate cut is inevi- 
table. 

"Such a rate cut distributed to 
the stations equally on a national 
basis is most unfair," Mr. Craney 
charged, "and as the first rate cut 
a year ago will solve nothing except 
momentarily placing a few dollars 
on network radio. Some fundament- 
al thinking and action must be 
effected," he urged. 

"Radio must again be made im- 
portant," he declared. "This means 
we must see what radio can do 
best, music, news, word pictures. 
It means we must again view what 
we, who are responsible for radio, 
are doing to it. Radio must have 
some important shows not dupli- 
cated by TV. Radio must have a 
house cleaning. The lengthy, repe- 
titious, non -interesting commercial 
must be abolished as should double, 
triple and sometimes even four or 
more commercials via the cow- 
catcher and hitch -hike method. The 
advertising of products we con- 
sidered questionable in the past, 
should be reviewed." 

Mr. Craney concluded "There are 
only two methods of lawful radio 
operation possible - quality or 
quantity. It is not possible to simul- 
taneously emulate both. America 
has looked to network operation for 
quality in the past. Let us, the af- 
filiates, sit down and find a way 
to again return quality to our air- 
ways. Let us again give the people 
of America a reason for listening." 

NO RATE CUTS 
Several Stations Up Prices 

TEN of 17 stations at the semi- 
annual convention of the Assn. of 
Independent Metropolitan Stations 
held May 26 -28 in Louisville, Ky., 
announced plans for increases in 
their rates. 

None were contemplating a rate 
cut, despite vigorous rate competi- 
tion attributed to network affiliates 
in several markets, it was reported. 
One station owner, Todd Storz of 
KOWH Omaha, said, "Our audi- 
ences are larger than ever. We 
deliver them at a lower cost per 
thousand than any other media, 
and, in most instances, at a lower 
cost than competing stations. Our 
business volume is at a record high. 
We cannot agree with those per- 
sons in high places who are willing 
to sell radio short. We believe our 
rates are disproportionately low 
in relation to value delivered. We're 
ready for an immediate upward 
revision." 

ROTATING bulletins, 1254 x 47 feet, 
placed throughout metropolitan Los 
Angeles, read "Music You Like-Just 
Enough News -All Day Long -KBIG 
The Catalina Station, 740 on Your 
Dial" and pictures housewife at kitchen 
radio and motorist at car radio. 

WOV RATES RISE 
Revenue Figures Also Grow 

WOV NEW YORK announced last 
week that not only are its revenues 
up, but that its rates are following 
suit. 

General Manager Ralph N. Weil 
reported that the independent out- 
let's revenue for May was 28% 
higher than the same month a 
year ago. 

The rate card revision was de- 
scribed as "generally upward." 
WOV's daytime and nighttime 
rates are the same, under a 10- 
year -old policy. 

Referring to the May 1952 gain 
over May 1951, it was pointed oilt 
that WOV "has been proving ra- 
dio's vitality in all the statistics 
it has released for months." 

WISN BIRTHDAY 
Station Marks 30th Year 

WISN Milwaukee yesterday (Sun- 
day) began a week -long celebra- 
tion of its 30th birthday anniver- 
sary. Special broadcasts included 
the reading of congratulatory mes- 
sages from Wisconsin Gov. Walter 
Kohler and Milwaukee Mayor 
Frank P. Zeidler. Harry D. Peck, 
WISN station manager, acknowl- 
edged the messages on behalf or 
the station. 

WISN, 1150 kc with 5 kw, is 
owned and operated by the Hearst 
Corp. Gaston W. Grignon has 
been associated with WISN since 
its beginning in 1922 and has been 
general manager for the past 20 
years. Station been CBS 
affiliate since 1929. 

Joseph Antoine Hardy 
JOSEPH ANTOINE HARDY, 62, 
president, Jos. A. Hardy Ltd., sta- 
tion representative firm in Mon- 
treal, Toronto and Quebec, died 
June 14 at his home at Montreal. 
In radio for almost 25 years, he 
had been promotion manager of 
CHRC Quebec, until 1946 when he 
started his firm which represented 
stations in the Quebec province. 
He was known as an authority on 
Quebec French -language radio op. 
erations. He is survived by four 
daughters and a son. 
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