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Listening: Fall 1947 • Humanizing a public utility
Transcriptions: Question mark • Milk on the air

WWVA
announces

the

appointment of

EDWARD PETRY k CO.
as national representatives
effective October 15, 1947

WWVA
wheeling, west Virginia
50,000 watts, in the heart of the steel and
coal belt of the nation
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Tight grain market is forcing cereal firm retrenchment of advertising budgets. Kellogg 's requested six-month hiatus on "Breakfast
Club" was refused by ABC on ground that period could be sold to one
of clients on waiting list. General Mills will start making cuts in
November with at least two network programs affected.
-SRPrograms depending on giveaways for appeal are being frowned on by
NBC. Its own "Honeymoon in New York" is expected to exit on January 1 and sponsors will be urged to stress entertainment rather than
something for nothing. This will have no effect on productions like
"Truth or Consequences," "Dr. I. Q." or similar shows.
-SRPetition by station representatives association to Federal Communications Commission to stop networks representing affiliate stations
is not expected to get anywhere unless reps prove coercion. Networks are expected to establish separate corporations for their
spots sales organizations after fuss and fury is over.
-SRThe Pulse Incorporated has added Cincinnati to list of cities in
which it is conducting surveys. With first report of Cincinnati
Pulse, the organization will be covering six areas with 6,289,880
radio families. This is 18.5 per cent of U. S. total.
-SRFootball is proving even more commercial than expected when season
opened. WIND, Chicago, sold games to five sponsors. Underwriters
include Karoll's Men Shops, Standard Oil of Indiana, Armour Packing,
Goebel Brewing and Atlas Prager Beer. Some key games, i.e., Notre
Dame's, Michigan's, Penn's, will have as many as 18 broadcasting
booths and as many sponsors. The games in some cases go to single
stations, in others to regional chains.

MORE NETWORK
SIDELINES

WEATHER
SPOTS
NOT
PROHIBITED

-SRRealizing that losses from TV operations will be staggering during
next few years, networks are more and more emphasizing profitable
sidelines.
CBS' purchase from Fletcher Wiley of Housewives' Protective League (program producing organization) for rumored $1,000,000
is one of these moves. CBS has in past paid HPL thousands for programs on WBBM, KNX, KMOX and KQW. Move will switch New York program
of HPL from WJZ to WCBS.
-SRWeather Bureau admitted recently, after an earlier ruling to the
contrary, that it had no control over weather broadcasts on stations. Reported ban on recorded weather spots never was an order
since only thing Bureau can police is representation that jingle or
song is an "official" pronouncement of USWB. Credit Harry S. Goodman for going right to Washington to get clarification.
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FASHION GETS
HALF OF ABC
FAN MAIL

MBS RESEARCH
TRAVELS
ALONE

Over 50 per cent of ABC's mail in September was written about one
thing and came to one broadcaster, Ted Malone. It was all on subject of the feminine "new look." Mail count was 110,596 with
Malone 's pro and con letters adding up to 56,788.
-SRMutual is going it alone researchwise at this time. MBS thus far
has not subscribed to Broadcast Measurement Bureau. It has dropped
Hooper. Archibald Crossley made special MBS Crossley Rating report
on World Series. Rating was on "recall basis" technique discarded
with Cooperative Analysis of Broadcasting (CAB) some years ago. Its
"listenability" report (which MBS is using to indicate coverage)
is new variation of signal strength presentations.
Basis of
"listenability" is that since MBS hasn't top programs (with exception of a few public service airings and whodunits) it must present
sponsors with possibilities of what might happen if a Bob Hope aired
on web. World Series listening figures are another indication of
what can happen on MBS. Figures are amazing even if coincidental
ised instead of Cross]
Crossleyt
*
43.9
1st & 2nd game
42.4
2nd & 3rd game
12.9
44.1
3rd & 4th game
oper**
Ho13.7
48.8
4th & 5th game
18.7
59.4
5th & 6th game
26.8
24.7
6th & 7th game
60.2
*first game not on a Hooperated day so no survey made.
**per cent of total homes in Hooper surveyed area,
tper cent of radio homes in Crossley surveyed area.
-SR-

RURAL STATION
BUSINESS
HITS ALL-TIME
HIGH

Farm station business is at all-time high. This is based upon unofficial figures reported to FCC which will be basis of report
issued in 1948. Reason for surge of rural spot business is amazing
farm income increase. Farm income in 1946 reached $25,322,896,000,
and 1947 is expected to increase this 10 to 25 per cent.
-SR-

STATIONS
RESENT
RADIO MFGS
NON-USE
OF RADIO

Resentment against radio manufacturers using so little broadcast
time to sell receivers has manifested itself in a number of stations

TRAVELING
RESEARCH

not cooperating with NAB-RMA (Radio Manufacturers Association) campaign to place multiple sets in every home. Station most voluble on
subject was WGN, Chicago. Only set manufacturers on the air are
Pilot (MBS), Philco (ABC), and RCA-Victor (NBC), with StrombergCarlson using small FM network (Continental) to help frequency
modulation along.
-SRQualitative research picked up its equipment during past months and
tested audiences in Ft. Wayne and Boston. McCann-Erickson took
Lazarsfeld-Stanton Program Analyser to Ft. Wayne and for two weeks
tested clients' programs. CBS took its "Big Annie," mass audience
reaction recorder, to Boston to test programs for network and station WEEI.
SPONSOR

SORRY, WE HAVEN'T ANY
BRIGADIER-ADMIRALS...
— but WVET

has almost everything else to

help you do a whizz-bang of a selling job!

No . . . we have no intention of
dropping you like a hot potato
once you've signed. We've been
timebuyers and clients ourselves so we know what you're
up against . . . firmly believe in
servicing the sale.

Who won the Battle of
Rochester for this high
profit market's 5000 watt
station? 38 veterans stubborn enough to insist there's
NO SUBSTITUTE for plain
old-fashioned get-up-and-go.
And now WVET is out to
do some fancy battling for
vou!

I.

Thanks, old man, but we
don't ivant an A for Effort.
All we're after is A-f results for YOU — whether
you're out to break sales
records for Flapdoodle's Delicious Gumdrops or Dieselpowered tractors.

>■

5. You bet we'll test shows for you
and give you complete advertising and merchandising service.
Anything to help you sell more of
those delicious gumdrops — or anything else you want to promote.
We can also give you expert, onthe-spot help with local distribution problems.

0

3. Frankly, we can't afford to
miss any boats
we've
invested
our because
own hardearned sheckels in WVET
... all 38 of us. To put it
candidly, we have to make
money for YOU — so we can
make money for us.

6. We're set up to give you the kind of personal, individualized service you want . . . the kind of service
that will help you get bigger and better returns from
Q
every one of your WVET broadcasts.

So hurry to your nearest three-cent stamp and write
for full details about Rochester's new live-wire, upand-at-'em station— WVET !

0

VETERANS
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SPEAKS

pecially July's Mary
Fall Facts).
Elizabeth Gaynor
Radio Director
Woodward & Fris Inc.
Albany, N. Y.

30

TV-FM-FAX
MR. SPONSOR

TOPS LIST"

We are in the process of organizing the
radio department of a brand new agency.
After looking over the magazines in the
field, we decided that sponsor tops the
list. In fact, we are so impressed with the
issues we have seen that we hate to think
of all those we missed while our firm was
still in the blueprint stage.
Please start our subscription immediately and please let us know if there is
any way we can acquire back issues (es-

26
QUESTION

i2Dil

62

We think sponsor is doing a good job,
providing advertising agencies like ourselves with many ideas that are useful in
the planning and purchasing of radio
Congratulations
on your September
spots.
issue which is chuck full of ideas which
will help us to make money for ourselves
and our clients. Keep up the good work.
Richard Jorcensen
Richard Jorgensen Advertising
San Francisco

67
78
78

AGENCIES

NEED

SELLING

AID

MOLINE,
Well, I gather from Phillip Frank's
letter in your current issue (October) that,
while there isn't any blazing bonfire on
the subject of radio's lack of promotion
there is, at least, a wisp of smoke around
the edges.
I don't think that we gain very much
by getting into the pros and cons of
BMB, although I can understand Mr.

PublUhed monthly by SPONSOR PUBLICATIONS INC. Executive,
Editorial, and Advertising Offices: 40 West 52 Street, New
VorklO, N.Y. Telophone: Plaza 3-6216. Chica«o()ffico: 410
.\. Michigan, relcphotie; Whitehall 3540. Publication Offices:
.■iSOO North Mcrvinc Street, Philadelphia 41, Pa. Subscriptions: United State.<!$5avear;Canada$5.50. Sinelc copies 50c.
Printed in U. S. A. Copyright 1947 SPONSOR PUBLICATIONS INC.
President and Publisher: Norman R. Glenn. SecretaryTreasurer: Elaine C. Glenn. Editor: Joseph M. Eoehler.
AsKociate Editors: Frank Bannister, Charles Sinclair. Art
Director: Howard Wechslcr. Advertising Director: Lcrter
J. Hlumenthal. Advertising Departimnt; Edwin D. Cooper,
Chicago Manager: Kav Urnwn. (Loa Angeles) Duncan A.Scott
A Co., 44S S.Hill St.: (San Francisco) Duncan A. .''cott A Co.,
Mills BIdg. Circulation Manager: Milton Kaye.

(■0\'ER PICTIRE: Jack Carson fSealtestVillege Store) pays
tribute to thesourceofhic:poasorabip-milk. (Story on pace 17)

DAVENPORT, ROCK ISLAND

Frank's very natural tendency to rush to
its defense. But — well, let's put it this
way: Our clients who currentl)' use the
New York Daily News know that their
copy is going to a paid circulation of
2,352,484 on weekda>s. The\' know that
1,657,933 of that is city zone circulation,

EAST

MOLINE

Only woe delivers satisfactory
year-round \BC service to the
Ouad-Cities . . . the largest
metropolitan area between Chicago and Omaha, and between
Minneapolis and St. Louis.
.\ppro.\iniatcly 218,000 jieople
work and live here . . . make it
the 40th retail market in the
nation.
5,000 Wstli, 14J0 Ke.
Basic NBC Affiliate
B. J. Palmer. President
Buryl Lottridse, Manasci

and that 464,517 is trading zone. Let's
forget about readership, and the other
imponderables, and stick to the circulation/acfs. Uany New York radio station
can furnish anything as factual as the
above figures, I'll be glad to recommend
it recklessly from here on in.
Now, let's not be silly aboift it;
nobody's condemning radio as an adverSPONSOR

It's As Simple
As Reading Off
A Log —
The network owned and ronlrolled

• We

division ol the Columbia Broadeast-

programs to 75% more National
advertisers for a total of 94% more

ing System, Radio Sales, has made
some extravagant claims about their
achievements in Spot Radio to some
CBS affiliated stations.
Specifically, they've claimed prowess in selling locally produced programs to national advertisers and
chose their performance on WEEI,
Boston, as the classic example.

random week.

The FACTS

show:

more

total program time.
We believe that the sale of local
shows is important but it is only one
of many important responsibilities
we conceive ourselves to have.
Representing radio stations means
representing their best interests —
all of them.

We compete with Radio Sales in
Boston. We checked the logs for
WEEI and for WNAC for a recent

sold, altogether. 79%

In short, we

will continue to

follow the policies which

have

governed our successfid operation
for some 15 vears. We will continue to present the many advantages of Spot Broadcasting to

• We sold more Single Sponsored
programs (21% more) to more
National advertisers (11% more)

National advertisers and to represent

using more time (40% more).

the best interests of our stations,

• We sold more Multiple Sponsored
programs (126% more) to more
National advertisers (113% more)
using more time (119% more).

even when they conflict with those
of the networks. We will continue
to sell advertisers whatever facihties
the stations have available to move
merchandise most effectively.

t
■*?<? «T»» ►«» ^^
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•fix
• CHICAGO
• LOS ANGELES
ATLANTA
• BOSTON
• ST. LOUIS
• SAN FRANCISCO

J.

YOU MIGHT STEAL
892 BASES -

f'lO Hest52nr]
tisinj; medium because it happens to be
one where its very nature makes an exact
counting of noses an impossibih'ty. It
seems to me, however, that it's that very
impossibility that points up the necessity
for marshaling whatever information is
available, maintaining a running check for
other/dcfiui/ d(Kumentation, and doing an
over-all promotion job for radio as an
advertising medium, and doing it competitively.
Let's settle the individual station proposition bypointing out here and now that
every broadcaster in, say, Detroit has a
pitch all prepared that's designed to show
the timebuyer why his station, station A,
is better than station B. Station B has a
nice offset brochure on the subject, and
so on down the line. But, has anybody
ever seen a presentation on the superiority
of radio, as a whole, over Detroit newspapers? think
I
not.
I haven't anything against Detroit,

YOU CAN'T SLIDE
INTO WESTERN MICHIGAN
WITHOUT WKZO-WJEF!
If you are trying to reach Grand Rapids, Kalamazoo

and

Western Michigan from any "outside" city — >vcll, it's no
runs, no hits, hut a very real errorl
Western Michigan has a fading condition >»hich strikes out
the reception of even the most powerful outside signal.
All you have to do to prove this point is to study any listening
report you choose. . . .
To coier Western Michigan (an<l to get the highest Hoopers
in the area, morning, noon or night) the majority of advertisers use \\ K/,()-VS JEF. Th<'s«' l>v<> ('US stations give you a
cond>ination that i-an't he matched hy any other station or
eomhination of stations either inside or outside the area.
ish for the fads — from

us,

or

from

Avery-Knodel.

In<'.

* Diiriiiu, 21 Vi'ors of Ixisfhiill. I'y Cohh stole H')2 bases.

>llfUEF
^^^

IN KALAMAZOO

•n4 GRIATER

WESTERN
(Ctt)

MICHIGAN

^^^-^^ll^' "^"^

^

AVERY-KNODEL,

I

/^^

AND

in GRAND
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KENT COUNTY

AND opEB^^no I'nlA^^'^'*

^WOADCASTINC

INC., EXCLUSIVE NATIONAL

^^^

REPRESENTATIVES

really, excepting for the fact that there's
an automobile manufacturer there who's
been holding up my new car for over two
years. And I suppose that a one market
radio promotion is too much to expect.
It just seemed to me a simple way to
illustrate the fact that while I've sat
through presentations where magazines
blasted away at radio, and newspapjers
trained the big guns on radio, I've never
been around when radio popped away at
anybody with so much as a pea shooter.
And while it would be manifestly ridiculous to accent destructive selling as the
only form of good selling, it's just as silly
for radio stations to expend all of their
promotional ammunition firing at each
other, completely ignoring the outside
barrages aimed at all of them.
I don't think that it's unfair to expect
the radio broadcasting industry to invest
some of its profits in something that will
inevitably return to them in the form of
additional profit. More than that, with
the gravy train threatening to pull out of
the station 'most any time now, this isn't
a very good time to be laggard.
And so far as my attitude as a radio
director is concerned, it all boils down to
this: It would be a lot more useful all
around if the station men would spend less
time, individually, trying to sell me, and
use it collectively working on something
for me to sell with.
Next!
Raymond E. Nelson
President
Raymond E. Nelson Inc.
[Please turn to page 76)
SPONSOR

RAIX-a

la

carte

The Salt River Valley of Arizona was in the death-grip of parching
drought . . . but suddenly . . . THE RAINS CAME!
A stroke of luck in this arid land?
No!

That life-giving rainfall was the result of man and his science.

Since time began man was the slave of nature . . . expecting little and
hoping much of the thunderheads, but today man has discovered that
the pilot of an airplane can drop dry ice pellets into the moist clouds
and rain will fall . . . when and where he wants it!
Yesterday the rain clouds were raisers with their wealth . . . today they
are the nation's sky -borne reservoir!
And just as science probes the future, so WSPD looks ahead, finds new
ways to better serve the people who live and w ork and buy in the Northwest Ohio area. WSPD's search for
A QUARTER
CENTURY
• THE VOICE OF
"Things to Come" has resulted in
"Action Today" . . . action in the
form of sales resvdts — the kind of
action that keeps WSPD in its
5000 WATTS
position of the most effective advertising medium in Northwest Ohio.

WSPD

TOLEDO

TOLEDO, OHIO
Just ask. Katz

NOVEMBER
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I

le\Qw\sion^s greatest comedy

6^0%
show
^

fi4<^

Wrestling

Matches

Pull Television's Biggest Audiences ,,, and

they're all yours on Du Mont

Station WABD,

New

York

Here's a tailor-made program all get for you.
Blend of good hard fighting and pure come<ly, WABD's Friday Evening
Wrestling Matches have a large and devoted following. There are several spots
for video commercials between bouts and Dennis James will work in
plugs with his comment— either in his own inimitable manner

or straight

as you prefer. Phone or wire today—
WA B D
Time Sales Dcpt.
515 Madison Avenue, New York 22
Pliunc: PL 3-9800

Your fastest-growing
—budget

fORSACe^
WABD

audience

NEW

YORK

for it now!
Key Station of the

Television Network
SPONSOR

new and renew
yVe^6( Maiianai

BfuU BnA^Ute^iA.
PRODUCT

SPONSOR
American Airlines
W. K. Buckley Ltd
Burlington Brewing Co
Colgate-Pal molive-Peet
Commercial Solvents Co.
Emerson Drug Co
Grove Laboratories Inc

Transportation
Cougii syrup
Beer
Ajax Cleanser

Ruthrauff & Ryan
(irant
Goodkind, Joice & Mor
Sherman & Marquette

Dry-Ex anti-freezc
Bromo-Seltzer

Fuller, Smith & Ross
BBD&O

20-.10
125
gan 12-15
408
20-40
75-100

Duane Jones

Bromo-Ouinine
Cold Tablets
Candy
Institutional

Radio Gospel Fellowship
Schutter Candy Co
United P'ruit Co

STATIONS

AGENCY

start, duration

Live spots, breaks; Oct 13; 13 wks
E.t. annoiincemenls; Nov 3; 13 wks
"Ted Lewis Show" e.t.'s; Oct-Nov; 13 wks
Adding additional markets to existing e.t. announcement campaigns; Oct-.Nov; 13 wks
Spots, breaks; Nov 15; 4 wks
E.t.
1948breaks,
season spots before and after baseball games;
E.t. spots, breaks; Dec 1; seasonal

Glasser-Gailey
Schwimmer & Scott
BBD&O

Bananas

PROGRAM,

13
75-100

"Challenge to Youth" e.t.'s; Oct 26; 52 wks
E.t. announcements; Oct 6; 52 wks
E.t. breaks, spots; Dec 1; 13 wks

10

Aleia

Oh, /\leiwjMJu
AGENCY

SPONSOR

NET

Wallace- Ferry-Han ley
Gardner
John C. Dowd
Weiss & Geller

Campana Sales Co
H. C. Cole Milling Co
First National Stores
Illinois Watch Case Co (Elgin
Amer Div)
Manhattan Soap Co
R. B. Semler
Trimount Clothing Co
U S Army Recruiting Service
Washington Cooperative
Farmers Assn

STATIONS
*153

MBS
CBS

57

Duane Jones
Erwin, Wasey
William H. Weintraub
N. W. Ayer
Pacific National

time, start, duration

First Nighter; Sat 8-8:30 pm; Oct 4; 52 wks
Eddie Lee's Omega Show; Sun 3-3:30 pm; Oct 5; 52 wks
Guy Lombardo; Th 9:30-10 pm; Oct 2; 52 wks
You Bet Your Life; Mon 8-8:30 pm; Oct 27; .52 wks

160

ABC
NBC
MBS
MBS
MBS
NBC

PROGRAM,

10

350
350
300
20Pac

Katie's Daughter; MTWTF 11 :15-11 :30 am; .Sep 29; 52 wks
Martin Block; MWF 2:30-2:45 pm; Oct 13; 52 wks
Sherlock Holmes; Sun 7-7:30 pm; Sep 28; 52 wks
Army Football Games; .Sat 1:45 pm; Sep 27
Jack Gregson; Sat 9-9:30 am pst; Oct 18; 52 wks

* 117 New stations added.
iFifty-imo weeks generally meant a 13-week contract with options for 3 successive 13-iDeek renewals. It's suhjeel to cancellation at the end of any 13-week period)

R,e*te4AMUl

0*1

Neiwo^JzA,

SPONSOR

NET

AGENCY

STATIONS
56

PROGRAM,

time, start, duration

NBC

Amer Home Prods Corp (Whitehall Pharmacal Co div)
Amer Tobacco Co (American
Cigarette & Cigar Co div)
Bristol-Myers Co
Campbell Soup Co
Hall Bros Inc

Dancer-Fitzgerald-Sample
Dancer-Fitzgerald-Sample
Foote, Cone & Belding

NBC
NBC

Doherty, Clifford & Shenfield
Ward Wheelock
Foote, Cone & Belding

CBS

Hudson Coal Co
R. J. Reynolds Tobacco Co
Southern Cotton Oil Co
Western Auto Supply Co
Wildroot Co

Clements
William Esty
Fitzgerald
Bruce B. Brewer
BBD&O

ABC

159
57
145
183

NBC

157
13

CBS
NBC
NBC
NBC

7
153
159

Just Plain Bill; MTWTF 5:30-5:45 pm; .Sep 29; .52 wks
Front Page Farrell; MTWTF 5:45-6 pm; Sep 29; 52 wks
Big Story; Wed 10-10:.?0 pm; Oct 1
Break the Bank; Fri 9-9:30 pm; Oct 3; 52 wks
Meet Corliss Archer; Sun 9-9:30 pm; Oct 5; 52 wks '
Reader's
52 wks Digest— Radio Edition; Th 10-10:30 pm; Sep 11;
D & H Miners; Sun 9:45-10 am; Oct 12; 52 wks
Bob Hawk; Mon 10:30-11 pm; Oct 6; 52 wks
Noah Webster Says; Th 9:30-10 pm pst; Oct 16; 52 wks
Circle Arrow Show; .Sun 10:30-11 am; Oct 5; 52 wks
King Cole Trio Time; Sat 5:45-6 pm; Oct 18; 52 wks

57

J\le44J- and

R,e*tziaed a*t

SPONSOR
American Packing Co
American Tobacco Co
Artophonc (Philco div)
Atlantic Refining Co
Atlas Brewing Co
Barr's Jewelers
Beneficial Saving Fund

NOVEMBER

1947

AGENCY

*^ele>aU404i>
STATION

Anfenger
KSD-TV, St. Louis
Foote, Cone & Belding WCBS-TV, New York
KSD-TV, St. Louis
W.NBT, New York
Marjorie Wilten
KSD-TV. St. Louis
N. W. Ayer
WPTZ, Philadelphia
Olian
WBKB, Chicago
Edward J. Prager
WPTZ, Philadelphia
Richard A. Foley
WPTZ, Philadelphia

PROGRAM,

time, start, duration

Spots preceding all televised sports; Sep 26; indefinite (n)
Film spots; 3 weekly; Oct 2; 52 wks (n)
Film spots; 5 weeklj; Sep 28; 13 wks (n)
0>llege football games; Sep 27; season (n)
High school football; Oct 11; season (n)
I'niv. of Pa. football games; Sat afternoons; Oct 4; season (n)
Chi. Cardinal's football games; Sun aft; Oct 5; season (n)
Time signals at station sign-off; Sep 29; 13 wks (n)
Time signals; Sat afternoons; Oct 4 to Nov 29 (n)

SPONSOR

STATION

AGENCY
I.i-Mir Wolff
William Warrin
Siltxrhicin-i.oldsniiih
Grey
Blow

llii ur ( ATS ImItoiiilfil
AiiKi SiilcN
Itoluny \V<>rHlrd MIIIk

Biiliivn
Walcli (:<> '
nVI) Corp
Ciinii'i (jintlies Inc
KllJin National Watih Co
Mort Farr
(.fiit'ral Koods (:<irp
(form's Radio «c TelcviNlon (^>
llouNi- <if llawick
Knox The Ilattor

Direct
J. Walter Thompson

MarciiN & ()o
IMiiladclphla Kkrirlc Co
I'liilio Distributors Inc
Siipi-rliiu' Apiillance Co
IraiiMiiirra Products Co
I S Kul.biT Co

Ralph
Direct A. Mart
Julian (;. Pollock
Soils S. Cantor
Direct
Campbell- Km aid

U ilf liriis.

\|>pli;liuis

rililip

NeuA

A<fe4iJC4f

Edward Shapiro
Younfi & Kuhicani
Kobt. J. Fnders
Funt-(;oldwkk
CJeyet
. Newell &
(iai)iier

Kl.'iri

PROGRAM,

time, start, duiation

Wens- I \ , \.» \ti
WAHI). St w York
WMiT. Niw ^ ork
WNHW. WashlniSton
KTI.A. l.iiN Angeles
WItKK. ChicaUo
WNIir. New York
WAHI). New Y.irk
WNHT
New 1 .irk
WPIZ. Philadelphia
WFII- rV. Philadelphia
W NM r. New \ ork
WNHW, Washinftton

St»ots precedinC football ilanus: Si p 1 1 ; m aMin Oi)
Know ^our New ><.rk; Wed H:4.S-9 pm: Oct I; I.? wks (n)
Weather hpots precedinfi pro fiMitball: Sep 17; season (n)
Weather spots precedinft collefie football: Sep 27; season (n)
■finie sliinals; Fri nights; Oct .1; II wks (n)
Weather signals; .< weekly; Oct 7; 52 wks (n)
Weather signals: i weekly; Oct 14; S2 wks (n)
Weatht r signals; preceding pro fool ball games; Sep 17; season (n)
Look Ipon a Star; Tu 7:.*0-7 :4S pm; Oct 7: 39 wks (n)
Time signals; Sun nightr; Oct S; II wks (r)
Time signals before and after foi'iball games; Oct 4; U wks (r)
Farr Heiler Sports; Sat K-K:I5 pm; Sep 20; 26 wks (n)
Jillo Progr:im; Th H-H-.M) pm; Oct 2; S wks (r)
Time signals; Sep 17; 13 wk« (n)

WAHI). New York
WCHS-TV. New York
WPIZ, Philadelphia
WI»T7.. Philadelphia
WPIZ. Philadelphia
WPTZ. Philadelphia
W ABD, New York
W NH r. New York and
WI'IV Phihi.Iclphia
W 1' I / IMiihuUlpliia

Small Fry: Mon 7-7:.»0 pm; Oct 6; I.l wks (n)
Columbia I,', football games; .Sat 1:50 pm; Oct ll-Nov 22
Time signals at station sign-ofT: Oct 5; 13 wks Oi)
Studio Show : MW 2-3 pm ; Oct 13 to Apr 14 '4K (n)
Home football games Philadelphia Kagles; Sep 2h; season (n)
INS Television News; 5 weekly; Oct 6; 13 wks (n)
Spots; Sep 29; 13 wks (n)
Campus Hoopla; Fri «-S:15 pm; .Sep 26; 13 wks (n)
INS

1 <li\isi(,ii News; ,S «iikl> : Sip 1^; 13 «ks (r)

Afup<U*it4m4tti
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PRODUCT

AGENCY

or service^,

W. Karle Bothwell. N. ^ .
Food products
..
Anur Home Foods (Joseph Uurnett Co div)
C:oIeman-J<]nes. L. \.
Shoe polish
Angelus .Shoe Polish Co, L. A
Women's
Anre. N. Y.
Motor carsspecialty shops. .
Sevmour
Kamenv,
J.
M. Maihes.
N.Y. N. Y'.
Austin Motor Co. Birmingham, Enftl
Beer
Fuller & Smith & Ross. Chi.
Hirk Bros Brewing Co. Chi
Ivan
Hill.
Chi.
Proprietary
formula
Blistex. Chi
Music
M. Belmont \er Standif
Wash.
Campbell Music Co. Wash.. D. C
Franco salad, cooking oils.
Hart-<'onway. Rochtstii
F. Cappellino & Sons. Rochester. N. Y
Saitimieras. Chi.
Cooperative
Central (irocers Clooperttive, Chi.
L. W. Roush t:o, Detroit
Chelsea Milling Co, Chelsea. Mich
Jiffy prepared flour mixes
Ellington. .N. \.
Cities .Service. N. Y'.
Petroleum products
Gallup. Indianapolis
Citi^cens (Jas & Coke I'tility. Indianapolis
Public utility
Colonial Wallpaper Co. Wash.. I). C
Wallpaper
M.
Belmont& (;rohmann.
\'er Standig. .N.
Wash.
Needham
M.
Columbia St..Sales
Corp. Pittsburgh
I'nion car wines.
batteries
Conrad.
I-ouis
Celebrity
Laurel Springs whiskey . Krupnick. St. L<iuis
Hart -(.'on way. Rochestir
Conii Packing Co.. Rochester, N. Y
Mel -O- Meat products
\d Fried. Oakland
(;oy Hair Curler. Oakland
Hair curler
W ilhelm-Laughlin-WilMifi. Dallas
Crazy Water Crystals Co. Mineral Wells, Tex
Crazy Water Crystals
Ad Fried. Oakland
Henry De Lugach. Oakland
Realtor
Kastor. Farrell. Chcsley & Clifford. N. V.
FR < :orp, N. ^^
Scoop soap
Robert B. (irady. N. Y.
(iardiner-Warring Co. Florence, Ala
Character
Restaurant sweatshirts
(;arrison's Restaurant, N. Y.
Bromo-Ouinine Cold Tablets.
(;rove Labs.. St. Louis
Walter Kaner. N. Y'.
Peck.
Y.
Dr. llaiTis Eye Lotion. Drops
Puane N.Jines.
N. Y'.
Harris Eye Lotion Corp, N. Y.
IntI Yoghurt C<i. L. A
\Am\ Yoghurt
William
Kester. H'wood
Manicure
device.
Ward. Macdonald
& Stagg. S. F.
La Femme, San Carlos, Calif.
Teen-age fashions.
La Teena, N. Y. .
l\rwerda-Boone.
N. Y'.
John W. Leavitt Co, Boston
Teddic Brand Peanut Butter.
Harry
.M. Frost. Boston
Lever Bros. Co, Cambridge
Silver Dust soap
Sullivan,
Colwell & Bayles, N. Y'.
Federal, N.Stauffer.
Y.
(Harriet Hubbard .Vyer div), N. Y
.Cosmetics
M. Belmont Ver Standig, Wash.. D. C.
Lower's Brewery. N. Y.
.
Beer
Beatrice Mable. St. Louis
Face cream
Krupnick. St. Louis
Deutsch & Shea. -N. Y.
Metropolis Brewing (Jo
Maltcrest lirew (near beer). . .
C. Willard Meyer. Milw.
Milwaukee Lace Paper Co
Doilies, mats, etc
Bri.sacher. Van N'orden. N.Y.
Mirrolike Mf g Co, N". Y
Floor wax. furniture poIisJl ...
Nacto Cleanser
Corp, N'. Y
Fabric products
cleaner
AiUn
& Reynolds,
Omaha
Omar.
Omaha
Food
Tracv.
N. Y'.
Slans & Kent.
Maury.
N. Y.
Ostab Labs.. Buffalo
Mouthwash
Pat-A-Tan Corp. Chi
Cosmetics
M.
Belmont
\'er
Standig,
Wash., D. C.
^ iking. N. Y.
Phoenix Leather CJoods. N. Y
Ladies' belts
BriKike. Smith. French & Dorrance, Detroit
Reo Motors. Lansing, Nfich
Trucks, coaches, buses
M. Belmont \ er Standig. Wash.
Reo-Washington, Wash.. D. C
Car dealer
M. Belmi-.nt %er Standig, Wash.
Rudolph's
Candy
Pat Patrick, <;iendale. C:alif.
Santa
Cola Candies.
Co, L. A Wash., D. C
Carbonated
beverages. .
Jt>hn Freiburg. L. .\.
Santa Fe Vintage Co
Wine
Waller Weir. N. Y.
Science
Y'.
Magazine
McCann-Erickson, L. .\.
Seaboard Illustrated,
Mills. .SantaN. Barbara
Thoro-CJreen
dried lima beans
Ad Fried. Oakland
Sports In limited. Oakland
Sporting goods
Mavirs. L. A.
.Sta-Neet
hairwarehouse
trimmer
.
Ad Fried, Oakland
30th
& SanCorp.
PabloH'wood
Furniture Warehouse, Oakland. . . Plastic
Furniture
I Isier Cravat Co. Kingstrn. N. Y.
Cravats
.
Fcrwcrda-Boone.
N. 'Wi.
R;'lph
II. Joiu s. Ciiu
M. Werk ('<). Cinii.
Wir\. Tag soap

Sp>OH4xt^ PenAxutml QUa^u^ei.
NAME
Ihirol.l .1. lUeb.s
Da\id R. Compton
Louis F. Czufin
John A. Dnh.son
W illiam R. Mason
Walter Mayer
L. It. Jack Nelson
Ouentin D. Pierce
Jerry (,)uimby
(;. Reed .Schreiner
I arle II. Selby
Lewis W . .Selnieier
\ inceni .S. Sliallow
ILrlxri H luvl.ir

FORMER

AFFILIATION

Coitimonwealth
Kdison Co. Chi., asst adv mgr
Essex adv svc div. .Safeway .Stores, S. F.
Panmgr.\merican World .Mrways, N. Y'.. asst to adv
Maltex Co, Burlington, Vt.
dir
William
B. Remington, Springfield, Mas.s.. group
.Squirt (;o, L. ,\.. adv mgr
.Sweets Co of Amer, lloboken. N. J., exec vp
(^>nsolidated
Royal CMiemical Corp, Chi., adv.
sis dir
Roy S. Dursiine. N. Y.
I'
.S .Steel Corp
Delaware,
.\merican
Home of Foods,
N. ^.avsi adv dir
Rol>ert .\comb. Cine, vp
Nurlhwcslcrn Yeast Co. Chi., sis. adv exec

NEW

AFFILIATION

Same, adv mgr
Safewa.v .Stores. Dallas district, adv mgr
Pan .\merican-C;race .Mrways, N. Y"., adv mgr
-Same, adv. sis prom dir
(ieyer, Cornell
Carnation Co.
Bianchi Mfg
Co, Co,
N.
Jatiues

& Newell. N. Y'., acct exec
L. .\., a.sst adv mgr
Y'..
adv.sis.pub
head
Chi.,
advrelmgr

Helena
Rubinstein.
N. Y., adv dir
'Name, adv
dir
'n nN. ait\ dir
Same, adv dir
C larr-Consolidatcd Biscuit Co. W ilkcs-Barre. gi
amilion.
()..
FKsiaie lleairola Div. Noma
Electric adv
Corp. dir II
k ...-I
«'.l..
l.....r.. ..,:... ...I
#'..PH
V
.Ilr
Nutri-(^>la
Iniernaiional Corp.
N.
^\ . bi...I. . sK.
adv dir
Consolid:ll< >l Ko\;il ( bcntit :il ( <.rp
iilllll.l

{Please turn to page 58)
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WI
PICTURE OF RADIO IN IOWA!
Now you can know the listening habits of Iowa people so well that you can instanti
tell what stations are preferred in each county as well as in the State as a whole I
Now

you can know what percentage of Iowa people prefer each station heart! in th

State — how many hours are
"heard-regularly'" stations —
grams. Now you can know
radio, at any quarter-hour
and counties.

spent with "listened-to-most" stations as compared will
what stations are preferred for NcMScasts and Farm Pro
what percentage of the total Iowa audience listens to th
period of the day — with figures broken down by station

These and many other vital facts are covered in the 1947 Iowa Radio Audience Survej
by Dr. F. L. Whan of the University of Wichita. This invaluable work is based on inter
views representing one of every 73 radio homes in Iowa. It is a MUST for every executiv
interested in Iowa advertising and merchandising.
A copy is yours for the asking.

THE 1947 IOWA RADIO AUDIENCE
SURVEY COVERS:
Station Preferences in Iowa
News Preferences
Farm Program Preferences
Public Attitude Toward Transcriptions
vs. Live Broadcasts
Analysis of Audience by Time Periods
Program Preferences
Program Material Preferences
•
•
•
This authoritative
charts — breakdowns
It will be the most
>X rite for your copy

Study contains many maps and
by age, sex, place of residence, etc.
valuable book in your radio file.
NOW !

P

Use the coupon TODAY!

fi

WHO

For

Iowa

PLUS!

+

Des Moines . . . 50,000 Watts
B. J. Palmer, President . . P. A. Loyet, Resident Mgr.
Free & Peters, Inc., National Representatives

I

Mr. Sponsor:

j

>l€»rris ^iliapir«»
President, Tiimount Clothing Company

Wn the midst of runaway markups in the men's clothing business, Morris
Shapiro and his Trimount Clothing have done much to salvage lower
cost selling in men's suits. Shapiro is sincere in believing that the consumer should get a break. Volume manufacturing of a basic line is the

&

and cut out the
Grand Canyon?
That's practically the W-W-D-C
story. Started small. It grew and
grew. Today it has carved a
listening audience out of this big
Washington market that's the
envy of a lot of people in radio.
Alert programming, keeping an
eye on the future, and all-around
hustle have done the job.
You can have W-W-D-C— AM
or W-W-D-C— FM. Whatever
you want in Washington, keep 4
important call letters in your
mind — W-W-D-C!

It's the sales-

Only one other station in
Washington has more
loyal listeners

WWDC

AMFM-The
18

D. C. Independent

answer (Trimount is the world's largest men's clothing manufacturer)and to radio goes credit for sustaining the demand and building good-will
for Trimount's Clipper Craft Clothes. Virtually all the Trimount ad
budget of $450,000 a year goes for radio, selling the name of Clipper Craft
on 275 Mutual stations each Sunday via the classic whodunit Sherlock
Holmes.
Toda>', in a market once again veering toward the buyer, more than
1200 store outlets in his "voluntary chain" are doing well with the Clipper
Craft line, and there is a growing waiting list. Imaginative, unassuming,
promotion-conscious Shapiro has done an uphill job too in selling outlet
stores on the use of radio. Nearly 200 of them place cut-ins on Sherlock
and many now have programs of their own.
The eight >ears that Trimount has been a network advertiser have
taught Shapiro many lessons. He has discovered that style-conscious
women are a big fartor in the selection of men's clothes, so commercials
are pitched at them too. He knows that radio campaigns must be merchandized todealers and public at point of sale (Shapiro supervises this
himself) to be properly effective. Above all, he has found out that one of
the basic factors of success in air advertising is "continuity of effort."
Where eight years ago Trimount advertised via Dorothy Thomf>son on a
spring-and-fall schedule only, Shapiro and Sherlock Holmes are today
teamed to sell on a 52-week basis.
SPONSOR
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RANSCRIBED
IR LOCAL AND
REGIONAL
SPONSORS!

I
T

FRANK KATZENTINE
I
I
I

Announces

the 'appointment of

UIEED
flriD compQn Y
NEW YORK . BOSTON

• CHICAGO

• DETROIT • SAN FRANCISCO • ALTANTA • HOLLYWOOD
I
I
I

I

AS NATIONAL
•

5000 UlRTTS-OnV

16

REPRESENTATIVE
I

DIRL 1360

1000 UinTTS-mCHT
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MILK
on the air
Manyjprograms
being broadeast,
but there's no
ansiver to ivhat
makLes 'em buy

The dairy industry is a
$7,000,000,000 business which
hasn't found a general broadcast program
formula that sells milk. A number of

over-all

sponsors still cling to the illusion that
kiddie shows are the milk answer. Most
dairies, however, have by now discovered
that tiny tots are fickle, just as the
bakery field has uncovered the fact that
business inspired by children goes to the
firm currently offering the biggest gift or
premium {Bread and Cake Story, April
'47 sponsor).
Milk basically is a locally-produced'
and'merchandised product.
The local

angle is frequently insured by ordinances
and state laws restricting the "milk
shed," i.e., the area in which milk may be
produced for sale in a certain locality.
There are only two great national dairy
organizations, National Dairy and Borden. Together they handle only 17 per
cent of the milk produced, the former
processing 1 1 and the latter 6 per cent.
They operate as dairy organizations in 33
states and do a combined gross business
of $1,150,000,000 a year. This includes
cheese, condensed milk, ice cream, and
instant coffee, to mention a few Borden
products, and cheese, mayonnaise, and 17a

|l^ ?;.

r *

BROADCASTING FROM

EVERY
WEDNESDAY
AT
NIGHT

Sponsored

DON'T

by Abbotts

HOUVWOL

Dairies

MISS

host of other items that bear Kraft or Sealtest labels for National Dairy.
Most retail dairies are independently
owned, although both Borden and some
of the National Dairy-owned regional
companies operate a limited number of
retail stores. In cities retail dairies specialize in milk, eggs, and cheese but carry a
full line of groceries to compete with the
general grocer who handles a full line of
dairy prtxlucts. It is almost the only
field, aside from laundries, in which home
delivery service continues as a basic merchandising ingredient. It costs more to
have milk delivered but the milk bottle

'y

to'
FavoriteS

Doll; Madison

Sundays 5-5:30 p.m.

ICE
560

g^ PHILADELPHIAS

WFIL

flMEST

PRESENTED

fil4(

ON

TOUI

DIAL

RADIO JHOI¥/

BY ABBOTTS

CHAM

»ojr (awonle 'ice cream' siory

^

grams predominate in the cross-section
survey which is the basi« of the industry
chart published with this report. This
index indicates that 83.5 of the dairies reporting used adult programs of varying
appeals on the air while only 16.5 slanted
their vehicles to youngsters.

DAIRIESimc

e¥£RYSATURDAY%'9'^^kyii

Many of the adult programs are slanted
directly at the ladies, 18.7 per cent being
in this category. Next in use by dairies
are spot announcements, 16.5 per cent

Three types o\ dairy shows on one station — (top) network cooperative program, (center) a
transcribed dramatic program, (bottom) a locally produced teen-age opportunity "hour"

In Chicago, Bowman Dairies presents "Musical
Milkwagon" with Dinning Sisters and Tommy
Port on WGN
and at hundreds of functions

beside the door has survived all technological advances. The ideal program
should be one that reaches the whole
family and concentrates on the woman in
the home, since the housewife does 92
per cent of all the buying of dairy items.
Because a substantial part of the dairy
industry realizes that it must reach the
families of the area it serves, and sell the
women, adult and nighttime dairy pro-

In BuFfalo, for the past three years. Bossy has
been jingliring over five stations with doggerel
like that
on this Rich's Ice Cream
card

using them. Then come news broadcasts, with 15.3. Musicals representing

In New York, Sheffield Farms filled Madison
Square Garden for one WOR broadcast of
"Guess Who " with Happy Felton and gimmicks

/m Qossy,
/ cowwonderfu
Me U^^"'
''n tel//nr|
\\QKX how-

Mq rich milk and
cream mo/ce

RICHS
ICE

CREAM

r'iQht now/
. Better trql^/CH'S
18

SPONSOR

National Dairies have three network programs that gather consistent listening and do a job for
the KraFt and Sealtest trade-marks. (Right top) "Sealtest Village Store" cast, Dave Willock, Jack
Carson, Frank De Vol and Eve Arden. (Middle) Bing (with Bob Burns) who made the "Kraft
Music Hall" a listening must. (Bottom) "Gildersleeve" with a couple of his supporting cast

just 7.7 per cent of the sponsor crosssection. The balance of the dairy programs using adult appeal are divided
among sports, novelty, disk jockey, talks,
and adult drama, with no type of program
particularly predominant.
The use of musical programs has increased recently because transcription
organizations have been making available
better-produced shows. Frederic Ziv's
Barry Wood, Wayne King, and Guy
Lombardo recorded programs are of network calibre and are constantly spotted
on network affiliates (even on owned-andoperated stations) without the listener's
feeling that they are anything but topdrawer live programs, and this despite the
necessary FCC announcement stating
that the program is transcribed. The increase in the use of other adult programs
is in good part traceable to the fact that
the networks are making available as
local commercial programs shows that
were formerly sponsored coast-to-coast.
Programs like Kate Smith, Abbott and
Costello, Injormation Please, are now open
to dairies — and they're buying them.
Because dairies are constantly, almost
daily, in touch with their customers, they
are very sensitive to their listening likes.
A route man can hardly make his daily
round without getting some reaction to
the broadcast advertising of his firm. It
took Rich's of Buffalo only a few weeks to
discover that their Bossy jingles were
going over. Rich's have been using 80
spots a week (20- and 1 5-second spots) on
all five Buffalo stations for three years.
The result has been a profitable ice cream
business for Rich's and a brand name
acceptance which is tops in their city.

that the broadcasting stations go all out
covering the major dairy gathering, the
Wisconsin State Fair. Station WISN
(Milwaukee), for instance, scheduled 18
remotes from the fair grounds and interviewed the State Fair Queen, who afterwards went to Atlantic City to compete
for the "Miss America" title. (She
didn't win.) Jack Carson, who has taken
over the proprietorship of the Sealtest
Village Store on NBC, made one of his
first public appearances for his new sponsor at the Wisconsin State Fair (see cover
picture) and WISN had him on the air
and made plenty of news for Sealtest in
Milwaukee. Milk-producing cows are
always a feature at state fairs and local
stations find remotes from these fairs
good public service.
Pennsylvania ranked fifth among the
states in dairy-produced farm income in
1946, with a total of $216,881,000. It has
a number of locally-produced dairy programs that have achieved unusual success. In Philadelphia Teeri'Age Time is
sponsored by Abbotts over WFIL. This
is, as the name indicates, a typical teenage gathering with opportunities for
"new" talent, etc. The program won a
CCNY Award for the "most effective
direct-selling sponsored radio program"
in the 1946-47 competition and one of the
regulars on the program appeared on the
first Adam Hat Big Break broadcast over
NBC. Abbotts doesn't, however, depend
solely on its teen-age selling but also
sponsors the ABC cooperative program,
Abbott & Costello. It plans {A&C is a new

Like all jingles, the Rich's "Bossy" effort,
with Bossy the cow singing the advertising, has been both praised and damned.

effort for Abbott's) to tie in with all
motion pictures starring the pair of
comics when they play Philadelphia
theaters and already has used point-ofsale posters, local magazine advertising,
car cards, as well as newspaper publicity

In the three years it's estimated that well
over 2,500 letters about the jingle have
been written either direct to Rich's or to
the five stations. The complimentary
letters have been more numerous than the

and advertising. Abbotts doesn't expect
100 per cent results even of these two
major program efforts and uses an amazing
spot broadcasting schedule with 30-word
station breaks on

condemnatory epistles and a fourth-grade
class at Elmwood-Franklin School chose
the jingle as its class song. The idea was
created by a local producer, Robert

KYW,
WCAU,
WFIL,
WBAB.

Philadelphia
Philadelphia
Philadelphia
Atlantic City

Mendelson, and thus far hasn't spread
beyond Buffalo.
The biggest dairy state is Wisconsin,
whose fanners collect some $508,593,000

WSAN,
WRAW,
WDEL.
WSNJ,
WHP,

.\llentown
Reading
Wilmington, Del.
Bridgeton. N. J.
Harrisburft

annually for dairy products. It produces '
Abbotts have real comp2tition in
nearly half the cheese, one-third the
evaporated milk, and one-eleventh of the Philadelphia where one of National
nation's butter.
It's natural, therefore,
Dairy's most active local companies,
NOVEMBER

1947

Siipplcc-Wills'Jones, does an active selling
of their National Sealtest program and
uses considerable local black-and-white
copy.

DIDN'T SELL

Chicago, where at one time the dairy
business was the subject of gang wars, and
where Borden, Bowman, and Meadowmoor drivers were once involved in
blood> riots, now does its competing on

"45 Minutes in
Hollywood"

the air. Bowman's does not depend upon
a national tie-up. It goes out after the
male milk drinker by sponsoring 100word announcements preceding the Chicago Cubs and White Sox baseball games
from April through September each year
over WJJD and WIND. It has also
sponsored the Musical MHku,'a)>(m continuously since 1942 and over WM AQ since
1945. The program, broadcast daily from
11:30 to 12 noon, is basically musical.
The cast, The Dinning Sisters, Tommy

SELLING

Leo Reisman

Tommy

Riggs

Be« Lilli

Borden has had many shows in lis years
on the air but none of them have been
winners except "County Fair" which is low
cost and a great promotional program.
Typical of its stunts was the cow-lifting
episode of 1946. It has won awards
and brought Borden's entire advertising
account
to Kenyon
& Eckhardt
agency
20

Port, and a four-piece musical ensemble
headed b>' Jack Fascinato, each day
serenade someone selected by a listener.
Bowman makes the cast available to
entertain local civic and fraternal groups
free as a public service gesture. The
Dinning Sisters, being nationally known,
are
featured activity.
in this part of Bowman's
promotional
Chicago's Capitol Dairy was one of the
first organizations to present a blockprogramed mystery series using WIND
for a five-a-week broadcast of NBC-Radio
Recording's The Hawitwg Hour and
Weird Circle. The series was called
Capitol Mysteries and had run for 13
weeks when the dair>' changed its air
spending to underwrite a children's program featuring contests and give-aways.
Give-aways are a sure way to reach
(Please turn to page 55)
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XOVEiMBER:

Richani A. Foley,
Phila,

INC.

ASHLAND DAIRIES,
LEXINGTON.
KY.

Milk
Ice cream

CO,

Milk

BANNER CREAMERY.
SWEETWATER, TEX.
CREAMERY

CO,

Milk, dairy products

BEATRICE FOODS CO,
TOPEKA

Dairy products
Milk, ice cream

BLOSSOM DAIRY CO,
CHARLESTON, W. VA.

Reincke, Mever & Finn,

BLUE MOON FOODS.
THORP. Wise.
BORDEN

Chi.
Kenyon & Eckhardt,
New York
Youne 4 Rubicam

CO, N. Y.

J. Walter Thompson,

DAIRY CO, CHI

BRAINARD COTTONWOOD
DAIRY. SALT LAKE CITY
BREYER ICE CREAM
PHILA.

Chi.
McKee & Albright,
Phila.

CO,

All products
Cheese, instant coffee, others
Dairy delivery, products

BROWN ICE CREAM & MILKCO
BOWLING GREEN. KY.

milk products

Milk, milk products

Milk
Gordon Smith,

CASCADE MILK PRODUCTS
CO. YAKIMA. WASH
CLOVER CREAMERY
RADFORD. VA.

CO,

CLOVER CREAMERY
ROANOKE. VA.

CO.

Yakima ■

CLOVERLEAF DAIRY,
SALT LAKE CITY
CO, L. A.

Dairy products
Milk

DAIRYBELL CREAMERY.
SAN FRANCISCO
DANVILLE DAIRY CD,
DANVILLE. VA.
EMBASSY DAIRY,
WASHINGTON. D. C.
FAIRMOUNT FOODS CO.
DEVILS LAKE. N. DAK

Milk, dairy products
Milk, cream, butter, ice cream
Milk, dairy products
Mil •, butter, ice cream

Milk, milk products

GREENE'S CREAMERY.
AUGUSTA. GA

Milk, cream

CO.

Milk, ice cream, ices

RICE LAKE. WISC

GUYON CREAMERY
CO,
HUNTINGTON,
W
VA

2:15-2:30 pm, WLAP

(Lexineton)
Kenny Baker (e.t.), as scheduled, KHJ (Los
.^neeles)
Kate Smith Speaks, MTWTF
12-12:15 pm,
KXOX (Sweetwater)
Dick Tracy, MTWTF
Cedric

Foster,

4:45-5 pm, KOME

MTWTF

(Tulsa)

1-1:15

pm, KTOP
(Topeka)
(Charleston)
Young Stars of Tomorrow,
30-min wkly, WCHS
Housewives

Protective
WBBM

League,
(Chi.)

participations,

Borden Program, Fri 9-9:30 pm, CBS, 157 sta
County
Fair, Sat 1:30-2 pm, CBS, 161 sta
Live, e.t. 10-1.5-min shows, 13 sta
Falls. N. Y.)
Dick Tracy, MTWTF 4:45-5 pm, WGLN (Glens
Musical Milkwagon,
MTWTF
WMAO(Chi.)

11:30-12 n est,

Top of the Mornine.
uled, KUTAMTWTFS
(Salt Lake 30-min
City) as schedSpots, breaks, eastern mkts
CBS News, MTWTF
8-8:15
am, WPAR
ersburg,
W. Va.)
Captain
Hop

(Park-

Midnight,
MTWTF Green)
5:30-5:45
WLBJ (Bowling

Hamgan,

(Greenville)
MTWTF
5-5:15

Nine O'clock News, (Yakima)
MTWTF
Cedric Foster, MTWTF

pm,

pm,
WGTC

9-9:15 am, KIMA

1-1:15 pm, 2 sta

" (Roanoke)
MTWTF
4:45-5
pm.

Norma
Kate

Tracy,

WSLS

Young
Program,
MTWTF
30-rain
scheduled, KHJ (Los Angeles)

Hop

Smith WTOB
Speaks,(Winston-Salem)
MTWTF
12-12:15 pm,
(Ogdensburg)
Harrigan,
MTWTF
5-5:15 pm, WSLB

Kate

Smith

Speaks. MTWTF
WCTT (Corbin)

12-12:15

Spots, breaks, KUTA

as
Courtesy spots, WTOB

pm,

Butter

GILFORD DAIRY CORP,
GREENSBORO. N. C.

ICECREAM&OAIRY

Ethel & Albert, MTWTF

Singin' Sam (e.t.),
KUTA MTWTF
(Salt Lake15-min
City) as scheduled,

Milk
CO,

SpoU. KTIP (Porterville)

Dick

Ice cream

Spots, breaks, B sla

(Waco)

Milk, m Ik products

Milk, ice cream
CO,

CORBIN MILK CO,
CORBIN. KY

GUSTAFSCN

4:45-5 pm, WACO

Milk, dairy products

Ice cream

COBLE DAIRY PRODUCTS
LEXINGTON.
N. C.
COMMUNITY ICE CREAM
OGDENS
URG. N. Y.

Dick Tracy, MTWTF

Ice cream

Milk, butter, cheese, ice cream

CAROLINE DAIRY.
GREENVILLE. N. C.

COTTAGE CREAMERY
CANTON. 0.

Milk, butter,

Milk

BROUGHTON'S DAIRY.
PARKERSBURG. W. VA.

COAST CURRIE

Cheese

Milk, ice cream

BORDEN'S DAIRY,
TROY. N. Y.
BOWMAN

Teen Age Time, .Sat 9-9:30 am. WFIL fPhila.)
Abbott & Costcllo. Wed 9-9:30 pm. WFIL (Phila.)
Marjorie
Mills ProKram,
participations twice
wkly, Now Engl. Network

Milk, milk products

ANSELMO DAIRY,
PORTERVILLE. CALIF.

BALIAN ICE CREAM
LOS ANGELES

Milk, ice cream

Milk

AERL'S MILK PLANT,
WACO. TEX.

BEATRICE
TULSA

PROGRAMS

PRODUCT

SPONSOR
ABBOTTS DAIRIES
PHILA.

l»RO»l ( TS

& IIAIKY

Spots, WHBC

(Canton)

Spots, WBBQ

(Augusta)

Winner Take All,
(SanMTWTF
Francisco)4:30-5 pm, KQW
Sportscast, 15-min wkly, WBTM

(Danville)

(Washington)
Johnson Family, MTWTF 4:15-4:30 pro, WOL
Kate Smith Speaks,
KDLR
Dairy Market News,

MTWTF 11-11:15 am est,
(Devils Lake)
KDLR
MTWTF 12-12:03 pm est,

Frank Parker WBIG
Show (e.t.),
15-min as scheduled,
(Greensboro)

Cecil

Brown,

(Rice Lake)
MTWTF
10-10:15

am,

Milk

10:15 am, WPLH
Cecil Brown, MTWTFington)

WJMC

(Hunt-

SPONSOR
H

P HobD
BOSTUN

&

SONS.

IRVINMEAObW
/ANESVIILE

AGENCY

PRODUCT

ll:ir..MC»bot.
lilMtOll

Milk, cream

Milk

COLO DAIRY.
U.
W

CREAMERY.
LA

KrtAFT

CO

Milk, dairy products

CHI

J. Walter Tnompeon,
Xprdbam,

Chi.

Louiii i. Brorby,
Cm.

LINOALE DAIRIES.
ROANCKE
RAPIDS,

N.

C.

^

MEADOW

HUNTSVILLE. ALA.
MIDWEST DAIRY PRODUCTS
JACKSON. TENN

DAIRIES,
CO.

BROS
FOOD PRODUCTS CO AUGUSTA.
GA

NATIONAL
DAIRY
CORP.
N Y

MILK CO.

PACE

DAIRY

Dick

Tracy,

Milk, ice cream

Dick

PRODUCTS

Borden's products
McEee

ft Albright,
Pnila.

Milk, milk products

TOLEDO

Milk, dairy products
Milk, cheese

PARKERSBURG CREAMERY CO,
PAKKERSBURG. W. VA.
PENN DAIRIES,
LANCASTER.
PA

Milk, dairy products

PHILADELPHIA CERTIFIED MILK
PRODUCERS. PHILA
PHILADELPHIA DAIRY PRODUCTS CO. PHILA.

Clements, Pbila.

Certified milk

.\drian Bauer, Phila.

Dolly Madison Ice Cream

PLAINS CO-OP.
PLAINVIEW. TEX.

Milk

PLATTSBURGH DAIRY,
PLATTSBURGH, N Y.

Milk, cheese, cream

PRODUCERS'
DAIRY,
SPRINGFIELD, ILL.

Milk, dairy products

RICH ICE CHEAM
BUFFALO

Milk

Ru^tBUU CHEAMERY CO,
PLATTSBURGH. N. Y

Milk, cheese, cream

SHEFMELD

ICE CREAM
MISS
fAHMJ,

MTWTF
4:45-5
(Gadsden)

pm,

WBTH

pm,

WGNH

viUe) (records),
Show
(Roanoke Rapids)

Haymes

Dick Tracy. MTWTF
Baukhage, MTWTF

WCBT

4:45-5 pm, WHBS

(Hunt«-

1-1:15 pm, WTJS (Jackson)

Inside of Sports, MTWTF 7:45-8 pm. WBBQ
(Augusta)
ViUage Store, Tb 9:30-10 pm, NBC, 75 sta

Ice cream

CO,
iN. W. Ayer

N. Y.

i\icKee 4 Albright,
PtuU.

SUU1HEKN
OAlhlEV. INC,
WA^HINGIbN.
D. C

Milk, cream
Ice cream, milk

•

Periodic spot nmimigfrn

Spots. KTIP (Porterville)
Tommy

Dorsey (e.t.), MTWTF,
(Ft. Worth)

60-min, KFJZ
SpoU. KDKA

Abbott ft Costello. 9-9:30 pm, WTOL
Kenny
Weather

forecast jingles (e.t.), as
WGAL (Lancaster)

(Pittsburgh)

(Toledo)

Baker WPAR
(e.t.), (Parkersburg)
MTWTF
6:30-6:45

pm,

scheduled,

Emmanuelina Pizzuto, Sun 12:30-1 pm, WFIL
(Phila.)
Favorite Story

(e.t.). Sun 5-5:30 pm.
(Phila.)

WFIL

Cedric

MTWTF
1-1:15
(Plainview)
burgh)

pm,

KVOP

1-1:15 pm, WMFF

(PUtts-

Foster.

Baukhage, MTWTF
Tennessee

Jed,

Rich Ice C>eam

CU,

ROCHESTER COOPERATIVE,
ROCHESTER. MINN.

SEALE-LILY
JACKSON.

MTWTF 5-5:15
(Williamson)

Milk and cream

PITTSBURGH

CO.

Sealtest milk and ice cream

(Parkersburg)

(Shreve-

Milk, milk products

CALIF

OAK FARMS DAIRY,
FT
WORTH
OTTO

Ice cream

Milk, ice cream

1-1:15 pm, KRMD

Kraft Music Hall, Th 9 9:30 pm. NBC, 139 sta
port)
Village i^lon; Th 6:30-7 pni pst, .NBC, 15 Pac sta
Great Gildcrsleevc, Wed S:30-« pm, NBC, 125 sta
Harrigan,

Milk

-9^

Baukhage, MTWTF

Hop

VA

LILY ICE CREAM CO.
CADSOEN
ALA

NOBLES DAIRY.
PORTERVILLE.

Velveeta, other product!
Cream cheeae, salad producta
Parkay Margarine, Kraft
Dinner
Milk

LEROY DAIRY CO,
WILLIAMSON.
W

GOLD

Spots, WPAR

VA

JERSEY GOLD
SHittVEPURT

MURRAY

SpoU. breaks. New Engl, mkts
Mil Majesty theWHIZ(Zan«viUe)
Baby (e.t.), 5-min as scheduled,

Milk, cheeae

HOME
OAIKY.
PARKErilBURC.

FOODS

PROGRAMS

Weather

MTWTF
5-5:15
(Springfield)

pm,

WCVS

forecast jingles (e.t.), as scheduled,
KROC
Rochester)

To the Women, Time Uul, as scheduled, WMFF
(Plattsburgh)
Dick Tracy, MTWTF

4:45-5 pm, WSLI (Jackson)

Guess Who. Sat 7-7:30 pm. WOR (N. Y.)
Frank Parker Show (e.t.i. 15-niin as scheduled,
WRNL (Richmond. Va.)

•

Spots, breaks, eastern mkta

Smiths of Hollywood
(e.t.), 30-min wkly, WLEE
(Richmond)
SUNDARD BRANDS.JNC,
NEW YORK

J. Walter
New 'roompson,
York

STURTEVANT
DAIRY
PRODUCTS CO. MOLINE,
ILL.

SYLVAN SEAL MILK CO.
PHIU.
TILLAMOOK COUNTY CREAM.
EBY. TILLAMOOK. ORE.
WALKER CREAMERY
WARREN.
PA

Milk
.Needbam,

SWIFT AND CO.,
CHICAGO

Louia & Broruy,
Chicago

Milk, cream, cream cheese

botalord, Constantine ft
(iardner, Portland

Cbeese
Ice cream

CO.

WHITE ICE CREAM
CO. WILMINGTON.

Milk

<

i ^Bi^M
^fflSSffli
^^M
^^

^^>

Alilk, dair.\ products
Milk, milk products

C.
&

Milk, ice cream

MILK
C

N

Milk, ICC cream

wiulmires dairy CO.
SYLACAUCA. ALA

YAKIMA CIIY CREAMERY
WASH
YAKIMA

CO,

YAKIMA CREAMERY.
YAKIMA
WASH.

"TaKIMA
WASH S
YAKIMA.DAIRYMEN'

Kate

Smith

\ aiict', ^ll<.lnamer,
Yakima

Milk, ice cream, butter, cheeae
Milk
Milk, dairy products

ASSN.

Speaks, MTWTF
WQLA (MoUne)

12-12:15

pm,
E. t. spots, breaks.
49 sUtions

Kate Smith Speaks. (Phila.)
.MTWTF

12-12:15 pm. WIP

Bennie Walker's Tillamook Kitchen, Sat 9:45-10
am pst, -NBC. 7 Pac sta
Kale Smith
Speaks, MTWTF
12-12:15 pm.
WNAF (Warren)
Kate

Smith

Milk, milk products

CREAMERY,

WEST END DAIRY,
CHARLESTON. S

Fred Allen Show, Sun 8:30-9 pm, NBC, .143
stations
One Man's Family, stations
Sun 3:30-4 pm, NBC, 144

Swift's Ice Cream

Al Paul LeltoD,
Pbila.

WALNUT
GROVE DAIRY,
CLARKSVILLE. TENN.
WAHKEN COUNTY 0AI8Y
ASSN. WARREN, PA.
WASHINGTON
SEATTLE

Sneliord Cbeese

Speaks, .MTWTF
12-12:15
WJZM (Clarksvillel

pm,
Spol«, WNAE

(Warren)

Kaltenbom,

MTWTF
7:45-8
pm.
KOMO
(Seattle)
Happy the Humbug (e.t.) as scheduled. WCSC
(Charleston)

Baukhage. MTWTF mington)
1-1:15 pm. WMFD
Captain

Midnight.
MTWTF
5:30-5:45
WFEB(Sylacauga)

(Wilpm,
KIMA

Courtesy spots, KIMA

(Yakim*)

(Y'akimal 4:30-5 pm. KTYW
Winner Take All. MTWTF
(Y'akima)
Dal« at Eigbt (records), as scheduled. twiMA

Courtesy spots. KIMA

(Yakima)

Houseparty.

MTWTF(Yakima)
3:30-3:55

pm.

V
2SJL

...Dramatic Toles ol
Ohio People end Places
MOnOAYS • WEDnESDAVS ■ FBIDAYS

IP

(interesting

(^

WTAM

9

WHIO^tfj/ituT6:30 P.M.

©

©

WBNS eoiumius 6 30 P.M.

©

©

WSTV5fewA5«wZ?630P.M.

'^

O

WSPD

©

e/cT'elan^ 630

'Toledo 7:30 P. M.

WHIZ 'ZoTtesville
SAT.530p-r

each week

Bell-desisned

institutional

window

displays are spotted not only in downtown

Cleveland but throushout the entire Buckeye Stats

Thej like Mr. Bell-in Ohio

It's not easy to make a giant
spot public utility human. Great
corporations are, to the public,
cold impersonal businesses without a local

living. The program fits the American

Te'ephone and Telegraph subsidiary like
a glove. It's not necessary for Ohio Bell
to remind listeners that it serves Ohio and
that although part of the great Bell
family, its heart is still in the Buckeye

thought in their executives' heads. The
Ohio Bell Telephone Company is both a
virtual monopoly and, although incorpor- State. Ohio Bell couldn't sponsor The
ated in Ohio, a wholly-owned subsidiary
Ohio Story if it wasn't.
of the great Bell Telephone organization.
The program idea is very simple — to
When a radio program can take such a tell the story of the state, its past and
giant public utility and turn it into a part present, to all who live in Ohio. It
of the daily living and tradition of one doesn't stop there. The tale of any state,
state, Ohio, it underlines the capabilities city, or country includes the sordid and
of radio. It's the same use of commercial unpleasant as well as sweetness and light.
broadcasting that has turned the great Destructive as well as constructive
du Pont empire from a munitions com- thoughts are uncovered in the researching
bine into a dispenser of "better things for of a series such as this. To avoid, on the
one hand, a vapid, PoUyanna approach,
better living through chemistry."
The Ohio Story sponsored by Ohio Bell and, on the other, a depressing slant, is a
Telephone Company has been able in the creative challenge. It requires a writer
short 1 1 months it has been on the air to whose approach is genuinely on the helpful side. The advertising agency that
relate the company to Ohio, to make the
great utility part and parcel of daily Ohio sold Ohio Bell the idea of sponsoring the
NOVEMBER

1947

©

FMJ^«wyj!tow 8=00 P.M. ^
_UESTHUIL5:45,..

Ohio

P. M.

series, McCann-Erickson, didn't have to
look for such a scripter because Frank
Siedel, the writer, whose idea The Ohio
Story is, honestly abhors muck. A negative approach makes him sick to his
stomach; it must have been his protot>pe
who inspired the song Accentuate the
Positive because he naturally does just

that. Siedel likes people — thinks nothing
of traveling 700 miles to check on a human
interest story point that takes the narrator 20 seconds on the broadcast. His
Ohio facts must be right — if they're not,
thousands listening will set him right —
but quick.
Three times a week for 15 minutes The
Ohio Story tells radio listeners of the
Buckeye State about their state in a
way that's inspirational, a way that
makes them proud to be part of it. Ten
stations forget their regular network
affiliations for the 15 minutes to join a
S3
special Ohio web set up for this broadcast.

The 10-station network at present includes:
WHKK.
WHIJC.
\N lAM.
\N BNS.
WHIO.
WMOA.
VVSTV.
WSPO.

Akron
Canton
Clcviland
Columbus
Dayton
Marietta
Steubenville
Toledo

WKBN. Voufifiiitoun
WHIZ, Zanesville

Radio vet, Stuart Buchanan, returned to his home

state to produce "The Ohio Story"

and from time to time includes other stations located in a town which is the locale
of a particular Ohio Story. When Boom
Town, Ohio, was broadcast, station WFIN
was added to the chain because the boom
town about which the broadcast was concerned isFindlay, Ohio, home of WFIN.
Ohio Bell in the 1 1 months that it has
sponsored The Ohio Story has gone a long
way toward building a feeling within
Ohio that it's a local phone company, although no attempt is made to confuse
listeners into thinking it's an independent
telephone corporation rather than the
local arm of the great Bell system.
The Ohio Story is a grass roots operation but it makes no apologies to the
finest coast-to-coast-produced epic. And
that's no accident. After the idea was
sold to the telephone company by Bob
Dailey, McCann-Erickson's radio director, he set out to make certain that the

r^tt,

r>J. Untn

«t

program had the best talent available.
Concerning the writer he had no question •
— Frank Siedel was the program and his
background gave ample evidence that he
could turn out the three 1 5-minute scripts
a week (he now has an assistant, William
him).
Ellis, who does a lot of the leg work for

:^_

There was first the problem of a
Localized ads are r^n on individual shows

Many

stations place colorful lobby displays

director. Top-flight producers aren't
prone to leave New York, Chicago, or
Hollywood for Cleveland where the program originates. Since the program is
thrice weekly (MWFi it isn't feasible for
anyone to commute from New York,
Hollywood, or Chicago. And if an able
producer, willing to take the show on. was
found he'd have to be a man who wouldn't
be yearning for the "big time " while
doing the program. He'd also have to
have the feel of the show — to like Ohio
and not have his tongue in his cheek as he
directed each broadcast. Stuart Buchanan isthat man. For IS years he has
produced radio programs and motion
pictures, even acted on Broadway for a
season. However, he is a graduate of
Woostcr College and a native Ohioan. It
didn't take Buchanan long to accept the
offer to come home to Ohio to direct The
Ohio Story.
Once the director had been selected the

Ohio's State Legislature had a "command
84

performance" of program in Allerton Hotel

{Please turn to page 57)
SPONSOR

Music SELLS
when Eddie Chase
spins the platters!

*

EDDIE
CHASE
and his
Make
Believe
Ballroom
*

In the Detroit Area, it's

C K LW

Adam J. ^ oung, Jr., Inc., Inc. Xatl. Pep. ^ Canadian Rep., H. X. Stovin & Co.

J. E. Campeau, President

NOVEMBER

Mutual System

1947
25

Listeniiiir: Fall 1947
!Vct\v«>rk ratiii^'K are loi%'er as sauson starts.
I.uoal stations on uptrend. Al Jfilson is reiiuii«iin]u;
Thursday

over-ail

Perfect outdoor weather
which lowered the available

audience* and increased listening to local
stations started off fall 1947 network program ratings lower than the>' were in the
first week of October 1946. During the
same period, listening in 82 cities in which
new and /or block-programed stations
were operating indicated an over-all increase oflistening of 2 per cent. These 82
cities include a majority (28) of the 36
Hooperated areas.
The local checking

ni|U(ht audience to a nei%^ hi^^h

was done by an independent research
organization (neither Hooper, Nielsen,
nor Conlon) for one of the top 10 advertising agencies. The check-up was made
on a coincidental basis (telephone calls
while programs are on the air) so that the
figures are comparable with Hooper's.
Only one network program now on the
air at the same time rs in 1946, on the
same network, and having the same cast,
writers, etc., increased its audience perceptibly during the first week of October.

Amos 'n' Andy started off its 1947 season
on Tuesday, October 7 with a 19.8,
as against 17.7 in the first week in October
1946, 2.1 points higher. Most of the
other top programs in the Tuesday night
NBC skein of block-programed comedy
were a little off their 1946 ratings. The
Fibber McGee and Molly debut (October 7)
was down 1.9, from 24.9 to 23.0. Bob
Hope on the same evening went from
24.7 to 23.0.
Moreover. Hope started
"Peoplf til linnie mid Ihiis able to lune in a

Rating

Program
Fred Allen
Amos & Andy
Gene Autry
Jack Benny
Jack Berch
6er3en-McC«rthy
Big Town
Blondie
Fanny Bilct
Burnt & Allen
Judy Canova
Eddie Cantor
Dr. Christian
Oime Photographer
Bins Crosby
Dennis Day

Web

Jimmy Fidler

Great Gildersleeve
Harvest of Stars
Bob Hawk
Dick Haymes
Bob Hope
Dr 1. O.
Burl Ives
Kraft Music Hall
Kay Kyser

26

Rating

NBC
NBC
CBS
NBC
NBC
NBC
CBS
CBS
CBS
NBC
NBC
NBC
CBS
CBS
ABC
NBC

CBS
ABC
MBS
NBC
NBC
CBS
NBC
CBS
NBC
NBC
MBS
NBC
NBC

Sun 8:30-9 pm
Tu 9-9:30 pm
Sun 7-7:30 pm
Sun 7-7:30 pm
M-F 10-10:15 am
(■47-11:30-11:45)
S.n 8-8:30 pm
Tu 8-8:30 pm
Sun 7:30-8 pm
F 8-8:30 pm
Th
Sat
Th
W
Th
W

8:30-9 pm
10-10:30 pm
10:30-11 pm
8:30-8:55 pm
9:30-10 pm
10-10:30 pm

Th 7:30-8 pm
(■47.W 8-8:30)
W 9-9:30 pm
F 9:30-10 pm
(■47-W 10:30-11)
Sun 9:30.9:45 pm
(•47-lO:30-10:45pm
8:30-8:45) pm
W 8:30-9 pm
Sun 8:30-3 pm
M 7-7:30 pm
(■47-M 10:30-11)
Th 9-9:30 pm
Tu 10-10:30 pm
M 10:30-11 pm
('47-M 9:30-10)
F 8-8 15 pm
Th 9-9:30 pm
W 10 30-11 pm

(■47.Sat 10-10 30)

1946

Rating

Summei

Period

NBC
Duffy's Tavern
Jimmy Durante

Time

Rating

85.6
17.7
4,7

Sep 1-7
Oct 1-7

18.7
8.6

Tommy

Dorsey

11.6

—
—
—
—

Sep
Sep
Sep
Sep

1-7
1-7
1-7
1-7

Sep 1-7
1-7
Oct 1-7
Sep 1-7
Sep 1-7
Oct 15-81
Oct 1-7
Oct 1-7
Oct 1-7

Alec Templeton

8.9
9.3

•

Meredith Willson

—
—4.3
—69

84.0
13.8

—
—
—
—
—
—

9.3
15.4

10.1

11.9
11.6
15.0
10.9
7.9

McGarry & Mouse
Wayne King

Oct 1-7
Oct 1-7
Sep 1-7
Oct 1-7
Oct 1 -7

Sep 1-7
Sep 1-7
Sep 1-7
Oct 1-7
Sep 1-7
Sep 1 -7
Oct 1-7
Oct 1-7

5.5

7.8

Oct 1-7
Oct 1-7

Sep 1-7
Sep 15-81
Sep 1-7
Sep 1-7
Sep 15-81
Oct 1 -7
Sep 1-7
Oct 15-81
Oct 1-7
Oct 1-7

—
—
—

46
10.5
8.3

88
18 7
10 7

Man Called X

Sep 1-7

—

6 1
113

—
—
—

3.4
7.6
10.4

7 1
8.9
9.5
7.9

—
—
Jack Paar

•~~

Alec Templeton

6.9
5.4

Sep 1-7
Oct 1-7
Oct 1-7
Oct 1-7

16

—

Blue Ribbon Music
18.0
7 3
15.5
6.4
18.6
13.6
9.7 (NBC)
5 8 (ABC)
98
48
3.8 (MBS)

7.7
6.7

Sep 15-81
Oct 1 -7

—
—

Gordon MacRae
Langford-Dragon

5 8
83.0
88
1038
18

4.4
3 5

—
—
—
8.8
^~

Tex A Jinx

Goodwin- Von Zell

36

—
—
^"

Sep 15-81
Sep 1-7
Sep 1-7

A-L Summer Show
9.8
8 1
84.7

16.9
19.8
5.1
18.6

Sep 1-7
Sep 1-7
Sep 1-7

& Final

Summer
Replacement

Period

Oct 1 -7
14.1
7.6

Rating

1947

& Final

Replacement

Oct 1-7
Oct 1-7

Rating

briHidriisi

Lawyer Tucker
Philip Marlowe

a.4

^~

5.8

—
—
~
SPONSOR

earlier this year, his first rated broadcast
being September 16 with a 16 (his first
1946 airing was on October 1).
Kraft Music Hall is expected to do big
things for Thursday night dialing now
that this variety program has Al Jolson,

rated 4.6 the first week in September
against a 3.7 in 1946. Producers generally credit the Schwerin program psychoanalysis (sponsor, March 1947) as responsible inthis case.
Other programs which ran counter to
downward trend had new stars or made a
network change during the year. Jack
Berch shifted from ABC to NBC between
1946 and 1947. His first September
rating in 1947 was 3.3 against a 2.0 in the
same period last year. Jimmy Durante
shifted from CBS to NBC and started
with a 9.7 during the first week in October
against a 9.3 during the same period in
1946. The '46 broadcast was the fourth
of that season.

this season's hottest personality on the
air. Jolson started with an 18.8 on
October 2. Last year during the same
week the Music Hall had a 12.7. Jolson
gives the Sealtest Village Store which
follows Kraft a lift, the Jack Carson-Eve
Arden program having received a 13.7 on
October 2 against the 11.8 it had last
year, when the keepers of the store were
Jack Haley and Eve Arden. Bob Hawk
who follows Carson-Arden did better in
Quiz Kids shifted from ABC at night,
the time slot 10-10:30 p.m. than Abbott
and Costello did last year (by only .4 of a Sunday 7:30-8 p.m., to NBC in the afterpoint, however). Eddie Cantor started,
noon, 4-4:30 p.m. Its rating during the
October 2, with a 12 — three points lower first week in September '47 was 5.5, in '46
than his first broadcast in 1946 during the 5.3. Take It or Leave It shifted from CBS
same week. The Aldrich Family and to NBC and traded in Phil Baker for
Bums and Allen which precede Jolson Garry Moore. The result: 1947, 9.5,
were off from last year, the former by 1.7 against a 1946 rating for the same period
and the latter by 3.4.
of 8.6, this despite the fact that the $64
Another program which has reversed question quiz follows two musical programs, Manhattan Merry'Go- Round and
the downward rating trend is the RCAVictor program. Although down on its Album of Familiar Music, which are
October 5 rating due to the World Series, neither in the mood of the quiz nor high
which hit every program in competition enough in rating to deliver an audience to
with it, its regular ratings are up 25 per the Eversharp program. The increased
cent.
In spite of the warm weather it rating is being won also despite the fact

that Theatre Guild which is in competition
with it has increased its rating from a
'46 6.2 (Oct. 6) to a 10.5 in '47 (Oct. 5).
Sunday night listening, also because
of the weather and other factors, is off
generally. The sets-in-use picture indicates this without reference to the rating
of individual programs. From 6 to 10
p.m. the '46 '47 contrast
looks like this:
Sets in
Time

5:15-6:30
6:00-6:l.<>
6:.?0-6:45
6:45-7:00
7:00-7:15
7:1.5-7:30
7:30-7:45
7:45-8:00
8:00-8:15

Web

Program

Time

Ratin3

Ratins

Summer

Peiiod
9.2
NBC
ABC
CBS
ABC
CBS

Life of Riley
Lum * Abner
Ted Malone
Tony Martin

NBC
MBS
ABC

Fibber McGee
Tom Mix
Henry Morgan

NBC
One Man's Family
Oizie & l-larriet
Drew Pearson

CBS
ABC
ABC

Quiz Kids

NBC
ABC

Prof. Quiz

NBC

RCA-Viclor
Scaliest Village
Red Skelton
Take It or Leave It
Telephone Hour
Truth-Consequences
Theatre Guild

NBC
NBC
CBS
NBC
NBC
ABC

Fred Waring

NBC

MBS
ABC
NBC
CBS

Those Websters
Waller Winchell
Voice of Firestone
Vox Pop

NOVEMBER

1947

Sat 8-8:?0 pm
M 8-8:15 pm
(■47-M-F 5:45-6)
MWF 11:45-12 am
Sal 7:30-8 pm
(•47-Sun 9:30-10)
Tu 9:30-10 pm
M-F 5:45-6 pm
W 10:30-11
Sun 3:30-4 pm
Sun 6-6:30 pm
Sun 7-7:15 pm
(•47.Sun 6-6:15)
Sun 7:30-8 pm
(■47-Sun 4-4:30)
Th 7:30-8 pm
{■47-Sat 10-10:30)
Sun 2-2:30 pm
Th 9:30-10 pm
Tu 10:30-11 pm
Sun 10-10:30 pm
M 9-9:30 pm
Sat 8:30-9 pm
Sun 10-11 pm
(■47-Sun 9:30-10:30)
MWF 11.11:30 am
nh 11-11:30 am
(■47-10-10:30)
Sun 6-6:30 pm
Sun 9-9:15 pm
M 8:30-9 pm
Tu 9-9:30 pm
(•47-W 8-8:30)

Sep 1-7
Oct 1-7

3.5

Sep 1-7
Sep 1-7

2.9
4.9

Oct 1-7

24.9
11.1
2.4

Sep 1-7
Oct 1 5-21
Sep 1-7
Sep 1-7
Sep 1-7

6.6
4.8

Sep 1-7
Sep 15-21
Sep 15-21

—
—
—
—
—
4.1
3.6

8.7
5.3

^

3.8
3.7

—
—
Evening with Romberg

Sep 1-7
Sep 1-7
Sep 1-7
Sep 15-21
Oct 1-7
Oct 1-7

8.5
8.0
6.2

Hour of Mystery

7.0

—
—
—

5.7
6.1

—
—

3.8
6.5
3.2

—

Sep 1-7
Sep 1-7

12.2
3.4
6.8

Sep 1-7
Oct 1-7

10.4

Jergens Summer Ed.

33.1
32.8
33.0
32.3
35.9
.34.3
.35.4
33.5

39.0
39.6

.33.7
32.1

42.1
37.2

Use"

.33.2
31.3

32.9
.32.8

31.6
28.2
29.7
run-df*wn.

Sunday evening's less than sensational
ratings might be traced to the fact that,
{Please turn to page 64)
Rating

Rating

1947
Summer

Period

& Final

7.9

Oct 1-7
Sep 1-7
Sep 1-7
Oct 1-7
Sep 1-7
Oct 1-7
Sep 1-7
Sep 1-7
Sep 1-7

6.2
2.8
23.0
2.0
4.2
6.3
8.7
4.5

—
Fred Waring
Xavier Cugat

Silver Theatre
Leon Pearson

Sep 15-21
1-7
Sep 1 5-21

Evening with Romberg

—
—
^~5.3
—
—
—

8.7

—
—

3.3 F
10.2

Sep
1-7
Sep 1-7

4.5

2.9

3.7 nh
Oct 1-7

—

2.9

—

4.6

5.6
Sep 1-7
Sep 1-7
Sep
1-7
Sep 15-21

—

—

5.5 (NBC)
4.3

9.4
17.1
9.5 (NBC)
7.8

8.4

(10-10:30 pm)

Sep 1-7

7.0

—

—

2.6 (CBS)
Sep 1-7

Sep 1-7

15.3
8.6

30.9
36.2
33.8

There are time periods, it may be
noted, when 1946 and 1947 run neck and
neck and a few quarter hours in which
1947 betters 1946, but over-all listening
is off.

—

10.4

29.3
26.0

27.0

Replacement

Sep 1-7
Sep 1-7

31.0
35.6

10:00-10:15

Replacement

Silver Theatre
Bill Mauldin

24.0
25.2

8:1.5-8:30
8:30-8:45
8:4.5-9:00
9:00-9:15
9:1.5-9:30
9:,?0-9:45
9:45-10:00

Rating
& Final

24.4
23.0
26.1
27.6

10:15-10:30
31.2
** Week of October 1-7 is used for this

Rating

1946

Period

3.7
3.9
5.9 (ABC)

—
Three Views — News

4.5

—

Sep 1-7
Oct 1-7

27

• •• one year

in

This rr|)orl deals l)ri('flv willi llu' ainaz]ii4<^
acceplaiice accorded one trade magazine dnring
its first year.

It presents facts.

Frankly, it is designed to liel|) yon
eyalnate SPONSOR'S place in yonr
1948 trade-paper promotion.
Colil fads: SPONSOR, in its first year, publislu'd 165
editorial pages geared 1<M)% to sponsors, prospective
sponsors, and llieir advertising agencies. \d\ertising
pages totaled llT'). Knll-tiine persoruiel increased 100%
(from 6 to 12). A Chicago branch ollice was added.
Sales representatives >vere appointed for Los Angeles
and San Francisco. Paid circulation (at $5 a vear) was
achie\ed in hundreds of nationalh -important firms.

phasis was on solid usable facts, on giving advertisers
an«l agencies an appn-ciation and working knowledge
of spot, network. TV. KM. FAX.
i he pa \ off came in the form of reader response too
good to believe. Hut before long station representatives
noted the same phencjmena. Lnexpectedh. reports of
agency -advertiser enthusiasm came to us from Lew
Avery of Avery-knodel. Gene Katz of the Katz
Agency. Hill Handa of )\ eed &. Comf)anv. Kd Shurick
of Free <!( Peters. Wells Harnett of John lilair «.K Companv. Don Cooke of Donald (]ookc inc.. n()war<l

E<ni«»riaIIv : SI*()\SOK sta\ed glued to its policy of
designing and writing every word of editorial content
for liiivers of broadcast advertising. U ith a single exception, every article was staff-researched and staff-

StanlcN of Radio Sales. Said (me. "The\"re calling
SPONSOR
'the trade pap«'r click of 1947.'"

written. \o puff-stuff was permitted. I'he average
issue contained more than 20 subjects, ranging from

Unique format:
Hitting the bullseye editorially was
the big reason, we felt, for this oNcrwhelming acceptance. Hut wt' w<-ren't forgetting the importance of
our unicpie. attractive format. \\ c"d designed SPONSOR to be the pictorial standout of the advertising
trade paper field. All through our first \ear we stressed
pictures, pictures, and more pictures. \^ e kept textmatter brief and meaningftd. SPONSOR. «'dited for
busy radio buyers, was pleasant, itnportant reading.

"'IVen-age. Sales" to the "After-midnight \udicnce."
from "Are Timebuyers \pf»reciated" to "How Esso
I ses News Spots." from "TV J)iar)" to "Station
Mcprex iilati\e Study." Contests on the air. radio bv
indu>-tr\ categories, business and persomiel changes relating to radio, Network COMPAK AGKAPII were researched and charted
month after month.
The em-

"Wi- lia\f found it (.SPONSOR) to conlain so many down-to-earth articles
thill I slioiild like lo secure a full set

press my enthusiasm

for your

zine SI'ONSOU. Kudosed

maga-

is .SIO for

Lawrcn<c, Ma->.. * ♦ * "Hj- (J. W .
Frazcr) would apprcrialc il il mmi

two fiifl sultscriplions." Joseph >A .
Ful<:luim. The ('.oea-('ola (!o., Ne«
> ork City • * • "It js ^nU pleasure
ihiti we renew our suhseriplion.
SPONSOK has heen a soinee of inler-

\wiiiM <'lian^c Ills iiiailini.' addi'c>>. ><>

eslin;: readin;: and

of l»;i«-k i^ucs (rum I lo ".*' — I.ouis K.
WollT. kciuial! Miiiiuracturiii^ <;<>..

decided

that SPONSOK

lops the li;.!.

Plcasi- start our sul>scriplion ininie<liatcly and please let us know if there
is any

way

we

can

actiiiire back

issues." — Mary Elizaheth <iaynor.
Ra<lio nire«-lor. W oo<lard iV Fris Inc..

iM-eileil ^.'ap in llu- reporlinir of liroad-

\lhany. N. ^ . * * * "SPONsOK
is
d<iin<: a •:oo<l joh proxidini: ad>erlisin(;
a:;cncies like oiirsel\es wilh ideas thai

N«->»p<irl. I{. I., siiiiiiiicr rcsi<l<>iice.'' —

casl aelivilies."

Win.

are usefnl

Kruiii K. Ily. S«Ti«>lary loj. W . Frazcr.
Kaiscr-Fra/.cr (orp., W illou Kuii.

Itadio

F. I. ihi I'onl d«-

llial In- >«ill r««ii\c SI'ONsOU

Mich.

at his

• • • •• This ..liui I nolr is |u cy-

Manay<'r.

il (ills a

nuieh

II. ilainillon.

NenHiurs. W ilinin<zlon ' • ' ••|.ookiny
<>\er llie magazines
in | lio field. >» e

in the planning

and

pur-

chasing; of radio spots." Richard
Jor;;cnscn. I<ichar<l ,Jorj:«-ns«-n \«l\erlisin;;. San Francis<-o ' * * ••This teller

the life of SPOI\$OR
9.0%

W as SPONSOR

merchandised?

YES!

Each month

we mailed 10.000 "headline" rards nierchanchsinn; (he
contents of the forthcoming issue. Other direct mail
efforts amplified this effort. We refused to sell the
front cover at a fancy figure. News and trend items
(fast-reafhng material) were allocated to pages one and
two just inside the front cover. This induced readership when SPONSOR landed on a husy desk. All this
was based on a major concept. Everv advertising
office had its pile of trade magazines, but of these the
average man only read two or three. Periodicallv. the
pile was discarded. T^ e wanted to be sure that
SPONSOR was one of the favored few. So, in addition
to attracting readers by bright format and bullseve
appeal, we merchandised our pages.

Vt'hat about circulation? SPONSOR'S monthlv
guaranteed circulation was 8.000. During the \ear
three out of every four copies went to national sponsors
and to national and regional advertising agencies.
Some sponsor and agency firms purchased as manv as
five to ten separate subscriptions ($5 a year). Much of
sponsor's circulation is still on a controlled basis, but
the conversion to paid subscribers proceeds faster than
41.0%
expected.
The latest breakdown showed:

national sponsors and prospective
sponsors
timebuvers, account executives, radio
directors
radio station executives
miscellaneous

3362
2487
1621
654
8124

is to ask that you transfer my subscription to my home, where I find
more time for reading." — Milton
Goodman, Executive Vice President,
Lawrence Gumbinner -Vdvertising
Agency Inc., New York (aty * * * "Your
magazine is read in this agency by
our management, our account men,
writers, and of course, by our Radio
Department. Our only objection to
your fine magazine is that it's such a
long time between issues." — James B.
Hill, Director
of Radio,
Brooke,

30.5
20.0
8.5

17.5%

Paid-Subscriber Position Analvs
Advertising agencies

Siponsor /Inns
{)rcsi(lenls
vice presidents
8.0
advertising man- 72.0
agers,
radio
(Urectors
others

11.0
100.0%

{)resi(lenls
\ict' presidents and

account
mi'u
(imcbuycrs.
media
men, radio directors 100.0%
others

Surveys: Onl\ three stuilies made l)\ impartial organizations came to our attention during the \ear. In each
SPONSOR showed progressively better. KMIJC made
the first in December 1946 when SPONSOR was one
issue old. SPONSOR was fourth out of eight radio
publications. In January 1947, when SPONSOR was
two issues old. Free tK Peters completed a study.
SPONSOR polled 1198 points, the top radio puhlication
3531. WJ^ made a king-size .surve\ in March 19 f7
when SPONSOR was five issues old. Of nine advertising trade magazines SPONSOR was second. Nearly
2000 agencv and sponsor executives participated. We're
13 issues old now and anxious to see the fourth survey.

A WORD

ABOUT

RATES:

Rale Card No. 2, which incrzaszs rales r)ow in force

about 16%, becomes effeclive January 1948.

100.0%

27.0

But Ralz Card No. 1, currently in

effect, will continue lo be valid (or the full one-year duration of all contracts placed
prior to 1 January 1 948.

Smith, French & Dorrance Inc.,
Detroit * * * "Your magazine addressed to our Mr. G. M. Walker,
-Advertising Manager, is routed to
many different members of our company. This magazine is widely read
and appreciated." — M. .4nn Huston.
Caterpillar Tractor Co., Peoria, III.
* * * "I can't resist any longer. Enclosed is my check for one year's
subscription. Please send copies to
my home." — Fred M. Stoutland,
BBD&O, New York.

If you don't have Rate Cards Nos. 1 and ! please as!< for them.

For Buyers of Broadcast Advertising

due to be a transcrip®This was
tion year* (sponsor, June
1947). Through programs well
recorded, with star names of network
calibre, spot radio was scheduled to climb
heights not even the most sanguine station owner had dared hope. Then on
Saturday, October 18, James C. Pctrillo
announced, on behalf of the American
Federation of Musicians, that members
of the Federation would cease making recordings on December 31, 1947.
The first reaction to the statement
among transcription organizations was
consternation. This was especially true
of producers of open-end musical transcriptions. When the first heat had

attempted.
It meant doing two years of Tommy Dorsey can read the minds of
recordings in two months.
music publishers and the artist and repertoire heads of recording companies. If
However, in the offices of most syndicated transcription organizations there anyone could, T. D. would be the man.
The fact is that except for the tranwas little worry. For the most part transcribed musical libraries like NBC Thesscriptions, like network cooperative proaurus, World, and Standard, to mention
grams, are recorded without music. Mystery series do not require musical three, the use of e.t.'s will continue to
interludes nor do the average dramatic or expand with or without the AFM ban.
comedy transcriptions. Programs like It is being proved every day by the networks, through their cooperative proRonald Colman's Favorite Story, however,
depend a great deal on the mood scoring
gram departments, that programs withof their music but Favorite Story, for one,
out music can do a top local selling
wont be minus that feature at least for a job, and gather top audiences. It would
long time to come. Ziv is many months therefore seem that the programs of the
ahead of release schedule and will no top transcription producers (except for
doubt make further plans for music for purely musical programs) do not require
many months of future releases. This music either. Co-ops have no dramatic

star on the air to equal transcription's
Ronald Colman or the stars of The Smiths
There are others who are doing what oj Hollywood. Dick Kollmar (Boston
Ziv will do; at least all of the producers Blackie), George Raft {Mr. Ace), and
Eddie Bracken can be helF)ed by music
who are in active production will record
but
not made by it.
masters to protect themselves for a miniThe
big development in the syndicated
mum of 12 months ahead. Guy Lombardo, according to report, is recording transcription field, apart from the hurdle
eight hours a day six days a week to erected by James C. Petrillo, has been the
complete his 156 program contract with entry of customizing of recordings by
Ziv. The ban does place a halter many of the releasing organizations.
National spot advertisers have always
around the neck of Lou Cowan's organization inso far as his Tommy Dorsey disk questioned just how well their commercials were being handled locally with
jockey series is concerned, for the poputheir
sponsorship of a fine transcribed
larity of a name disk jockey is tied up
presentation.
When they could afford
with his ability to anticipate musical hits.
When there are no disks being currently built-to-order transcriptions they got just
recorded it's very difficult to anticipate the right kind of commercial punch they
what will be popular because popularity were seeking. This is no reflection on the
will depend upon what the music pub- abilities of local announcers. Advertisers
It's 9oin3 to be tough
on Tommy
Dorsey
lishers and the recording organizations
that many of the networks' best
cooled off, even the biggest producers of get behind. Popularity is always syn- recognize
air salesmen came up through the ranks
thetic during any music ban. It becomes at smaller stations.
open-end broadcast recordings knew that
On the other hand
in the case of some producers it meant the a big business drive, not a spontaneous
greatest intensive recording schedule ever yen on the part of the public. Not even *Hadio yrar rum from Srplrmber //ir, pi<i« lujii.*/
wouldn't be possible without Ziv's resources.
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They'll iaush

with a tuneless Eddie Bracken

no dead duck
despite latest AFM

edict

they also know that even Ben Grauer can

Sales, Inc., were pioneers in opening

miss the point if someone isn't around to

sponsors' and agencies' doors to the use of
customizing. When they sell Singin' Sam,
they often sell commercials by the
Mullen Sisters (they're in the Singin' Sam
series) with the order. Sixteen of these
one-minute recorded announcements cost
the local sponsor $300, for which he gets
the disking and two processed copies of
the transcriptions. For the same type of
special deal on TSI's other programs,
Wings of Song, Captain Stubby and the
Buccayxeers, Westward Ho!, Your Hymn for
the Day, or Immortal Love Songs, the cost
is just $200. These costs jump considerably ifthe advertiser wants Colman or a
star of like calibre to do his selling. But
that top names
pointed out by
bought a number
cated e.t. series

George Raft's "Mr. Ace"

requires no^music

tip him off about just what the advertiser
is trying to accomplish — and that can't
readily be accomplished by remote
control.
Syndicated transcriptions have therefore remained question marks in the
minds of many key advertisers. That
attitude should shortly be a thing of the
past. Sponsors all over the U. S. and
Canada are becoming aware of the fact
that it's possible to have their commercials recorded, often by members of the
casts doing the syndicated programs they
buy. Most of the same organizations
from advertisers purchase syndicated shows will record the advertiser's
commercials for him, timed to the split
second to fit into the timing and mood of
the transcribed programs.
Transcription

aren't really needed is
one agency man who
of markets for a syndiand had an unnamed

commercial announcer in Hollywood record the commercials in the exact mood

of two commercials per program only 10
of the 16 would be heard twice during a
13-week span. Even networks use commercial appeals more often than that.
Custom-built transcribed commercials
combined with syndicated recorded programs give national spot advertisers the
combination that they're seeking. There
area few transcription organizations which
aren't too happy to undertake customized
commercializing but even they will do the
job if the agency or advertiser requests it.
Hit hardest by the transcription ban
will be the stars like Bing Crosby and
singers like Burl Ives and Morton
Downey. They were supposed to represent the vanguard of big names who were
going to insist on putting their shows on
platters in order to get away from having
to go to the studios for every broadcast.
Bing can still record his part of his program as long as the musicians on the
program are live when the program goes

of the programs.
Some agencies shy at doing special recorded commercials for one-city buys of a
syndicated transcription, but as an advertising agency executive down in Atlanta

{Please turn to page 61)

pointed out, it's cheap insurance if the
disk is being placed in any market where
the time costs exceed $50 for the program.
The radio director of the agency pointed
out that by rotating 16 one-minute commercials itis possible to cover at least a
13-week series. If time were to cost $50
and the e.t. rights for the area half of that,
$25, 13 weeks would cost the advertiser
$975. Two hundred dollars for the commercials would be 20 per cent, which is
not much for such insurance. He also
pointed out that the same 16 commercial
announcements could be used much
longer than 13 'weeks since on''the basis
Guy

Lombardo

is recordingfday

and

night

f

t..

Do children develop adult
habits of iisrening?
What is the relative impact of acrossthe-board juvenile programing?
What is the value of a juvenile halfhour program as against the same vehicle
in quarter-hour form?
Master-minding of answers to these and
like questions has been an advertising
agency pastime. Until General Mills and
Derby Foods decided to sp»onsor Jack
Armstrong and Sky King in half-hour
form after both programs had been on the
air for an extended period as 15-minute
daytime strips, there never had been a
conclusive test.
The half-hour test started this fall with
initial ratings in the Hcwpcr report cover32

ing the week of October 1-7. Jack Ann'
strong, broadcasting Tuesday, Wednesday, and Friday during the week covered,
received a rating of 2.3. As a 15-minute
across-the-board program during the same
week last year it rated 2.6 with the sets in
use virtually
the same. They compared
this
way
Sits in Ise

1946
15.9

1947
15.8

so this year's and last year's ratings are
comparable.
Sky King was not yet on the air during
the first week in October last year so no
comparison can be made for it at this
time. However, its first rating as a
children's hour strip was 2.5 and its first
half-hour rating, this year, was also 2.5

(for a Monday and Thursday schedule).
It remains for time to tell the story in
this case.
The children's hour is one of radio's
oldest broadcasting traditions. From 5
to 6 p.m. broadcasting sfations the nation
over have for years had their Uncle
WIPs (WIP, Philadelphia). Uncle Dons
(WOR, New York\ Uncle Mickeys
(WIS, Columbia, S. C), Uncle Walts
(WAYS, Charlotte), and a host of other
wee-kiddie airings from the Singing Lady
to Auntie Alice. The programs in this
category that remain on the air have in
most cases ceased to pull the wa>' the\'
did years ago. Many of them talked
down to the four-to-seven-year-olds so
(PlecLse turn to page 60'^
SPONSOR
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The show:
WRVA's "Quiz of Two Cities."
This exciting brain battle matches
teams from Virginia's two biggest
cities — Richmond and Norfolk. Sometimes Richmond wins. Other times,
Norfolk. But every Saturday night from 7:00 to 7:30, the sponsor wins
the biggest prize of all ... a Hooperating of 11.5* ... a billion-dollar
market with 395,780 radio families!**
For more information on how to win this big prize, get in touch with
us

or

Radio

Sales.

WRVA
RICHMOND
Represented

NOVEMBER

and

NORFOLK,

by Radio

VA.

Sales.

And

ask

about

WRVA's

"Quiz

of Two

Cities."

*Hooper Report (Winter 1946~Spring 1947)
** WRVA's 50-100% BMB Nighttime Audience Area

1947
33

broadcast twice each Saturday night
despite the NBC ukase against recorded

Repeat
Uroadcasts
in 1947
IVB€ aiiiil IVlrillo
€li»n*f like tlic^ni reeorded,
liiii Klar!< flo

repeats. It's handled as a "d.b.," a delayed broadcast. D.b.'s are broadcasts
which are recorded off the network line
and repeated later in the afternoon or
evening from each station's own transcription of the program. Thus NBC's rule of
no recorded network programs still stands
and Ralph Edwards still does not have to
knock himself out doing his nerve-racking
routine twice in one night.
Delayed broadcasts are part and parcel
of all network broadcasting in station
option time.** In this time period, which
by FCC regulation belongs exclusively to
the station, network sponsors often have
to accept a delayed broadcast of their
programs if they want airings in key
markets. On key-market stations local
advertisers frequently build programs
with big followings and both the station
and the local spxansor are loath to give
way for a network airing. When the delayed broadcast is to be made is not,
however, left to the station's whim.
Availabilities are submitted to the advertising agencies and the best availability
for the particular program is selected by
the timebuyer. It is estimated that during the daylight saving time period there
were some 2000 d.b.'s per week on NBC
and CBS alone due to the fact that many
areas retained standard time while the
networks had to operate for the greatest
number of listeners and were on daylight

''. Numerically, repeat shows*
are almost the same as they
were at the start of last season (81 programs at the start of the 1946
season, 83 in 1947). This is as far as the
repeat story repeats itself. In practically
all other respects duplicate broadcasts for
different sections of the nation are
planned in 1947 on a basis quite different
from that which governed previous operations. And after the first of the year the

a live repeat program lacks the spontaneity of the original broadcast. Especially does this feeling hold in the case
of comedy productions. Quiz and other
audience participation programs also
suffer, in the minds of the performers,
from repeat presentations. Everybody
involved admits of course that most adult
nighttime airings must be broadcast later
on the Coast than they are in the East if
they are to reach the listeners for whom

repeat picture will suffer another upheaval due to the latest edict of James C.
Petrillo, President of the American Federation of Musicians. This edict bans all

they are designed — and to whom the
sponsor is addressing his sales message.
Nevertheless, Ralph Edwards of Truth or
Consequences refused this year to produce
the rough-house shindig twice in one
night. NBC on its part refused to permit
a recorded repeat. The senior network
holds fast to the belief that to permit
transcriptions on the network would be

^^BRj

recording by musicians "now and forRecordings are the backbone of repeat
ever."
broadcasting on both the Mutual Broadcasting System and the American Broadcasting Company networks. This year
for the first time the Columbia Broadcasting System also is permitting West Coast
repeats on transcriptions, due to talent
pressure. Talent in many cases feels that
34

to open the door to "canned" web entertainment, losing the feeling of immediacy,
the feeling that the listener is hearing his
entertainment just as it is originated.
Truth or Consequences
is not being

time.
All through the summer both MBS and
ABC operated on the basis of recorded
repeats for each time zone. Thus they
were able to air their programs at the
same time in every zone. ABC pushed
most strongly for this device of handling
the tremendous problem which dual time
placed upon the networks. As a matter
of record, ABC executives endeavored to
have all networks function on this basis of
recorded repeats, which would, thought
the ABC execs, end the problem of a
sponsor's buying a key time in New York
only to find his program being heard in the
Mountain and Pacific time zones by audiences he's not interested in reaching, due
to the hour of broadcast.
Regional live and recorded repeats both
cost the sponsor the same percentage of
the scale which the performers are paid
for the original broadcast (this for actors
and singers is 45 per cent of the fee of the
first broadcast). The stars of course are
covered by their over-all contract and
generally do not receive additional payment because of dual broadcasts.
Sponsor's survey of the rating effectiveness of repeat programs
(January
SPONSOR

1947) iiuiiaited tliat llic top and botloin
rated programs do not profit much from
repeats but that the shows which crowded
neither the top nor the bottom found
repeats resulttlil.
On Don Lee-Mutual network programs
are frequently recorded and aired at a
time when because of special block programing the program has a bigger audi'
ence than it could have had in its original
broadcast period. Mutual 's Pacific Coast
ratings are usually better than they are
for the rest of the nation because of this
Don Lee plan which reschedules MBS
shows in block-program sequences.
Delayed broadcasts such as Don Lee's
and all the other networks' during station

Audiences

for live repeat programs turn out en masse.

option time load a tremendous burden on
agency executives who have to clear and
okay the delayed time schedules. This is
because while it's a comparatively simple
matter to check competition for a network program coast-to-coast, it's entirely
different to check it in 20 to 50 marketsf
at different times. Actually this means
checking competition for every station
doing a d.b. of a program. It means that
the timebuyer of an agency instead of
having to clear just one time period for a
network program finds himself faced with
a problem which is equivalent to clearing
both network and spots. It also means
constant supervision of each of the areas
in which there is a delayed broadcast
because naturally the competition is
changing in every one of these spots
frequently.
However, all these problems of recorded
NOVEMBER

repeats as of January 1 take on an entirely new aspect. On that date transcribed repeats as well as all transcriptions which include music (and most
shows, dramatic, variety, or comedy, include music) are forbidden. The problem once again returns to a clearing of all
repeat or delayed programs on a live basis
(see transcription report on page 30).
This, as noted previously, will not affect
NBC to any great degree except in the
delayed broadcast category. The effect
on CBS will not be great since the relaxation of the no-records-on-the-air rule is
very recent at Columbia and not too
many CBS programs do a West Coast
transcribed repeat.

1947

8:30 in the mountain areas and 7:M) on
the Pacific Coast. Since it's well known
that West Coast folks are home earlier
than their opposite numbers in the Ea.st,
a lot of programs have been happy with
this schedule.
Worriers like Jack Benny, however,
have sweated it out for years, airing programs at four in the afternoon in Hollywood to reach New York at 7 p.m.
Benny worried so much that he persuaded Foote, Cone and Belding, American Tobacco advertising agency, to repeat
his program at night on the Don Lee network. Ithelps his rating. It's a recorded
repeat and will have to go with the rest of
the transcriptions under the Petrillo edict.

Directors and casts, however, aver that they're a different breed from the regular fans

Sponsors and agencies feel that an ideal
For ABC the no-transcription rule of
Petrillo will hit a number of programs on broadcast arrangement would be one
which there is music. In the case of the through which their programs would be
ABC skein of kid shows, music is not an heard at the same time in every time
important factor and its current use if zone. This is not feasible on a live program basis but is, through recorded
any may be eliminated. The same will
regional repeats. There has been a great
be true of the Mutual group of moppet
programs. As a matter of record the deal of agitation in this direction but
formula that the networks have followed
that's a matter of the past. Big time
with their cooperative programs (shows productions require music and tranoriginated by the networks but sponsored
scribed repeats with music can only continue ifPetrillo changes his mind.
over one or more stations by local advertisers) can be used on all productions that
His "now and forever" dictum doesn't
indicate a chameleon frame of mind —
require recorded repeats ... no music.
The reason why many sponsors risk forever is a long, long time.
*\etwork prtHjrnnis which are rebrondctisi so thai they
having part of their potential audiences lire
time heard
Kme. at approrimately the same hmtr in every
go to sleep on them by broadcasting at **Time on the air for network stations is divided into
10 p.m. or 10:30 p.m. is that at that hour network option and station option perittds. Dnrittt] the
first airs
call aonnetwork
the station's
time.at
I)ttrin*t tfw
the netu^nrk
latter thetuts
station
pro^/ram
they reach a good part of the country with firmer
its OH7I option.
a single coast-to-coast airing. Ten-thirty ^Delayed
liroadcasts frequently run between ?W and 51)
in New York is 9:30 in the middlewest,
per indiridual pnnjrani network airing.
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grams on advertising agencies is under
way. Despite considerable feeling at the
networks that production would be better
if program creation and execution remained with the chains, radio thinking is

Eastman Kodak has developed a new
camera for photographing a program off
the face of a video receiving tube. NBC
and CBS are said to have orders for the
first eight cameras. The cameras will all
be in the hands of purchasers within the
next month. Some have been delivered
already. (It's one of those top secrets
that isn't talked about in photographic
and TV circles.)
Photographing sound and film programs for rescanning on other stations
throughout the U. S. and Canada is going
a long way toward solving the problem of
program material for small TV stations.
The cost of photographing a program in
the studio is conservatively figured as
being lOO-fold* that of filming it off the
face of a receiving tube.
Just as radio is the world's greatest
consumer of oral entertainment material
so will TV eat up more visual entertainment in one month than was ever conceived in the past, even at the height of
vaudeville.
* * *
The expected shift towards placing the
burden of producing commercial TV pro-

forcing the hands of the nets' television
heads and more and more the prrxducer's
chair will be occupied by agency men.
There is another factor that is bringing
this about manpower. It would be
manifestly impossible for any network to
staff an operation which would keep it on
the air with live programs from 6 to 1 1
p.m. seven days a week. Dramatic producers at networks feel that no one person
can produce a new drama or other creative
type of visual program weekly. Nevertheless Kraft, for instance, expected its
agency to have a man do just that. The
only result of a schedule of a program per
week per prcxiucer, according to a number
of trained television directors, will be
formula productions without real creative
spirit. It takes months to produce a
motion picture and four weeks to produce
a Broadway play. TV has to compete
with both Broadway and Hollywood and

Publicity on ultrafax, RCA's facsimile,
has forced all other factors in the field to
speed up research on electronic reproduc36

New York World's Fair and there wasn't
a single failure at any place along the line.
The Allied tour indicated, according to
Walt Dennis, who heads up radio and TV
for the Allied chain, that television is one
thing that dtK'sn't have to be sold to the
public. Says Dennis, "Our tour proved
that the great majority of the public only
wants to know 'When can I buy a set?'
and 'When will my local television station
Walt Dennis" didn't mention it, but it is
be working?'
true
also that the manufacturers whose
products were displayed as part of the
intra-store TV presentation were "more
than satisfied by the direct results" obtained from their sponsorship.
*
*
*
CBS is developing plans which will put
it in the TV network business as soon as

possible. It expects to have in its preliminary chain stations like WMAL-TV
and other affiliated stations of the Amerithat can't be done successfully with
can Broadcasting Company and may even
shows that can have only days instead of
service MBS outlets. The reason for this
weeks or months for production.
* * *
is simple — with many of the pioneer teleThe Allied Stores Television Caravan casters linked to NBC and the total
finished its 22-department-store trek in number of stations applied for at this
the black, the first video venture to do time limited, no network can wait until
this according to bossman Sam Cuff. enough of its affiliates put TV stations on
Lou Sposa acted as traveling ring master the air to start building a chain.
(Please turn to page 75)
for the six-jeep TV department store
rule is the serving of FM stations with
music by AM stations or networks, either
AM (Standard) or FM. As indicated in
previous reports in this section James C.

Ten per cent of the nation's FM stations on the air employ live musicians, the
number employed being 121. There is no
prohibition against live musical programs
on FM stations, the only non-musical

circus. The presentation proved among
other things how reliable present-day
equipment is. The cameras and control
board employed were the same used at the

Petrillo's reasoning is simple. He wants
all stations to have live orchestras, even
if the orchestra, at the start, is just a
pianist. If any network should agree to
restrict its piping of music to FM stations
having contracts with locals of the American Federation of Musicians there is little
doubt but that this would be agreeable to
the musicians' president. * * * Only 8 per
cent of the nation's FM stations are oper-

tion of FAX reception. Most devices
thus far presented have used manual
rather than photographic means of reproducing the received material. Big
problem is not the actual reproduction
but the creating of equipment which can
go into the home and be serviced by the
local radio repair man. The present
Finch, Hogan and other F.AX reproducers
are well within the ken of the neighbor-

ating at a profit. Six per cent are breaking even. The balance, 86 per cent, are
losing money every day. This despite the
fact that 25 per cent of the FM'ers have
increased their gross billing in the past
six months. * * * Just as with TV, sports
on FM are reaching the greatest audience
in the areas where the sportcasts feature
exclusive games not heard over AM stations. Sports lead all program types in
obtaining quick sponsorship. Listenersper-set for these airings are more than
twice what the same games collected on
standard broadcasting stations.

hood fixer. It's said, however, that the
ultrafax, which receives pages of type or
pictures, operates at such a tremendous
speed that it requires an expert to take
care of it. * * * Eastman Kodak demonstrated a camera during the week of
October 19 that took pictures at the rate
of 11,000,000 a second. While ultrafax
isn't that fast it indicates the direction
that photography is going.
SPONSOR

ST. LOUIS NUMBER OXE
TEST MARKET FOR

TELEVISION
St. Louis^ geographical location in
the center of the rich middle -west^
and St. Louis^ aclcnowledged reputation for economic stability^ high
purchasing po^ver and product -loyalty make the area served by KSD-T V
the nation's DUMBER ONE TEST
MARKET
FOR SELLING BY
TELEVISION.

The combination of St. Louis' enthusiasm for television^ KSD-TVs accumulated iaiow-how9 and KSD-TVs
exceptionally low rates offer an outstanding opportunity for advertisers to start using television effectively RIGHT NOW.
For details regarding schedules and
availabilities^ write or call Free &
Peters^ Inc. or KSD-TV^ the St. Louis
Post-Dispatch Television Station^
1111 Olive Streets St. Louis I9 jIIo.
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The best from Tin Pan Alley, Hollywood
and the Classics by the Superb
Sixteen- Voiced SERENADERS
Now
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TRANSCRIPTION

SALES, ISI

New York— 47 West 56th St.. New York 22. N.r.Y..
Y.. Col. 5-1-544
5-1-544
6381 Hollywood

Blvd., Hollywood

Chicag aj

28. Calif.. Hollyi^J

J

S
AMERICA'
GREATEST
RADIO
^SALESMAN
^'
/
outstanding ^
High-Hooper Show with

An
the famous MULLEN
CHARLIE

SISTERS

MAGN ANTE'S

and

Orchestra

There is only one Singin' Sam and what a selling job
he has clone for scores of sponsors . . . and can do for
you. Singin' Sam
gets the response.
WOW

Ami

sells because he gets the ratings and

Omaha

l».l al 6:30 P.M.

WTAM

Cleveland

I2.i al 6:00 P.M.

CKEY

Toronto

12.9 at 7:30 P.M.

CJAD

Montreal

11.8 at 7:30 P.M.

according to ihc (Ionian survey, the percentage

tune-in at WISH in Indianapolis was doubled
three months on the air . . • 14.6 to 30.4.

i

of

in first

Yes, Sam is doing a spectacular job. His fifteen minute
shows have been heard on over 200 stations for scores of
sponsors.

I

Write for audition disc and full details on special commercials bv Sam, availabilities, etc.

Transcription Sales, Inc.
117 West High Street
Springfield, Ohio
Please send me complete data on

117 W. High St., Springfield, Ohio
Telephone 2-4974
2 N. Michigan Ave., Chicago, 111.. Superior 3053
.5600

D

Singin' ofSani
Wings
Song

Name
Compaiix

I

Street
City

I

State

Mr. iSpflflsor Asks...
"Ilou iiiiK-li |)r<>l<'<'ti<>ii sIkmiUI stations and ii<'t\vorks
:j[iv<' a(l\<'rtis('r8 in li4»l(liii<r onto a tiiiir slot for >^ lii<'li
that

aWxTlisor

lias

hnilt

a
Ellis

>eymour

nil*. i:iliM
In my opinion,
the answer to the
above question
would depend
somewhat on the
station's programing policy.
The broadcaster
endeavors to
build a balanced
program structure
that will meet the needs and desires of
listeners. Maintaining such a structure
throughout the day and week is of first
importance and it could conflict with the
plans and wishes of less than year-round
advertisers. In such an event, an advertiser who cooperates in maintaining or
contributing to such a program pattern
should, and I believe does, receive protection far beyond the written terms of
any advertising contract.
In our own case, for example, we have
one dail\ program supplied by an advertiser which exactly fits our program planning for the particular time of day. The
advertiser is not a year-round user of
time, but because the program does fit
into our planning, we carry it sustaining
during the period it is not sponsored and
hold the time each year for that advertiser. In other cases, we have programs
of our own creation, which will remain as
they are, regardless of any commercial
sponsorship.
Most of these programs are now sponsored. Some o( them have been sponsored by the same advertiser for many
year>;.
If one of these long-time adver40

tisers, for some good cause, desired a
hiatus, we would in all probability hold
the time and the program for him by
prior arrangement until he was ready to
resume. In another case, where the
sponsor had been with us a shorter time
and we would not feel the same obligation, it is possible we would give him a
lesser protection.
Summarized, 1 feel that each case is
decided on its individual characteristics.
A mutual interest on the part of the
advertiser and consideration of your program problems will usually result in a
solution satisfactory to both broadcaster
and client.
Glenn Snyder
WLS
General
Manager

There is no
question in my
mind that an advertiser should
have absolute protection on any
time segment he
holds, network or
station, subject, of
course, to the
terms of the original sale. It should be his, to have and to
hold henceforth, so long as he supplies a
program for that time which meets the
accepted standards of decency and good
taste. There is, of course, the remote
possibility that an advertiser might use
such a time franchise to put on a program
to suit his own personal whim, and by so
doing might damage the continuity of
listening which every station and network hopes to achieve and maintain, but
since the question specifically mentions a
big listening audience, that eventuality
appears to be ruled out. Radio advertising has become such an integral part of
the business of those advertisers using it

liijili

listrninji

f"a<'lor?"

National Advertising Manager
Philip Morris & Co., Ltd, New

York

that a concept that franchises might be
arbitrarily transferred to someone else
would shake the whole structure of the
industry. Absolute protection is essential.
Storrs Haynes
Manager, Radio Department
Coynpton Advertising, Inc.
Actually, there
are two full problems there. In the
case of stations
which are network
affiliates, a local
sponsor's
slot
should betime
his,
unless he is advertising in network
option time.
In
the latter case, advertisers are fully aware
of the 28-day recapture clause ... or
should be. It would hardly be fair to a
national advertiser or the network if such
time could not be cleared for a network
show.
As far as network radio is concerned, I
think it should be up to the individual
advertiser to decide when he will vacate a
time slot. A sponsor who has built a big
listening audience for a time period has
an investment in that time period when
it comes to promotion, publicity, merchandising, etc. This investment should,
by all means, be protected.
Such protection depends to some extent
on the length of the program. Contracts
for five- or fifteen-minute shows are generally written with recapture clauses, but a
network sponsor who buys upwards of
fifteen minutes should certainly have his
time slot as long as his program remains
fully acceptable.
And incidentally, I don't believe programs should be moved arbitraril\' because of the general type of entertainment
they provide, if a network or station
has decided on a i-H)lic>' whereby they
SPONSOR

won't take certain types of shows during
certain hours, the sponsor should still be
permitted to hold on to his time slot until
he decides to relinquish it.
Just to sum up, I feel that in the matter
of holding a time slot, unless there are
contract clauses or obvious violations, the
advertiser should have the final say.
Ed Wilhelm
Radio Director
Maxon, New York

WFBM
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adverrisers who have

H| '
^
PBI

built high listen'
ing audiences or
unusual public
service programs in specific time slots
have created valuable properties, and
should be afforded more than usual protection bystations and networks.
In the case of an outstanding public
service program, 1 would go so far as to
suggest that networks and stations eX'
tend more than usual cooperation in
granting options and clearing time for
such a program (even though they may
not already be carrying that program)
whenever a change is called for to afford
greater audience potential through better
program sequencing.
While I do not feel that networks or
stations should ride roughshod over an
advertiser's right to a time period through
consecutive use of such period, I do feel
that networks and stations have an obligation to the public in the interest in
maintaining of both spot and network
radio to its highest degree of efficiency in
getting audiences and also in rendering
service in the public interest. It is
equally important to all advertisers that
our system of broadcasting be maintained
on its present basis cf free enterprise and
that it not degenerate to a point where
those who would rather see a Government-controlled noncommercial opeiation of radio succeed in supplanting our
present system.
Much improvement can be made in
station and network programing by careful selection of programs in relation to
surrounding programs. Any advertiser
who has already created a valuable property with high listening audience in a
specific slot most certainly should be

TOPS

Count on consistency with WFBM.
'Round-the-clock — the year around
— WFBM delivers the lion's share of
the listening audience. WFBM is
consistently Hooperated tops!

It is important
to recognize that
radio is an advertising medium and
also a public service. It is my be^B

is

(^OKdC^tCHtCcf

FIRST

is

in Indianapolis

Ten in a row! Yes — the Hooper
Station Listening Index for each of
ten consecutive months rates WFBM
first in Indianapolis in over-all listening audience. And — the last five
consecutive reports show WFBM
leading the next-highest-rated Indianapolis station by 20% or more!
WFBM is consistently Hooperated
tops!

WFBM

is

(^M^Utc^tticf. TOP TEN (CBS) Nationally
WFBM's record nationally is not
to be sneezed at either. WFBM's
Hooper index — morning, afternoon,
and evening— is consistently rating
among the top ten CBS stations
throughout the country! WFBM is
consistently Hooperated tops!

WFBM

BASIC AFFILIATE: Columbia Broadcasting System
Represented Nationally by The Katz Agency

INDIANAPOLIS

{Please turn to page 55)
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SPONSOR presents (he third, next to Rnal, report of a series of indices of locallyproduced programs available for sponsorship throughout the U. S. This issue lists
representative drama, juvenile, music, man-on-the-$treet, news, quiz, sports, variety,
and women s participating. These indices make available for the first time a yardstick on costs of local programs since stations of all sizes are indexed. Pacific
and Canadian reports will appear in December.
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lew Enifland
Families: 2,353,000
Maine,

New

Hampshire,

Radio Families: 2,280,000
Vermont,
Massachusetts,
Connecticut

Rhode

Island,

Jiivi^iiilc
APPEAL
Family

TITLE
CHILDREN'S
SATURDAY

CONCERT
NIGHT

HOUR

DANCE

TIMES
PER WEEK

RATING

LENGTH

N. A.

30-inin

1

90-min

I

30-iiiin

I

Recorded

I'lvn-age

classical music introducefl by

AM-mail-rcquest
Weinman as mc

Adult

N. A.

175

Program

COST-

with

Lou
Conn.
Wat«rviUe.

for advancement

WTVL

of local youth

orKaiiizatioiis
Mailif

f.

I'uiiiily

iiMi4*
^l
BOX AT THE OPERA

30-min

1

10 2H
YOUNG

STARS ON

WIUI

Bridgeport,

program

0. R
WATERVILLE
BOY J CLUB
CAMARADERIE

WACC
STATION

CITY
Mas).

four children ages 8-12

N. A.

PARTY

Chicopee,

DESCRIPTION

O.R.

PARADE

I'uinily

30-min

N. A.

1
li

$11.'. |ilu~
timr

Hartford,

R.-i orded operatic arias; notes by WTIC
music expert R. E. Smith

$50

{

Features

1 4-18

voung

local

musicians

ages

WTIC

Conn.
'

i

Waterburv,

WBRY

New

WNLC

Conn.

7.5-

Xi'ws
Falllll>
LOCAL

AND

WORLD

LOCAL

NEWt

NEWS
Women
Family

NEWS

.\. A.

15-iuin

N. A.

13-min

N. A.
N

NEWSCASTS

6
6

15-min

$32 plus

Show prepared
Thompson
(7:15 b.^
pm) ix-iicwsnian Charlie

$16
$3talplus

Midday
news show
afternoon paper

beats (only local)

A

Conn.
New
London,
Worcester,
Coon.

$97
$3tal(5)
tll6(6)

Local, regional, national, international,
staff-edited (7:30 am)

.1

15-min

F:imilv

Londuh,

WNES

Maas.
l-iwrenrr.

Local, regional, national news

WNU

WlAW

1402

l|iiix
CINDERELLA

WEEK

END
WOMH'II

\

\

:tii-iiiiu

l)aii.\' prizes and wefkl.\- grand prize of
week end in New York

spot

Tunes aiid theater tickets to those who
identify five old tunes
each day

Conn.
Bridgeport,
Conn.

Music, fun, and five poasible quii winners

Waterbur>-.

1
tUESS

THE TUNE

Women
Family

JIM-JAMBOREE

N. A.

15-min

5

5.5

90-min

5

60-inin

6
li

Family
MUSICAL

QUIZ

N. A.

M:uHartford.

$55 i»r

$100
$80
per
15-min
0. R.

WTIC

WHAt

Gardner,
Conn.
First to answer musical question wins
choice of next tune

WMV

WHO!

M>uK

I*IS
M»HADLEY
S|
BUMP

.Men

15-min

5.4 H
HUNTING

AND FISHING

SPEAKING

SPORTS

OF SPORTS

Men

8.2 C

IS-min

1

15-inin

6

15-min

6

Men
Men

TIME

N. A.

N. A.

$247

Sports news :ind coniinentary, including
sohoollMiy games

Boston
Bostoo,
Man.

WBZ

Cliff Davis with hint; on where, how, to
get 'em ; anecdotes

Man.
Waterbury,

wu

John A. Cluney does sports news, interviews with sports figures

$62
$185

Veteran
sportscasler
Al
inside slant on sports news

\'e.'itro

gives

WUY

Conn.
Conn.
Waterburv,

WWCO

$192

Woiik'ii'n l*arlii*i|iaiiii;^
«..■■:.„ N \
IT'S

A

WOMAN

S WORLD

• Time and talent unless otherwise indicated.

N.A.-Not

$'.' 2.S p<T
-|~'I

Available, H-Hooper,

Women's
iriiiTi>l
ii.»-,
■ ..1. liilar of ( Itil. i\. iil~

C-Conlan, P-Pulse,

s :ii u n.'

E-H - Elliott-Hayes; O.R. -On Request

42

SPONSOR
M

;-.

in9 Ei^

cis
and

\t\9
^
Cann"
A conn
for P

crop
. -■

COS fOi^

-

icki'^S

The peak of the berry crop arrives in Michigan

I«7

...and all good housewives start canning. It's as simple as that.
Those gals don't care that the Indiana berries
came in last week . . . or that Minnesota berries won't be ready
for ten more days. Not at all. But you can be sure the Kerr Glass

^CS-G

^^Ht.

Manufacturing Corp. cares. They want sales in Indiana, Minnesota, Michigan . . . and in 45 other states, too.
Obviously, they need fast-moving, hard-hitting
advertising, an(/ they get it with Spot Radio. For 10 years this
flexible medium has been used from coast to coast . . . exactly
when and where crop and selling conditions w^ere ripest.
Today, requests for the Kerr Canning Booklet are greater
than ever, and cost-per-inquiry has hit a new low.
Ask your John Blair man how Spot Radio
can solve your toughest selling problems. Chances are

P

he'll come up with the answer.

''^^T BUY

I
I

/

& COMPANY
LEADING

RADI

Offices in ChicaEO • New York • Detroit • St. Louis • los Angeles • Sin Frincisci
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NOVEMBER

1947

spot

1
KENNEIEC

MODCRN

OPEN

CAUNDAI

KITCHEN

MODERN

RATINfi

APPEAL

TITU

WOMAN

Women

N. A.

Women

N. A.

N. A.

Women

HOUIE

Women

N. A.

Women

N. A.

LENGTH

TIMES
PER WEEK

15-min

6

O.K.

18-min

S

0. R.

IS-min

6

30-mio

S

DEKRIPTION

Interviews
with
chefs,
recipes, party ideas

con»

0. R.

lY MDIO

SHOPPER'S

SPECIAL

SWAPPER'S

Women

10.4 C

Women

CLUB

WE, THE WOMEN

WOMEN'S

5.5

MATINEE

Women

N. A.

Women

N. A.

30-miB

3-5

105-min

3-6
5

15-min

30-inin

5

15-min

5

cooking

nATION
WTVL

Maine
Worcester.

hinta,

WTAG

Mass.
Worcester,

Women's news, fashions, etc.
ticipHting public service spots

Ua« par-

WTAG

Mass.
Portsmouth,

Program, with emcee Lee Spencer, ii io
its fourth year.
News

U per
SHOPPING

WaterviUe.
CITY

Diary of social functions, radio fashion
catalogue, kitchen bints

149.89 for
spot
3 tpota

Shoppers interviewed
by
taken to studio for prites

S49.89for
3 spots

Mobile unit calls on homes, and housewives receive products

$138.50

Ruth ReJdini^ton emcees listeoere who
want to swap items
news

mobile

$7 per
spot

Music and women's
Oreenwood

»3fl 75

Jo
.\nn interviews,
Walkover read^
handles
music womeo'c

N.H.
Hartford.

WHEB
WDRC

Conn.
Hartford,

WOK

unit,

with Eunice

news,

Keene.
Conn.
WKNE

Hartford,
N.H.
Vt.
Coon.
Burlingtoi).

WTHT

wjor

Uiddle iltlantic
Families: 9,653,000
New

York, New

Radio Families: 9,166,000

Jersey, Pennsylvania, Delaware, Maryland, Washington, D. C, West Virginia, Virginia

llrsiiiia
TIMES
TITLE
CHILDREN'S

SUGAR

APPEAL
Juvenile

THEATER

Juvenile

-N SPICE

TILLIE LOU

Juvenile

RATING

LENGTH

.\. A.

15-inin

N. A.
N.A.

PER WEEK

30-min
15-min

1
1
6

CITY
Baltimore,

DESCRIPTION
talent

Kiddie
casts
enact
classics, original stories

adaptations

of

$75
B time
$45
COST"
$85 A time

Drama
plus
audience
Priics in question session

$35 per

Juvenile senal with slant to good manners and Ijchavlnr

participation.

STATION
WFBR

Md.
Jamestown,

WJTN

N. Y.

WGY

Schenectadv,

spot

•liivoiiilo
FIVE O'CLOCK

IT'S TEEN

12-17 yrs

TIME

6-12 yrs

KIDDIES KARNIVAL

N. A.

N.A.

LYLE JUNIOR

MOTHER

GOOSE

CLUB
4-S yrs

TRIPLE B RANCH

8-12 yrs
4-10 yrs

UNCLE

TED
4-6 yrs

WORD

YOUNG

N.A.

30-min

N.A.

N.A.

N.A.

5

30-min
30-min

Jive record show slanted
age trade. Requests
$22.40
0. R.
0. R.

15-min
$110R.
0.

30-miD

15-min
$62. 13

2.8

STORIES

BOOK

30-iiiin

N. A.

6-12 yrs
GUDYS

(irt-ensburg,

11 li.
12-lSyrs

SPECIAL

REVIEWERS

12-15 yrs

N. A.

$215
30-min

Pa.

Va.
aty
Buffalo,

Saturday morning kiddies-and-motheis,
song-and-story show

N. Y.

Bob Smith

with contests,

prizes, fun for bo>-s
"Uncle Ted" Eiland reads the Sunday
comics to the moppets
stories

slanted

at

the

WDAD

Johnstown,
Pa.
Norfolk,

Kid show originating in a local theater.
Lyie is at the organ

"Foreman"

WHJB

Indiana,

Two
teen-agers
act as junior disk
jocke.vs, do commercials
Child talent show with adult emcee.
Local slant

Educational

15-min

at the teen-

WABO

WSH

WNBC

WCR

New York
City
Huntington,

WSAZ

W. Va.
WOR

New York

younger listeners
Junior book-reww panel,
iliscuss, meet author-

ages

12-15

WMCA

New York

$250
City

>l«iii-<»ii-lli«^->iiriM^I
KURBSTONE

KWI2

l:i.inly
Family

LET'S VISIT
ON THE SCENE

Family

Family
OUIZ-A-TUNE

r,

■''

A.

l.5-[iiiri

N.A.

30-min

1

15-min

5

N

N.A.
N. A.

Wilkes-Banc.
I'assors-hy are intervneweJ, giwn
of fruits

*lii7R. .'.i
0.

Dorothy Day and Jack Lacy do remote
ad lib visits
Bill Barrett
local stories

wire-records

at

scene

N.A. -Not Available,

44

H-Hooper,

-tllillo to .■itre.identify
1
Passers-by

C-Conlan,

P-Pulse,

Pa.
Beekley,
New York

WILK
WINS
WAS

of

W. Va.
Norfolk,

$210

15-min
$<10

* Time and talent unless otherwise indicated.

basket

luiie

pla>i-d

from
WLOW

E-H - Elliott-Hayes; O.R.-On

Request

SPONSOR

f\0'
WSAI

IS frankly commercial

Three of Cincinnati's downtown department stores use daily
programs for straight selling purposes. Combined, they
sponsor two hours a day on WSAI.
The men who buy time for these stores are alert and promotionminded.

To them, commercial impact is more fundamental

than audience index. Vet not one single listener may be
offended — too many brands are at stake in a department
store.
Doing this job for dependable retailers day after day and
year after year has characterized WSAI

in our community.

It is the result of studied technique.
You have known of an acceptance plus for your printed message
when you placed it in certain magazines and newspapers.
This applies to radio stations and particularly to WSAI.

UU
■■

A

I

Avery -Knodel,

^m

I

American Broadcasting Co.

Cincinnati, Ohio

NOVEMBER

Inc.

Q
w

a Marshall field station

1947

45^

spot

TIMES

ROVING

IlILt

APPEAL

MICROPHONE

Family

N. A.

\\
^
Family

\

RAIINO

LtNtlH

1
1

PER

KKEEK

IS-mio

1

COSf

|
'1

DEJCRIPIION

129

1

CIII

Interview show with a wire recorder

1
1

>lll^ii4*
JOHNNY

ANDREWS

SLIM BRYANT

SHOW

\

N. A.

ft HIS WILDCATS

CALLS
Family

DREAM

AWHILE

N. A.

N. A.

-'.'i

I.

; J"

N. A.

ETTING SHOW

SiiiKs

15-min

2

30-min

6:15 pm brings
western ballads

1608.50

6

Women

OF NOCTURNE

N. A.

Family
IMPRESSIONS

FRANK

IN MUSIC

15-min

tiso

3

LUTHER

SHOW

15-min

5

Juvenile
Family

MAGIC MELODIES

30-min

1

N. A.

15-min

3-fl
1

N. A.

30-min

RAINBOW

N. A.

15-min

MUSICANA

Family
MUSIC FROM

HOLLYWOOD

N. A.

30-min

7

Family
MUSIC OF MANHATTAN

N. A.

15-min

6

Family
NICHOLSON

ft CUY

15-min

5

Family
POLKA

PARADE

30-min

2

N. A.

15-min

6

N. A.

15-min

5

30-min

1

N. A.
N. A.

Family
SHOW

TIME

STUMP

US

Family

Family
KATHRYN

WOOD

SHOW

N. A.

popular

sooga,

B'way,

Greatest in opera, symphonic, chamber
music; 10-11:30 pm

3

N.-w V.-l.

WNEW

Pittsburgh,
<"it>
City
Pa.

KOKA

W«VN
W6L

New York
Ft. Wa>Tie,
Ind.
Sew York
Troy,
aty
Philadelphia.

PopuUr music alternates weekly with
background music from films
ments
Live, recorded music; philosophical com$424
$308.25

P».
NY.
aty

0. R.

Classical, light ballad recordings introduced by A. Roger Kelly
Records of De Vol, King Sisters, Hal
Derwin, Peggj- Lee, Four of a Kind
NBC Thesaurus; 6:45 pm

$315.60
$54

KOKA

New York
Pa.
PitUburgh.

WJAt

Pa.

W6YN-

Wilkes-Barre,
Pa.

A. lull

NEWS

N. A.

15-iMin

singer

All-request live show with violin and
accordion
Musical fancies of yesterjear, notes on
the great personalities

$108

Listeners try to stump pianist, singer
with tune requests

$30 talent
per broadcast

5
talent

Family
BILL AUSTIN, NEWS
JANE

ELLEN

Women

BALL

8.5

10-min

6

N. A.

15-min

3

1

Classical, semi-classical

songs;

violin,

WKBW

Trenton.
X. Y.
Ga.

WTTM

N.J.
Annapolis.

MdT

Va
Baltimore,
WANN
WCAO

Norfolk,
Md.

WGH

piano aocompaniment

Adult

LULUBY

$150

J4M R.
0.

COHENING

Adult

THE TOWN

Family
COMMUNITY

NEWS

3

N. A.

Same spotmentary for
three years.
and reporting

News com-

WWDC

Washington,
D. C.

WPLH

Huntington,

5-min
BROADWAY

WUV

Savannah,

N^'ws
AUSTAO.

WIZZ
FM

Buffalo,
Arranger
Bobby
Nicholson,
Jeffrey Clay, 15-piece orch

talent
$75
$150
per
broadcast

talent
$15

MARK

WDAS

WNBC

New York
PitUburgh,

Two pianos,
guitar, organ, vocalist in
smooth
arrangements
Special music to show off quality of FM
broadcasting
■>

WHN

WTBY

0. R.

per week)
Family

folk,

$76(3

Family
MUSICAL

liv.-

Sentimental songe, today and yesterday;
Ruth and husband chat

6

90-min

1

N. A.

annivi-niariefi;

Features Marge Warren at piano, and
mc with informal touch

talent
S15

30-min

N. A.

to

Albums hits:
from automobile
current, tips
past
H'wood

12000
0. R.
HOUR

dt-ilii-ali-d

orrhcstra accompaniiiient

Family
RUTH

WNAE

City

Family
CURTAIN

STATION

Warren,
Pa.

N. A.

15-min

1

0.
$60 R.

N. A.

15-min

6

0. R.

Evening newscast with heavy play of
feature news

W. Va.
Pittsburgh.

News to women, interviews, and cine
gossip by woman reporter

Pk.
Woodside.

Digest of goings-on
theater, clubs, etc.

N. Y.
Pittsburgh.

about

town

in

Harold Cohen, local drama critic, gives
screen chatter

WWDC-FM

WJAS

wwn.
WJAS

Pa.
Frederick.
WFMO

Only
in
this source
city for local news via radio in
Woodside.

MEADE

DAVIDSON

Adult

EDITION

Adult

EVENING

IT HAPPENED

JAMESTOWN

FRANK

DURING

THE WEEK

IN REVIEW

Adult

Adult

KINGDON

LOCAL AND COUNTY

Adult

NEWS

NEWS
Family

NEWS

AT FIVE
Family

NEWS

N. A.

10-min

5

15-min

5

15-min

1

15-min

1

N. A.

15-min

1

N. A.

10-min

5

N. A.
N. A.

Adult
Family

MARYLAND

N. A.

AT NOON

Time and talent unless otherwise indicated.

N. A.
N. A.

N. A.

IV-min

5

N.A.-Not

$210

$25
$37.50

incisively

on

the

WJU

W. Va.

McT

City
Jamestown.

WANM

NY.
New York

WJTN
WMBS

$225
$S5.50

Slanted to women.
Show uses 15 different county news sources

talent

Follows local sportscast, uses late local
and state news

$35

Only Norfolk station with a newscast
near this hour

$75
$S71 for

Newscast prepared by NBC
aireil b> Radcliffc Hall

H-Hooper,

WWRL

Md.
N. Y.
Beckley.

Tape news
or e.t. interviews, review of week's
local
Kingdon events
comments
week's

6

Available,

Evening roundup of news, sports, local
items by WJL^ news editor
A recapandof local
the week's top news events in
world

5-6

5-min

15-min

$200

Commentary, featuring interviews with
UN delegates

C-Conl«n,

P-Pul$^

Newsroom,

WOB

Cniontown.
Pa.
Baltimore.

WFBB

Md.
Norfolk.
Va.
WLOW
WNBC

New York

E-H - Elliott-Hayes, O.R.-On

Requert

46
SPONSOR

WHN

does it agairi!

6ILLB0ARD1
PIRST
AWARD I
I94fc
WHN
kSPOPlTS^

-WHN
•947
^. Ted
fOAV
HUS»r^f,D

.^^=1

^^.r:^

/^

\
S

N&'

N

TED HUSING'S BANDSTAND PROMOTION
WINS SINGLE CAMPAIGN DIVISION
INDEPENDENT STATIONS OVER 5,000 WATTS
BILLBOARD 1947 RADIO PROMOTION EXHIBIT
Last year it was WHN's Sports. This year, again, another
WHN feature runs off with top promotion honors. WHN
advertisers get intensive promotional support for their campaigns, plus showmanship, plus fifty -thousand-watt clear channel
coverage, in America's greatest market.
Yes, you get more for your money on WHN.

50,000 Watts -1050 Clear Channel

>-^.

spot

IIMES
IIUI

NEWS.

tVERY

APPEAL
Fuuily

or THE WORLD
Family

PERIPECTIVE
NEWS

PER WEEK

Adult

N. A.

N. A.

15-mio

6

SMITH, NEWS

STAPLETON

REVIEWS

THE NEWS

Adult
Family

Tfll-STATE NEWS

JOHN

VON BERGEN,

NEWS

S-min

N. A.

15-mio

N.A.

30-mio

N. A.

Adult

6

N.A.

A WOMAN'S

Women

NOTEBOOK

N. A.

Pa.
Wilkes-Bam,

talent
$30
»40 R.
0.

6

lO-min

Author Roy Morgan airs an aoaiysis of
the week's news

Baltimore,
Pa.

Wake-up newscast
and local events

Pittsburgh,
Pa.
Md.

Just

completed

11

of world,
years

national

with

$193.20

6

WILK
WCAO

WMS

same

sponsor
Three interviews
parts: Local; comment on week's
news;

0. R.

126

IS-min

Family
NEWS

WOAt
STATION

ciTr
Pfailadelpfaia.
Warren,

First complete
weather
reporta newgcait of the day, with

1

IS-miD

8.4
WKAL

A.I'. uewB on ihe hour from b am to 7 pm

tl34.40

Family
BECKLEY

DEJCRIPTION

WNAE
10. 8 C

ON THE WEEK'S

T:00 A.M. NEWS

COST

0. R.

72

N. A.

HOUR
Family

NEWS

3-miu
LENGTH

RATING

Syncuse,

News of West Va., Ohio and Kentucky

W.V^.

plus local news
Local, national, and world news from
U.P. and local sources

Scran ton.

Straight newscast by Michael Carlo

Pa.
N. Y.
Wilkes-Barre.

$250

WNOI

N. Y.
Huntington,

WSAZ

WARM

Rome,
WKAL

I5-min

6
5

I5-mio

$107.20
$158

News notes to women, with f<>atupe8 and

WILK

inff-rvic-A-^

aty

>«vi»llv
CALtNDAH

UF CHARACTER

1 ..li.ll..

.\. .V.

1^-iiiii.

$35 lalciit

J-o
Family
CONVERSATION

DAPPER

AT EIGHT
Women

DAN TIME

Family
DREAM

N.A.

30-miD

1

30-min

5

per show
talent
$200
0. R.

N.A.

15-min

5

$715.50

N.A.

45-niin

N.A.

WEAVER
Family

GREEN

AND GOLD

ROOM

2.3
LABOR

ARRITRATION

Adult
Family

LUNCHEON

AT SARDI'S
Family

MYSTERY

AT EIGHT
Family

PINEY HOLLOW

HOE-DOWN

1.3 H
N.A.

AUDITION

TIME

New
Md.York
Frederick,

Paul Shannon reads inspirational poetry
against organ background

interriews

well-

disks
Dapper Dan Martin ad libs, and spins

Simulated night-club variety show using
records; background noise

1
5

30-min

b^ulllnuri',

Author Tom Sugrue
known personalities

1

30-min

5

N.A.

30-min

2

N. .\.

30-min

1

Family
VAUGHN-S

60-min

lielerie (.iriiliaui aiialyiei! tUoiinUf Ifuiu
month of birth

WFBR
WINS

Md.
Pittsburgh,
City

WFHD

Pi.
Baltimore,

KOKA

WCBM

Md.
aty

heads

CityYork
New

WMCA

$250
talent

Labor expert Samuel
panel of guest experts

$50

Interviews with celebrities at restaurant

New York

WNEW

Transcribed mysteries across the board
every night at 8

New

Zack

WNEW

$600
$75 15-min
$125 30-min
$200 per
30-min
$42.40

R.

Quadrilles, hoe-downs, reels, etc., with
square dance calls
Listeners vote for best amateur.
seventh week winners compete

York

Trenton,
N.J.
WTTM

Every
Pa.
Nanticoke,

'

WHWL

City

aty

l|iii%
ANSWER

1.2 H
Family

RECORD

5-min

Familly

MAN

RIDDLES

2.6H

15-min

6

Erudite
"Answer
.Man"
listener's mailed-in questions
$925

6

Guess

identity

of

to

New

York

WOR

records

New

York

WOI

replies

mystery

$95 per
pla.ved by emcee
spot

MII*i>i
S|
CHOSJ VIEWS OF

.s .\
SPORIS

BILL DIEHL SPORTS
PARADE

NEWS

.\Uult

Adult
Family

FOOTBALL

GAMES

JACK GUINAN'S
SUMMARY

SPORTS

STAN LOMAX

Men
Men

RAY MARTIN, SPORTS

Men

BOB PRINCE. SPORTS

Men

SPORTS CLINIC

SPORTSMEN'S

Juvenile

CLUB

Men

Production sportscast show with various
running features

15-1)1111

1
N.A.

15-min

6

Commentary
talent

N.A.

120-min

2

N.A.

15-miD

6

15-min

3

6.4 C

15-min

6

N.A.

IS-min

6

$100 per
show
$30
$l'..s
$135

6.2 H

N.A.
N.A.

30-min
15-min

national

and

games, play-by-play
Follows newscast in evening.
sports roundup

Complete

Veteran sportscaster Stan Lo nax gives
late sports news

per show

Emphasis
Martin

0.
$90 R.

"Has the highest sportscaster Hooper in

on

local

sports,

by

Ray

Pittsburgh": WJAb
Sol's clubs receive advice on sports from
$300

W6H

local

sports events
I/ocal high school and college football

$90 talent

1
2

on

WPLH

HuiltlDgtOll.
W. \a.
Va.
NoKolk.

guests. Prises
Like FimhinM mnj Hunting Club, with

WIZZ

Wilkcs-Bane.

aty
Pk.
Jamestown,
WiTN

N. Y.
New York

MOB
WAU

Middletown,
NY.
Pittsburgh,

wut

P*.
Pa
Philadelphia,
Pa.

rnni
WILK

Wilkes-Barre.

$110

Tiir.e and lalcnt unlcis clhtrwis* indicated.
48

N.A. -Net

Available,

H-Hoop«r,

C-Conl«n, P-Pul$e, E-H - Elliott-Hayes, O.R.-On

Request

SPONSOR

APPEAL

TITLE
SPOTLIGHT

SUNDAY

RATING

Men

ON SPORTt

SCOREBOARD

Men

N. A.

LENGTH

TIMES
PER WEEK

15-niin

5

N. A.

lO-min

1

N. A.

10-min

6

Family
WBLK

SPORTS NEWS

WHIRL AROUND
SPORTS
WINTER

WORLD

Men

OF

Family

SPORTS

I5-min

N. A.

45-min

N. A.

DESCRIPTION
$122.50

COST*

$25
$128.12

6
2-4

Coverage of local and national sports
news, interviews
Recap of sports news for the week end

$10,000
season
of 00 games

Pa.
Annapolis,

WILK
STATION
WANN

McT

Clarksburg,
Local and wire-service news

WBLK

of sports
W. Va.
PitUburgh,

Late news, background stories, forecasts,
$675

CITY
Wilkes-Barre,

guest interviews

Washington,

Professional ice hockey, and basketball
from nine Arena

(approx)

KDKA

Pa.
WWOC
WWDC

FM

D. C.

City

Women's
MARGARET

ARLEN

Psirti^'ipsitiiii;^

SHOW

Women

AROUND

THE TOWN

Women

N. A.

BLESSED

EVENTER

Women

N. A.

DOROTHY

HERE'S

DAY

ANICE IVES

KATHY

CALLING

LADIES MAN

WITH

TOBEY

&

TINY

OTHER

PEOPLE'S

6

25-min

5

$100spot
per
$50 per

14. 8C

15-min

5

spot
$45,6

Women

N. A.

60-min

5

Women

N. A.

30-min

5

N. A.

N. A.
N. A.

30-min
25-min

6

30-min

5

SECOND

Women

N. A.

15-min

5

Women

N. A.

15-min

5

ANN

VOUGH

BARBARA

VISITS

WELLES

VIRGINIA WELLS

YOUR

FRIENDLY

NEIGHBOR

AND

Women

N. A.

15-min

1

Women

1.5H

30-min

5

Women

N. A.

15-min

5

Women

3.5

15-min

$75 per 5
spots a wk
spots per wk
$400—5

5 spots
$125, 5

Women

THIS AND THAT WItIi MONA
PAT

spots a wk

5

N. A.

5

.•\. M. hou.sewife show.
subjects with feminine

Wide range of
appeal; guests

Cooking recipes, household hints, beauty
news all given by A. Christy
Ray Schneider
new-born
babies congratulates homes of
Household hints, menus, fashions, budget ideas; interviews
Richard Willis aids participants in improving personal appearance

$180
$125 per

RUN OF THE HOUSE

CUP

$45 for
6 spots
0. R.

N. A.

Women

BUSINESS

30-min

5

Women

LADIES, THIS IS FOR YOU

1

30-min

Women

LADIES' DAY AT WCBM

15-min

N. A.

Women

COMES

$702, 6
spots a wk
0. R.

5

Women

AT YOU

6

30-min

Women

LOOKING

30-min

iN. A.

spots a wk
talent
$100
$187.50
0. R.

$500, 5
spots per wk
$51.25.5
spots a wk
$22.50

Women's Commentary-Participations

New York
Pittsburgh,
City
Pa.
Pittsburgh,

WCBJ
WJAS

City

WWSW

Pa.
New York

WINS

New York
Philadelphia,

Pa.

WFIL
WNEW

^S^.

Jamestown,

Program of delightful music and interesting chatter

N. Y.
Md.
Baltimore,

aty

Prizes, music, eight contests

WJTN
WCBM

Women's food quiz

Beckley,
New York
City

Participation show held in local restaurant. Prizes
Guest
per day interviewed
Dettinger

by

WOR

WWNR

City
W.Va.

Alma

New York

Charlotte Adams discusses world and
community problems; household hints

New York

WQXR
WQXR
WTRY

Fifteen minutes of casual comment
Woodside.

Two sisters poke fun at each other as
they discuss current topics

aty

WWRL

N. Y.
Greensburg,
WHJB

Material on Home — Gardens
Women's chatter and gossip

New York
Pa.

News of Women's Organizations around
town

Binghamton,
N.Y.
Baltimore,

Twelve-year-old participation-program

WOR

WINR
WCAO

Md.

per spot

SoDthern
Families: 8,380,000
Radio Families: 6,399,000
Arkansas,
Kentucky,
North
Carolina, South Carohna,
Tennessee,
Georgia, Alabama, Florida, Louisiana, Mississippi, Texas

Dr SI Ilia
TITLE
GOLDEN

APPEAL
Family

WEDDING

RATING
N. A.

Family
TELLER

OF CURIOUS

TALES

N. A.

LENGTH

TIMES
PER WEEK

30-min

1

15-min

5

CITY
Huntsville,

DESCRIPTION

$37.50
0.COST*
R.

Skits
featuring highlights
couple

in

lives

Spine-tickling mysteries handed
from one generation to next

of

STATION
WFUN

Ala.

down
Huntsvill'.

WFUN

.\la.

Time and talent unless otherwise indicated.
NOVEMBER

N.A.-Not Available, H-Hooper, C-Conian, P-Pulse, E-H - Elliott-Hayes; O.R.-On Request

1947

49

spot

spot

•liivoiiili^
mil

HEALTHY.

RATINS

APPEAL
'• 12yr8

WEALTHY

AND

N. A.

WISE

LENGIH

TIMES
PER WEEK

1

30-iuin

■'

25-iiiin

1

WAVE
STATION

OEICRIPTWN

Quiiies, Btunte, games;

$35 talrnt

studio audience

Lxiuisville,
Ky.CITY

wotu

$IS pnm
i-5 \rs
TOTI

S. .\.

PLAYHOUtE

0.COST'
R.

.StorieB arid n-fords for lots and iiiOthiTb

Ni-w OrU-k/iK.

>lsiii-oii-lli4'-SiriM'l
MAN

ON

THE

STftEET

11

>liisi€*
BOB

AND

S

BAND

Family
CASCADES

FOUR

OF MELODY

Family

HAWAIIANS

Family
JIVE FIVE

Family
MELODY

DEPARTMENT

MUSICAL

CARAVAN

MUSIC

NEW

8

N. A.

25-roin

5

N. A.

30-min

1

N. A.

30-miD

5

N. A.

15-min

N. A.

Adult

TRAIL

25-min

6.2C

Women

30-min

N. A.
Family

N. A.

REHEARSAL FOR A NERVOUS
BREAKDOWN
KENNY

RENNER

SHOW

N. A.

Women
Family

BOB SMITH AND

N. A.

HIS RADIO PALS

Family
SONG

N. A.

SHOP

Family
SPOTLIGHT

ON A STAR

SPOTLIGHT

ON RHYTHM

Family

WAX

.\dult

MUSEUM

>«»\v«
COMMUNITY

West Memphis,

6

Musical tour around foreign lands, with

1
3
3-5

15-min

6

N. A.

15-min

6

8.0

30-min

5

25-min

1

15-Uiiii

1

5-min

6

15-min

5

N. A.

15-inin

5

N. A.

15-mia

6

N. A.

15-min

S

N. A.

15-min

6

N. A.

15-min

5

N. A.

CHATTER

Women
Family

UST

NIGHT

OF THE AIR

Family
Family

UTE

NEWS

AND

SPORTS

LISTEN UDIES

LISTEN UDY

Women
Women

N. A.

15-min

5-min

Family
N. A.

LOCAL NEWS

Family
MATINEE

6 15-min
$150

$72

$199.40
5 15-min

appropriate songs
Phone requests played immediately by
live novelty music group
Six-piece Mexican orchestra, girl vocalist.
Rumbas, tangos, etc.

talent

Live college-talent
audience of 2,000

show

WWL
WIU

KWEM

Ark.
Savannah,
Ua.
Sao Antonio,

studio

Two-man act at piano and vocal.
ad lib kidding around

Much

$2 talent
talent

Renner sings smooth ballads for housewife audience

$283.20
$66
6xl5-min

Live talent group, seven years on this
station

S.C.
Atlanta,

$304.25

Cliff Cameron at the organ.
sored 2years by drug chain

Ga.Arthur,
Port

WTAW

tion, Tex.
Andalusia,
College Sta-

waA

Ala.
Ky.
Louis>-iUe,

Thumbnail
$125
0. R.

portraits

Was spon-

of singing

AT MIDNIGHT

N. A.

* Time and talent unless otherwise indicated.

60-min

WIS
WAVE

Colombia,

WAIL
KPAC

stars
Meridian,
Tex.
Miss.

plus their records
Recorded and transcribed music

WTPK

New Orleans,
0. R.

WDSU

B.'trbershop harmonies by a male quartet

Local newscast with emphasis on community betterment

N.A.-Not

J3U
$43.20
charge

WUG

$32.95
0. R.

Morning newscast that reaches a big
farm audience

$72.90

Roundup done in production format with
three voices, sound effects

$41.54
0. R.

$52.50

6

WIU
FU.
Florence,
WMFT

Ala.
Ixmgview,

Knn

Tex.
DiUon,

wosc

S.C.
Florence,

WMTT

Fla. Little
Macon,
North
Rock, Ark.

WBHl

with late sports

Women's interest news, fashions, movie
news, musical numbers
Typical women's interest news show

Palestine,
Ga.
Chicago,
Tex.

Summary of city and county news
0. R.

$25

Ga.
Ft. Pierce,

Ra.

Woman's news program, with book reviews, screen news, etc.

Review of day's news
news, ball scores

"Disk -contorting"

wroQ

Roundup-

Roundup newscast of local, state, and
international news

Available, H-Hooper,

50

First news on daily schedule.
style

$5 news

5

6

WTM
WOAI

Tex.

with

$50
$150
$4. 70 spot

7.9
N. A.

AND THE NEWS

IT HAPPENED

JOURNAL

$16.92
0.
per R.
spot

LaGrangi,

Family

HOUSEWIFE

WHTT

i'aiiiily

EDITION

BOB FEAGIN

Florence,

BMI script used with recorded music.
Srogram notes on bands

5

PRESS

Family
EARLY

WTIK

5

15-min

N. A.

$84.30
5 15-min

KECK

AU.
Ft.La.
Pierce.
Fla.

1

IS-nijn

Popular hit tunes or today and yesterday

Odeasa.
Auguii.t
Durhftm,
Tex.
N. C.

New Orleans,

30-min

15-min

Pop live
tunestalent
as well
as western music by
this
group

On air six years with this live Dixielandstyle group. (Juests

S

30-min

0. R.

Live Hawaiian music group, aUo plays
current pop tunes

IS-min

Family
AGGIE PICKIN-S

llob .MesK:ll fpitis di£ik.v ul lour ttnutlisinging starn daily

N. A.

N. A.

Women

BY REQUEST

SPANISH

(la.
15-min

Family
WESTERN

l{.

A

W...

HIS GIRL FRIENDS

CECIL BROWER-S

ABBQ
I'ri'-bH-X. alarm rlixk k'""- '*^ 'I'jriiit: -Uuv^,

balance

of

KXLR

KNET

WBBM

news,

k'ut.sls, jiv( ;iiid c!a.tsical niusic

C-Conlan, P-Puisc, E-H-EllioH-Haycs,- O.R.-On
i::

Request
SPONSOR

FOR BALTIMORE ... A MARKET
OF 192,146 MONEY SPENDING
SCHOOL STUDENTS THEIR

«
ANOTHER

■!■■
LrVE WFBR

^.^H^.

PROGRAM

— ONE

THAT CAN

Here is how you can wrap up 192,146 High and Prep
School students of Baltimore into one package — and
win their undying loyalty to your soft drink, gum,
candy or other teen-age product.
It's simple to do in Baltimore. WFBR's 4-year old
"Scholastic Scrapbook" is now offered for sale,
M.C.'dby one of Maryland's great athletes, featuring
stars like Frankie Sinkwich as guest expert. "Scholastic ScrapfcooA" brings pre-game predictions — important game results in Baltimore High and Prep
school circles to the air each Friday, 7:00-7:15 P.M.
Football, Basketball, Hockey, Baseball — every school
sport is covered to keep intensive interest throughout the 39-week school year.

_

.

.. mw^

REALLY SELL THE BIG CASH

^

#'

MARKET

But "Scholastic Scrapbook" is not just another
Sport Show. It has a terrific "gimmick." Each week
a corps of experts see all important games, select the
"Unsung Hero" to be honored that week over "Scholastic Scrapbook. ' ' Not the fellows who v.'in headlines,
but the many who contribute to their success. Rivalry
between schools for the C. P. McCormick award as the
best "Unsung Hero" of the season is intense — builds a
high listening audience.
Naturally, it is WFBR that airs such an interest
arousing, live, local program. In Baltimore, WFBR
is the live show station. That's why WFBR delivers
for net and spot advertisers alike, more listeners per
dollar than any other Baltimore station.

WFBR-BALTIMORE
ABC-5000

WATTS-AND
NATIONAL

NOVEMBER

1947

1.200,000 LISTENER FRIENDS

REPRESENTATIVE -JOHN

BLAIR & CO.
51

spot 1
TITLE
NEWS

AND FARM

APPEAL

REViEW

N. A.
Family

NEWUAST

N. A.

DUNCAN.

THREE

NEWS

STAR EDITION

Adult

N. A.

Adult
Family

TODAY'S
VIEWS

NEWS

Adult

OF THE NEWS

W. C. TEAGUE

WORLDWIDE

WOMAN

OF

AND THE NEWS

NEWS

THE

Adult

Adult
WoTIMli

DAY

30-inia

S

11S

7.3 H

IS-min

5

N. A.

IS-min

S

N. A.

15-min

6

IS-min

6

N. A.

BILL

MAPES.

IN SPORTS

Men
Men

SPORTS

Men
Men

SPORTS EXTRA

Adult
Adult

SPORTSMAN

ROUNDUP

SPORTS. SCORES. AND
PERSONALITIES

by

Greenville,
Ala.C.
S.
Amarillo,

local

Complete roundup,
plus
coverage by Jim Cook

strong

local

Tei.
Columbia,
S.C.
Florence,

Tailored news summary for a state-wide
audience
commentary

on

the

KFOA

WIS

WMfT

day's

WMC
Memphis.
Ala.
KOIS

Tenn.
Pavagould,

Summary of late world-wide news
WMCY

Women in the news, society news, gossip,

Montgoni#*rv,

shopping hints

Ala.

9.5

15-min

5

N. A.

15-min

6

HOMEMAKER

A HOBDY

BASKET

$100R.
0.

15-min

5

15-min

.3
6

Roundup coverage of national and local

5

sports news
Summary of late sports news and scores

Adult

N.A.

N.A.

5-min

5

15-min

5

Jacksonville,
AU.
FU.
Palestine,

Sports news and interviews by WPDQ's
Sports Director
Local slant. Art Mentor talks with local
high school coaches

N. A.

N.A.

Roundup
coverage,
exclusive
Amarillo area.
Interviews

$114.50
$10

$96 R.
0.

in

Tex.
Amarillo,

Women

N.A.

Women

N.A.

15-min

Women

N.A.

30-min

Women

N. A.

45-min

5
1-3

30-min

KFDA
WHSC

HarUviUe,
Tex.

WOU

Florence,
S.C.

WTJS

S.C.
Jackson,

Dave Banks, ace sports .and news man,
docs fast summary
N. Tenn.
Little Rock,

Sports comment and news

$68

0. R.
$1.50 per

KXLI

Only woman's
angleetc.show in Jacksonville. Hints, news,

Jacksonville,
FU.

Record show with news of interest to
women

Bi nnioffhain.

WKAX

Andalusia,
Ala.
Ala.

WCTA

Typical woman's show, with news and
chatter

spot
$4 talent

Program
on the air for 13 years.
hints,
recipes

5

per
$20 b'cast
per

Civic affairs, woman's

5

$17.50 per

etc.
Movie news, cooking and homo hints,
and music

partic

WPDQ

Ark.

25-riiiii

5

KNET

the

$155
n. K.

25-min

WMGY

Sporta news and stories

1

10-min

WTOK

Montgomery,
Miss.

15-min

N. A.

WMFT
WPDQ

Meridian,
Florence-.
Ala.

inter\-iews
Local and world sports

$54 R.n4
0.

N.A.

Men

Women

DOT

5

N.A.

■t '.1

RECOMMENDS

StraJRht sporLs roundup, with occasional

10-min

\Voiii4^ii*K
I*sirlii*i|i2iliii;;;
\\.,ii„h
AT HOME WITH ANNE OALY

MARKET

supplemented

Commentary on the day's news by this
veteran newspaperman

$51 3x wk

N.A.

SPORTS REVIEW

JANE

*53.13
0. R.

15-niin

Men

HOUSEKEEPING

WFBC

Noontime
news

'■'-'

PIGSKIN PREVIEW

DATE WITH

$198.50 wk
5xl5-min

wm

WKIX

N.C.
Florence,

\ \

JACK CUMMINS,

SPORTS

.•i 5

$76.50

SPORTS

DICK SMITH'S SPORTSWURL
HIGHLIGHTS

$12.5Utalc-nt

WORZ

Fla.
Asheville.

$3 talent
tlU.SOplua

STATION

Two newscasta daily from AP sources
Straight news
coverage

6

IS-min

N. A

Orlando,
CITY
First ii news

Straifiht summary of the local, state,
and international news

t32.9S6x wk
t54 84 6i wk

\1

>»|i4»rlM

$110
COST*
173.83

S

lO-mio

6.4 H

DEURIPTION

Divided into two periode.
roundup, laat is farm news

IS-Diin

NEtWS ROUNDUP

NORVIN

TIMES
PER WEEK

15-min

N. A.
Family

LENGTH

RATING

Family

news,

Greenville,
Miami,
S.C.

News,

WFBC
WGBS

na.

hobbies,

WCPS

Tarboro.

partic

\ r

Middle Western
Families: 12,140,000
Radio Families: 11,387,000
Ohio,
Indiana,
Michigan,
Wisconsin,
Illinois, Minnesota,
Iowa,
Missouri, Oklahoma, Kansas, North Dakota, South Dakota, Nebraska

It

•liivi^iiili'
TIMES

CHILDREN'S

TITLE

APPUL

PROGRAM

Juvenile

RATING
N A

* Time and talent unless otherwise indicated.

LENGTH
I.S-ii.in

N.A. -Not Available, H-Hooper,
COST*

52

'

(> K

.PER WEEK.

T*rocrani

WES

DESCRIPTION
!

\orfnlk.

1

CITY

in ninth v, »r u.th rhil,l talent.

C-Conlan, P-Pulse, E-H - Elliott-Hayes,- O.R.-On

Request

1 STATION

SPONSOR

RATING

LENGTH

TIMES
PER WEEK

Juvenile

N. A.

30-niin

1

12-19 yrs

N. A.

30-min

5

30-niin

1

APPEAL

TITLE
KIO KLUB
TEEN-AGER'S SHOW

8-14 yrs

U-SELECT-AND-WIN

N. A.

DESCRIPTION

130.46
COST*
$100
0. R.

OrlKinatcs local theater, with live kid
audience, quiz show
Local live kid talent on show, movie
news, Kuest^i, Kags
Contestants 8-14 identify live music selections for prizes

CITY
Chickasha,

STATION
KWCO

Okla.

WHBY
KANS

Applelon,
Wichil;,,
Kans.

Maii-oii-tlie-Str<^el;

K$0
(). H.

Kaiiiily
INQUIRING

5.0 H

MIKE

INTERVIEW

ON MAIN STREET

Family

N. A.

I5-[iiin

5

15-min

6

Family
N. A.

KLIZ GOES CALLING
Family
MAN

ON THE STREET
Family

PENNY

FOR YOUR

THOUGHTS

spot

15-min

13. 5C

15-min

N. A.
15-min

Dos .Vloines,
Movie tickets given to guests on this
typic.^l interview show

0. R.

Conducted
from
Gift certificates

local theater

2

Tape-recorded
interviews
fairs, games, etc.

at

3

Informal

with

interview

show

lobby.
county

Ohio
Brainerd,

KLIZ
FM
WFOB-

Minn.
Crest on,

KSIB

Iowa
Ind.
Vincennes,

WAOV

Cleveland,
Ohio
Indianapolis,

WTAM

gifts,

$71.40
t40
plus prizes

special questions

$117

Gives
away prizes
pennies; if guest's penny has
right date,

talent

Tenor Ken Ward sings pop tunes with
organ accompaniment

6

Fostoria,
Iowa

Music
AFFECTIONATELY YOURS

Women

ANNIE'S ALMANAC

Women
Family

CONCERT HALL

Family

DIXIE FOUR

Family

EVENING MELODIES

Family

HAWAIIAN INN
LIFE, LOVE, AND LOUISE

Family

N. A.

15-min

5

N. A.

15-min

3

N. A.

60-min

N. A.

MEMORY TIME WITH NANCY LEE

Family
Family

STARDUST SERENADE

Family

THIS IS FOR YOU

Family
TONES OF HARMONY
WFRS CONCERT HALL

Adult

$108

15-min

6

15-min

5

$106.25

4.8H

30-min

5

N. A.

15-min

$36.25 for
5 spots
0. R.

N. A.

Family
DOROTHY MARSHALL SINGS

7

talent
$75
$55

Available Sat. morning.
tette, piano

A live quar-

Smooth blend of clas.sical and popular
transcriptions
Mythical-hotel-in-Hawaii
South Seas music
Louise King's
comment

vocals,

format,
with

with

news

and

Girl singer with piano.
favorites

5

$106.25

Memory tunes sung by Nancy Lee with
piano background

15-min

5

0. R.

15-min

I

15-min

N. A.

15-min

N. A.
N. A.

30-min

N. A.

5
1-6

Full hour of classical and light classical
music

0. R.

N. A.

N. A.

talent
$90

Like old-time almanac, with hints, live
music, chatter

55-min

1

$150
0. R.

Pop tunes, old

Songs by Billy Leach, singer on
"Wayne King Show"

$108

Ind.
Shenandoah,

ANDERLEY,

NEWS

EDITOR

EVENING

COMMENTARY

HERE'S TO THE LADIES

CHARLES

HERMAN,

NEWS

Men
Women

Women

Women

LEE KRAMER

THE WEATHER

5-min
10.7 H
N.A.

15-min
15-min

4.7H
23.2 C

15-min
5-min

5.4 H
Women

LISTEN UDIES

15-min

12.0

Family
LET'S TALK ABOUT

15-miu

N.A.
Family

DUNBAR'S

Chicago,
Okla.
TuLfa
III.
Alliance,
Ohio
Shenandoah,
Iowa
Chicago,

NEWS

KFMJ

WBBM
WFAH
KFNF

Live talent with 12-piece band, vocalists.
Variety musical
Negro quintet with high local popularity.

WBBM
Youngstown,

WFMJ

Ohio
ni.
Fostoria,
Ohio
Grand Rapids,

Only ableregular
hour show availin western concert
Michigan
Mich.

WFRS
WFOBFM

Bramerd,
6
5

News, with local guests who are in local
news picture
$120

5
6

$185
$60

5
3
5

ROUNDUP

Local items done in homey, informal
style
Commentary
on national
national news, local

and

inter-

Women's news show, with hints, fashions,
music
National, state and
roundup form

local coverage in

$39
$137

News poetry
for women,
hints,

$65

Complete
3-day weather forecasts for
farm
and city

with

some

fashion

N.A.

15-min

5

$140

Homemaker news show, with local items,
fashions, prices, etc.

12.5

15-min

7

$48.80
15-miii per

.All available local news, plus state news

Family
LOCAL

KFNF

KLIZ
Family

COUNTRY

WFRS
WIBC

Iowa

^ews
BERNIE

•

the

Spirituals

6

WIBC

Ind.
Grand Rapids,
Mich.
Indianapolis,

Minn.
Cedar Rapids,
Kalamazoo,
Iowa
Alliance,
Mich.
Ohio
Grand Rapids,
Galesburg,
Mich.
111.
Indianapolis,
Ind.
McAlestcr,
Okla.
Canton,

WMT

WKZO

FM
WFAH-

WUV
WGIL

WFBM
KTMC
WHBC

Ohio

$76

* Time and talent unless otherwise Indicated.
NOVEMBER

N.A. -Not Available, H-Hooper, C-Conlan, P-Puisc, E-H - Eliiott-Hayes; O.R.-On Request
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APPEAL

TITLE
LUNCHEON

Men

NEWS

RATIN8

LENSTH

N. A.

PERTIMES
WEEK

5

IS-min

1240
NEWS

OF THE

NEWS

Family

DAY

Women

TO WOMEN

Family
NOON

NEWS

N.A.

IS-min

N. A.

15-min

N.A.

5
S

IS-mio

AIT ROBINSON,

N.A.

NEWS

SMITH. NEWS

TEN P.M. SATURDAY

NEWS

Adult
Adult

VOICE OF THE NEWS

162.50

1175

N.A.

IS-miD

18

0. R.

N.A.

■■1

0. R.

15-min

6

0.
$'i 1 R.
r,

N.A.

30-min
V.,.n

Newi, carried remote from
luncheons as inxtitutional

tl53.75

V

WEITZEl

STATION

civic club

WRRC

Mich.

Follows Fulton Lewis; spota
lieginninf! and end of show

open

at

Newscaat slanted to women with homenuking items, price news
Midday
newscast
Complete roundup

S

\
TONY

COST*

IS-mio

Family
COURTNEY

tl06.25

6

Family

Flini,
CITY

DESCRIPTION

Galesburg,

WMRH
W«iL

III.
Shenandoah,

of general interest.

KFNF
Iowa
Columbus,

Art Robinson,
radio
in roundup15-year news veteran in

Ohio
Evansville,

Wire service and local news items in
roundup form

Chicago,
Ind.

Late evening roundup
national, loc^ news

Norfolk.
III.

of the

world,

Roundtable discussion of the day's news
by WJAC. news staff
News coiiimcntaPi' on events of a local
nature

WHKC
WHAQ
WEOA

WMt

Nebr.
Detroit,

WWJ
.Mieh.

V,|,,l.

S|l<»l*tS
rOM MANNING.

AL NAGLER,

,

Cleveland,
SPORTS

REPORTER

Men

SPORTS

SPORTRAITS
SPORTS

Men
Men

DESK

SPORTSMAN'S

CORNER

SPORTSMAN'S

ROUND

SPORTS

Men

Men
TABLE

REVIEW

10-min

5.3 H

talent

N.A.

15-min

5

2.5 H

15-min

2

N.A.

15-min

N.A.

IS-min

Men

N.A.

Men

N.A.

15-min

5
1
1-3-5

0. R.

0. R.
0. R.

talent
0. R.
$20

5

15-min

S8.50per
15-min

SPORTS

WSTV

ROUNDUP

FIELD & STREAM

Men
CLUB

.Adult

5-min

N.A.
N. A.

.Manning. 20-.vear radio sports veteran,
with general coverage
Summar>'
of world
happenings

and

local

sports

Ohio
Detroit,

WTAM

Chicago,
Mich.

WJBK

WBBM

John Harrington reviews the sports news
in drama style
Des .Moines,
Comment on
interviews

sports

news

with

KSO

guest

Preview of week-end sports, hunting and
fishing events
Board of four experts answers questions
mailed by fans
Rapid-fire comment on the sports news;
local slant

lU.
Iowa
Indianapolis,
Ind.
Chicago,
lU.
Sweetwater,

KXOX

WUG

0. R.

Wire-service
sports
slant, late ball scores

1

0. R.

For sportsmen and non-sportsmen, with
anecdotes, tips, news

Steuben\-ille,

.\ftcmoon

Ohio
Cleveland,

15-min

with

local

WBBM

OkU.
(Ihlo
Norfolk,

6

news

WIBC

Nebr.
WSTV

Variofv
CLEVELAND

SUNNY

CLAMBAKE

SIDE UP

Women
Family

30-min

5.0-7.0 H
N.A.

30-min

5
5

1600R.
0.

variety,

with live audience,

music, quijies, etc.

wjmi
1

Impromptugags
music, chatter, prises, studio
audience,

Dayton,

1

WINS

Ohio

WoiiM^ii\s l*»rlM*i|»aiiii|;$
JUNE
COOK

BAKER

\S Omen

BOOK TIME

Women

FOR UOIES ONLY
HOUSEWIFE'S REQUESTS
LISTEN UOIES
WOMEN'S CLUB OF THE AIR
YOUR DAILY D02EN

Women

.\. A.
N.A.
N.A.

Women

N.A.

Women

N.A.

Women
Women

30-inin

30-min
15-min

6
6
5

61400
spotsfor

.N'ow in MthcoDseeutivayMr. dueago't
top-rated femme ahow

11175
spotperpermonth
day

Hints and recipes, kitchen suggestions,
women's news

$40.50 for
5 spots

Morning
with
news, women's
hints, etc. commentar)'

show

30-min

5

30-min

5

$145.85 wk;

All-around show of news, music, chatter,

3.0 H

30-min

5

Spots 0. R.
$40 per

gossip, interviews
Home forum type.
interviews

N.A.

15-min

5

0. R.

$57 wk;
spot 0. R.
Spots

■ Time and talent unless otherwise indicated.

N.A. -Not Available, H-Hooper,

54

All-request show for housewives onl)'.
Letters read on air

Shenandoah,

W6N

KFNF
Iowa
Crestoo,

ag-r.

KSIB
WPAY

Joolin,

WMm

Iowa
Ohio
Portamouth,

Cleveland,

Information, hints,

Ohio
Wis. Rapids,
Wis.

Contests, music, women's interest news,

WTAM

WFHI

goRsip, hint.«

C-Conlan, P-Puisc, E-H-Elliott-Haye$

O.R.-On

Request

SPONSOR

MR. SPONSOR

ASKS:

{Continued Jrom page 41)
afforded the maximum protection from a
station or networi< in holding option for
such a time period.
Gordon H. Mills
Manager, Radio Departmeyit
Kudner Ageyjcy Inc., N. Y.
Obviously there
can be no general
rule which would
protect advertisers
since the circumstances involved in
building a time
period are so
varied.
However, I
firmly believe that
some protection should be given to the
advertiser since it's not only to the advertiser's benefit to build a higher listening
quotient for his program, but it also benefits the network in the sale of time, by
increasing the value to other advertisers
of adjacent time periods.
Of course, any network or station soon
reaches a point of diminishing returns in
holding a time period open for an advertiser and this necessarily limits the
amount of protection which the advertiser
should expect. Basically, the annual rebate system is designed to make offseason advertising financially attractive
to sponsors and thus avoid the necessity
of holding open the time period. This
may not be the answer in all cases. I am
sure that no general rule can be evolved
because the value of the program and the
sponsor to the network or station varies
in each case.

their allegiance to the new product.
Every dairy at one time or another uses a
juvenile program and sooner or later shifts
from urging tots to "Ask mama to buy
Razzle Dazzle Milk" to selling its products on a factual basis direct to mama.
Milk air advertising is credited with
materially increasing the per capita consumption of dairy products during the
last 10 years. Only the consumption of
butter has gone down during the decade.
Dairy increases show up in the following
fashion :
Per Capita Consumption
Fluid Millc
19.?7
160.23 quarts
Fluid Milk
1947*
200.46 quarts

DENVER

Butter
Butter

1937

Cheese
Chee&e

1937

Ice Cream
Ice Cream

19.37
1947*

10.0
I(...S

pounds

5.6
7.6
7.0

pounds
pounds
pounds

19.0
dttrt usage.

Projected from current pro
1947»

quarts
quarts

Both of the national milk advertisers
1947*
have run the gamut of programing. Only
the Kraft division of National Dairy has
been consistent from almost its air beginning, the Krajt Music Hall having started
with Paul Whiteman at the helm in 1933
and continued with Bing Crosby and now

WANTED

MORE

Therefore, I feel that the matter of protection must be worked out between the
station or network and the adveitiser
individually, and the amount of protection given or received will depend entirely
upon the relative bargaining power of the
negotiators.
John G. Hoagland
Director of Radio
Robert W. Orr, New York

MILK ON

THE AIR

{Continued from page 20)
youngsters — one of the reasons why the
big dairies like the big bakers have shifted
their appeals to adults. The bigger the
give-away the more juvenile listeners and
more sales which are activated by
youngsters. The hitch is that when a
competitor comes up with a bigger and
better give-away the kids blithely shift
NOVEMBER

Now two hours daily . . . 2:30 to 4:30 P. M.
Birdseye Frosted Foods
Blondex
Clicquot Club

Columbia Records
Durkee Margarine
Kem Tone
Sears Roebuck Gr Co.

Colgate's Ajox
A & A Coal Co.
Culligon Soft Woter
Accurate Lock & Key Co. Denhom Theoter
American Beauty Laundry Electric Center
Merritt Moving Cj Storage
Corlson-Frink Dairy
Products
Miller's Super Markets
Pedigree Shop
Cool Heating Co.
Cola Moca

For

Rates

ASK
Or GENE

and Remaining
RAY
PERKINS

A

JOHN

O'FALLON,

Alexander Smith
Swift Ice Cream
Tintex
Vicks Products
Santa Fe Lumber

Co.

Sun Glo Venetian Blinds
Sweetheart Floral Shop
Tasty Foods
Venetian Blind Laundry
Weiss Venetian Blinds
Wilson Trailers

Availabilities
SHOW

BLAIR
Manager,

Carpets

KFEL,

in the

MAN
Denver

1947
55

Arden continuing with the program. By
keeping one of the two stars at all times
Sealtest has been able to achieve a continuity of effort. In the summer one of
the stars takes a hiatus so the cost of the

Al Jolson down through the yc.irs without
break except for summertiine replacenients. This program has had a high
rating, good sponsor identification, and
sold Kraft products.
While the Kraft Music \ lali was setting
the pace for cheese-selling, the Sealtest
part of the organization fooled around
with longhair music and actually left the
air for five years until the Sealtest Villane

program is cut down to summer-audience
size and Sealtest selling runs merrily
along. Sealtest has local cut'ins on the
Villafie Store program for local brand
names throughout the country for as
National Dair> has abs(jrbed local brands
it has not eliminated the local brand name
but simply added the Sealtest label to the
local package.
In August 1941 Kraft added a second
program to its air advertising, taking the
Gildersleeve character from Fibber McGee
and Molly to build a program of its own.

Store fomiula was developed. They've
stuck with this through a number of stars,
always doing a good selling job at a
reasonable program cost. When Joan
Davis outgrew the program they kept her
co-star Jack Haley and built Eve Arden.
This season, as previously noted, Haley
has been replaced by Jack Carson with

FOR KIDULTS
FOR CHRISTMAS!
The KOR.\LITES

With Their Famous

Speaking — Famous

)>
^

i

KAY KYSER as "The
rati "Boomlown".

Impersonations

of:

Pied Piper" uho jound Hamelin

U . C. FIELDS as "King Midas" and BABY
little girl he tamed to gold.

CINDERELLA,

Choral

HANSEL

AND

SNOOKS

GRETEL,

a real

as the

et al—

trom age old fables —

For an audition disc
and success stories. WRITE

56

53r(J

STREET..

.NtWYORK

for one broadcast and played Loew's
State — with plenty of commercial billing
for the name Sheffield.
As National Dairy's use of the air has
been stable, Borden's has been just as
erratic. Borden nationally has sponsored
ever>thing from Magic Recipes to its
present Mark Wamow and County Fair.
Its gamut has included:
Household Institute ;NBC
Blue 1932
1933
Magic Moments
NBC 1933
Leo Reisman Orch
Magic Recipes
CBS
1934
1934-35
45 Minutes in
CBS
Hollywood
Blue
Bea Lillie
NBC 1935
1944
1938
Hughes Reel
Fannie Hurst
Blue
ABC
Ed W>nn
1944-45
ABC 1945
Borden Show
1945 (to date)
County Fair
CBS
1945
CBS
Jerry Wa>T)e
1946
Ginny Simms
Tomm\
Riggs
CBS
1945-47
1947
CBS
Arthurs Place
CBS
CBS
Mark Wamow
1947 (to date)
Of these only County Fair may be said
to be an outstanding success. It's a daytime People Are Funny ■■ Truth or ConsC'
quences sort of program, inexpensive, with
a fair Hooper (current 5.3) that usually
ranges midseason from 6 to 7. That's
good
a week.for a daytimer that's on only once
Although Borden has been unable, except in the case of County Fair, to hit a

don't know exactly what will sell milk and
dairy products but they also point out
that the> 've been in broadcasting for a
long time and the compan\ has constantK' grown in gross business and
profits. Unlike National Dairy they have
a national trade name, Borden, that goes
on ever\thing the\ sell from their instant
coffee to their Eagle Brand Condensed
Milk.

Yet as new and bright
as the NEW YEAR coming!

19 EAST

casting their own programs. Sheffield's
inexpensive Guess W/io (WOR, New
York) filled the Madison Square Garden

program that delivered a habit of listening, ever>' one of their programs has had
some listening and has therefore sold
Borden products. They admit that they

They're all in this series of
60 quarier-hour episodes.
Transcribed and dramatized

^
^

With the exception of summer hiatus
periods Gildersleeve has continued on the
air selling Parkay Margarine and Kraft
cheeses.
National Dairy spends over $2,500,000
for radio advertising as against around
$500,000 for magazines. Its success with
its three programs, however, does not
deter its member companies from broad-

CiTY

Also unlike National Dairy, Borden
owns its own outlets and distributors.
SPONSOR

National, for its part, is making a concerted drive to get men to go into business
as Sealtest Milk distributors. They use
the fact that they're radio-sold and are
continuing to sell the Sealtest trade-mark
as a plus in this effort. They're out to
add 1000 of these new outlets in 1947 and
have developed a distributor package adjustable to nearly any cash reserve for
setting one's self up in business. It's a
franchise arrangement which protects the
new businessman and is very inviting for
a man with a family — for whom the dairy
business is painted as something extra
special.
Since the World's Fair in New York
Borden has increasingly sold a new
Borden trade-mark, Elsie, the Cow, on
and off the air. Currently they are running a contest to name Elsie's new calf.
At the same time they've discovered that
a living trade-mark like Elsie has byproducts inthe form of Elsie toys and
Borden now has a special division called
Elsie Enterprises which licenses the use
of the Elsie name, etc. There are toys,
baby dishes, games, and a whole roomful
of juvenile products that bear the name
and likeness of Elsie . . . and they're selling
as well as advertising Borden.
Thus, the dairy industry's use of radio
runs the gamut. The products and
appeals vary, which gives the man with
still another slant on capturing the dairy
audience a basis for arguing his case.
But the failures have been too many and
it's time for dairy sponsors to make a
careful analysis of what clicks. Much of
the record is here.

THE OHIO

STORY

{Continued from page 24)
next problem was to find a narrator to
carry the major burden of tale-telling. '
Here again the need was for a performer
who, like the producer, would be willing
to leave lusher markets for his talents to
come to Cleveland, to forsake the fleshpots, so to speak, for the sylvan beauty of
one of the Cleveland suburbs. The
agency found one such in Bob Waldrop,
who after starting in radio 16 years ago in
San Francisco had traveled around the
country during the war narrating the
Army War Show and later had done the
Treasury Salute. Although not an
Ohioan, Waldrop has on a number of
public occasions frankly admitted that
he's on the way to becoming one. He
didn't come to Cleveland to take over
The Ohio Story job without a number of
misgivings— but he came and he's very
happy that he did — now.
(Please turn to page 72)
NOVEMBER
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BMI
Hit Tunes for November
(On

Records)

bmo

A GIRL THAT I REMEMBER

7S69 . Tommy Tuck.i— Col.'
Tex Beneke— Vic. 20-S497 . Victor Lombardo— Maj.

AS

SWEET

^eSenO

YOU
AS 10072

Art Lund— MGM

COME TO THE MARDI GRAS
Xavicr Cugat-Col. 37556 . Freddy Martir,-Vic. 20-2288
. Fernando Alvares—Stg. 1 5145
Victor Lombardo— Mai. 7243
Guy Lombardo — Dec. 241 56
(Peer')

FORGIVING YOU Me
. Johnny
HarryJames— Col. 37588
Sammy Kaye— Vic. 20-2434

Johnston— MGM 1 0076
. Jerry Cooper— Diamond 2084

'° >
HILLS OF COLORADO . Robert° Scott—
Mercury
GuyLombardo— Dec. 24179

3069

NG HER NOW (Marks)
I WONDER WHO'S KISSI
Weems-Perry Conno-Dec, 25078
Perry Como-Vic. 20-231 5 . Ted
433
Ray Noble— Col. 37544 . Dinning Sisters--Cap.

^F^k^Fre^br-^STc^^^B^ob^y^D^y^^^^^^^^

;;^^?i^w i^rT;^;;?^?^
^:;sr:il'^^;
2082 5132
Diarnond |one
Danny Kaye— Dec. 24110 . Jerry Cooper—
JeaVsablon-Vic. 25-0101

JUST

AN

ca.pbeiPose)

MINE

OF

LOVE

OLD

. Ben Yost Singers-Sonora 1084

. 37821
f::.^t^:^t:;^^^:^^^<^^^lrC::=^^l'^- Oons Day-Col

FOR EACH OTHER
MADE
^Z^^X.^T'
Dick Farney-Mai.
^-^^^
^^^l-l.
37939
Buddy Clark-Xavier Cugat-Co

. Monica Lewis-Sig. 1 5105

SMOKE! SMOKE! SMOKE! (That Cigarette)

(American)

Phil Harris-Vic. 20-2370
ms-Cap.Dec40001
WilliaWelk—
Tex
24113 . . Deuce Spriggins— Coast 263
!Lrnr»
urity 1001
JoT,;ny"oTd-Col. 37I3I . 101 Ranch Boys-Sec

E Mar )
NGES MAD
SOMEPeggyCHA
. Ted Weems— Dec.
Lee— Cap. 1 5001
THEr^ RE'
u CI.LL—r^lBE ^7963
^"dle lond^-ie"l'804i

.^Va^s Waller-Vic. 20-2216

TO
THE STORY OF SORREN
.
37507
Buddy Clark-Xavier Cugal-Col.

Vic
c.™m„
(Repubhc)
I K««e—
ZU-B
S'y

20-2420

TtckT^Col.*

. Art Mooney-MGM'

580 FIFTH AVENUE

NEW

YORK

^°
Bobby Doyle-Sig. 1 5079

. Victor Lombardo— Maj. 7263

BROADCAST
•

25288

* .S"o«ri /" he relrused

MUSIC INC.
•

NEW

YORK

CHICAGO

1 9, N. Y.

•

HOLLYWOOD
57

signed and nnsigned
Adoe/iiUi^u^ Ac^enC'tf, PeMj(UUiei Qlui^iK^
FORMER

NAME
CharU-s ( :. Msiip
Francis C. Uarfon Jr.
Mort Bassi-tt
John Haxier
K. (). lUllinfisley
Ik-lin Black
I. Howard Black Jr.
/.fplia Sanioiloff Boftert
lip 1*. Boll Jr.
(icorili' II. Hover
RiihiTi II. Brinkerhoff
Watson Bui'hier
Walter Hunker
Kay Cormier
I" rank Delano
l-.rnst I >el bridge
Steve Earle
Marian Fave
Theodore V.. Fisher
.Samuel <'..
Fuller
Charles
(Gabriel
James .\. (Jarfield II
Chet (;ierlach
Harold (Jickman
.Stanley R. C;raham
Kthel Greenfield
Leonard (Jross
.\rthur (;. Halfpenny
i honias \V. Hall
Mason I,. Ham
F. R. Henderson
John C;. Holme
R. E. Jacobson
l.leu Jones
.\rthur .\. Judson
John <:. Kenaston
Wray I). Kennedy
Robert Koenift
\nthonv I.aSala
William I,, l.edwith
(;eor)le J. Leroy
Joseph C. Lieb
Byrnes MacDonald
Herbert B. Mankoff
Robert J. Mann
John R. Markev
H. .\. McCoy
Klinor (i. Mc\ ick ar
Kdward Merrill Jr.
Ilenrv K. Mever
Jan II. II. Meyer
David II. Murray
Samuel H. Northcrosa
Frank .\. Oberndorfer
Claience T. Peacock
Kdyihe Polster
Trudy Rich mond
Carl k. Roilees
I.ouis Rosenthal
Ben Rubin
I'aul Russell
Marc II. .Seixa.s
\lfred K. Sieftel
l.ynne .Smith
\udrey Stern
I.II.eonB. 'i'hamer
Trout man
Lester Vail
(.retchen \andivert
\. S. White
Charles S. Wilkinson
I rank .\. Wood

1

SO\ EMhER

I94T

AFFILIATION

Packard-Bell Radio Mfft Co. L. \.. adv mftr
F'ederal, N. Y.. radio dir
Morse Intl. N. Y., timebuyer, asst radio dir
BBD&O. N. Y.. copy supcrv
Tracy. Locke. Dallas
Walter Suertfafier. N. Y.. media dir
W. Farl Bothwell. Pittsburgh, media dir
Beaumont *: Hohman. L. .\., acct exec
Bote Little Rock, head
Cory Snow. Boston
N. W. .\yer.
Western.
L. N'.
A. y.
Younft
H'wood. prodn supervisor
.Mlied. &L. Rubicam.
A., acct exec
Younft & Rubicam. N. Y.. acct exec
Mercury PuhlishinC Co. N. Y.. adv dir
Rodijers & .Smith, H'wood
Pedlar & Ryan. N. Y., media dir
•Sherman & Marquette. H'w<iod. radio head
Brisacher. Van Norden, N. Y.. mftr
Cleveland News
f:ory Snow. Boston, copy dir
Kenyon & Kckhardt. N. Y.
N'B<: Radio Inst. H'w<M>d
Business Week. N. Y., sis prom mftr
N'ortham Warren (lorp. Stamford, Conn., asst to
fien mftr
Mercready & Co, Newark, vp
Doremus. N. Y.. head ften adv div
Huff & Henderson. Dallas, partner
Libby McNeill & Libby. Chi., prod adv mfir
Buchanan,

L. A., comml

div mi^r

L. E. McGivena, N. Y., ofc mgr, acct exec
J. Walter Thompson, N. Y., asst acct exec
Brown & Biftelow, Denver
Gever. Newell & Ganfter. N. Y., traffic, prodn mgr
Curtis Publft Co. Phlla.
Humbert & Jones. N. Y.
Kastor, Farrell, Chesley & Clifford, N. Y.. acct
exec
Sinclair Refininft <-o. N. Y., exec asst to pres
F"urniture World. N. Y.
Ruthrauff & Ryan. N. Y.. radio copy dir
Crosse & Blackwell Co. Vancouver
Walker & Downinft. Pittsburgh
Dorothy Gray Ltd, N. Y.. adv dir
NBC. N. Y.
J. M. Mathes. N. Y.. acct exec
Benton it Bowles, copy writer
Younft & Rubicam. N. Y.. radio research unit head
M<;M Records. N. Y.. sis prom mftr
Ziff-Davis Publft Co. Chi.
J. M. Ilickerson, N. Y.. creative staff
ABC. N. Y.
John F. Jelke Co. Chi.
Fashi<in Trades, N. Y.
Craift E. Dennison. Chi., acct exec
BBD&O. S. ¥.. media dir
Owen & Chappell, N. Y.. media dir
Sterling. N. Y., acct exec
Grant. N. Y.
J.
I'hompson.
W. Waller
Earl Bothwell.
N. \L... \.
acct exec
Younft & Rubicam. N. Y.. producei
San Jose (Calif.) Mercury-Herald and News, asst
prom mftr
McCann-Erickson. L. ,\.
Charles L. Rumrill. Rochester, N. Y., acct exec
R. W. Webster, L. A., media dir

NEW

AFFILIATION

Same,
vp
Buchanan.
L. .\.. acct exec
John Blair. N. Y.. sta svc mftr
LaRoche & Ellis. N. Y.. same
Wetmore .\dvertisinft. I>allas (new branch), mftr
Redfield-Johnstone. N. Y.. media dir
.Same, also vp. ften mftr
Edward S. Kelloftft. L. A., acct exec
Leo P. Bott Jr. Adv (new). Chi., head
Tippett. Jackson & Nolan. Boston, acct exec
Younft
& Rubicam.
N. Y.. acct exec
.Same, radio
mftr IPwrnKl.
William
Kester.
copy chief
Hunter. L. .\.. same
Foote, C.nne & Belding, N. Y.. acct exec
Bishop. L. .\.. copy chief
H.
K. 1...
.Same,
vp L. A., acct exec
Irwin-McHufth. H'wood. copy chief, acct exec
.Same, vp
Younft & Rubicam. H'wood. dept exec
Fran Murray, Cleve.. acct exec
Ouane Jones. N. Y.. dir in radio dept
.Arnold. Boston, acct exec
Reinftold. Boston, copy chief
H. K. L.. L. A., radio head
Fred Wittner. N. Y.. exec staff
.Same, ften adv mftr
Saine. vp
O. S. Tyson. N. Y'.. acct exec
E. R. Henderson & .\s.soc8 (new). Dallas, head
Franklin
Baker
adv merch
mftr Div Cieneral Foods Corp. Hoboken. N. J,
Same. Southern Calif, mftr
BBD&O. S. F.. media dir
Seidel. N. Y., vp
Bishop. L. K.. acct exec
.\. W. Lewin. N. Y.. acct exec
Raymond Keane, Denver, acct exec
.Same, acct exec
Walter vpWeir, N. Y.. exec staff
.Same,
■M Paul Lefton. N. Y.. acct exec
Same, asst pub rel, adv dir
Kurk & Brown. N. Y.. acct exec
CB.S. N. Y.. comml proft development dir
Stewart -Lovick & Macpherson. \ancouver
James .\. .Stewart. Carneftie. Pa., acct exec
Harriet Hubbard .\yer. N. \ .. adv. merch. prom dir
■S'ounft vp
& Rubicam. H'wood. proft dept exec
Same,
Raym<ind E. Nelson. N. Y.. acct execWm. B. Reminftton. .Springfield. Mass.. acct exec
.\udieiice Research. N. Y.. vp in chfte radio research
Zenith Radio (;orp. N. Y.. adv. sis prom mftr
Mike (;oldftar. N. Y.. acct exec
Slans & Maury. N. Y.. acct exec
.\rnold. Boston, fashion, radio acct exec
Fred W. .\mend Co. Chi., adv mftr
Lancaster. N. Y.. acct exec
Jones F'rankel.
.Same,
vp
acct exec Chi., acct exec
Royal Nletal Mfft Co. Chi., adv mftr
llufto .Scheibner. L. \.. acct exec
Republic. N. Y.. copy dir. fashion head
Hixson-O'Donneli. L. \.. acct exec
Same. Piltsburfth. creative head
Show Prodns. Dancer- Fit/fterald -.Sample N. Y.. gen supcrv.
daytime radio
I'nion ice C;o. S. ¥.. adv mftr
^'ofttte-Privett. L. \.. vp in chfte creative "ctivity
Rogers & Porter. Rochester, acct exec
W. B. Scott. L<mg Beach, adv mgr

PETfY

DETROIT
HARRY
WISMER
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THE CHILDREN S HOUR

FORJOE
METROPOLITAN
MARKET
STATIONS
WKAP
KVET
WORL
WFAK
WTIP
WSBC
WJBK
KNUZ
KWKW
WNEX
WHHM
KARV
WMLD
WMIN
WBNX
WLOW
WDAS
WWSW
WRIB
KXLW
KONO
KUSN
KEEN
WWDC
WHWL
WTUX

Allentown
Austin
Boston
Charleston, S. C.

tmich that they smothered in their own
SlcnyrnM. These remaining programs and
their current television counterparts like
WABD's Simll Fry Club with Brother Boh
[imery, treat the listeners and viewers as
small grown-ups. In television the kiddie
hour has moved down to 7 7:30 p.m.

Memphis

unless a children's program reaches the
mothers at the same time as the young-

Houston

Mesa -Phoenix
Milwaukee
Minn. -St. Paul
New York
Norfolk
Philadelphia
Pittsburgh
Providence
St. Louis
San Antonio
San Diego

San Jose
Wash.. D. C.
Wilkes-Barre
Wilmington
Offices

New York • Chicago • Philadelphia
Pittsburgh • Washington* Baldmore
Los Angeles • San Francisco

KMLB

It

^ MONROE

LOUISIANA

cause at present television stations aren't
telecasting at the 5 to 6 p.m. moppet time.
For the past few years adventure series,
comic strips come to life, and modern
Horatio Alger tales have pre-empted the
twilight hour. These have been spon-

Los Angeles
Macon

Detroit

STRAIGHT YEAR!

This isn't because children stay up later
than they formerly did -these visual
junior sessions are on the air later at
night than their radio counterparts be-

sored by cereals (Quaker Oats, Kellogg's
Corn Flakes, Ralston), by bakers (Ward
Baking), by drinks (Ovaltine), and by
other foods with special attractions for [
juveniles, like Peter Pan Peanut Butter.
(Ward Baking is dropping its sponsorship
of Tennessee Jed at the end of its current
cycle not only because of grain shortages
and high prices but also because there is a
growing feeling among sponsors that

Charleston, W. Va.
Cliicago

r or/or

60

FOR THE FOURTH

(j)ntiniicd from page 32)

sters advertising doesn't pay off. Jed
hasn't been reaching them. If on the
other hand the program reaches the kids
and the parents listen in, surreptitiously
airing.)
or not, then it's a top-drawer commercial
The comic strip programs based upon
characters of the same name, like Super'
man, Dick Tracy, Terry and the Pirates.
in the daily press, have supposedly had
Juvenile-adult appeal. Newspaper surveys have always placed comic strips high
among the features with extensive readership. The adult appeal of comic strip
radio programs is proved by audience
composition figures (listeners-per-listening-set). Typical audience composition
figures show:
Program
"Superman"
"Captain Midnifthi"
"Tom Mix"

Men
0.4(i
0.47
O.4.?

Women
0.70
0..S8
0.67

Children
1. 19
1.09
l.O.S

In nearly all cases, it may be noted,
adult listening (men and women combined) equals the number of half-pints
who lend an ear. Superman frequently
has the highest percentage of women
listening to a juvenile program and it's
also noted that Superman generally has a
very high percentage of children per
listening set.
Naturall>', audience composition figures are not available for the new half-

Has more listeners
in Monroe and Northeastern Louisiana than
ALL OTHER STATIONS
COMBINED!

1947

CONLAN

SURVEY

OisfribwHon (rf kctVMng k

KMLB
S»OtH>n A

24es

and reaches a
$103,629,000
ii'K
ing power!

JS J*-.

buy-

For the fourth itralght year, authenticated listening surveys conclusively
prove thot KMLB has more listeners in
Monroe ond Northeostern Louisiana
THAN ALL OTHER STATIONS COMBINED!
In foct, KMLB

is the ONLY

radio facility

cleorly heard in this rich orea!
REPRESENTED

BY

TAYLOR-HOWE-SNOWDEN
INC.

iff\aJ/(} Sales,
AFFILIATED

AMERICAN

WITH

BROADCASTING

CO.

J. C. LINER, Jr.. Gen. Mgr.

SPONSOR

hour format of Sky King and Jack Arm'
strong*. Since the General Mills decision
to try the half'hour adventure program
idea is said to have been based upon what
they discovered through their sponsorship
of the Lone Ranger on a Monday, Wednesday, and Friday basis, the Ranger's average audience composition figures should
give some indication of how Armstrong
should make out in this division (despite
the fact that the masked rider is on the
air from 7:30 to 8 p.m.):
Men
0.72

Program
"Lone Ranger"

Women C;hildren
0.83 0.97

A forgotten factor in children's hour
programing is that the audience is never
constant. Youngsters are constantly
growing in and out of the age group that
istens between 5 and 6 p.m. Obviously

Sticks to his folk music, which he can do
almost indefinitely, and forgoes guest
stars (he has had them recently) his program can go its merry way. Ives just

stone stations have the same musical e.t.
library. (In the latter case they can key
in numbers from the library.)
There are a number of men in the re-

doesn't need any accompaniment; he can
sound his own A. Morton Downey will
have to return to doing his broadcasts
live.
Transcription networks like Mickey

cording field who say that Petrillo can't
simply wipe out the music recording business. Others say that if men — even
members of the AFM — are forced by
law to work, that's the end of the present
concept of democracy.

Sillerman's Keystone will just have to
forget music. Keystone has been placing
a number of transcriptions of the Sing
Crosby program on its rural market stations and that lush business will be lost.

Musical recording or not, the transcription business has had a jolt but it is predicted that there'll be more recorded
programs on the air commercially in 1948
than ever before in the history of radio

The net will have to keep to non-music
programs or make certain that all Key-

then the over-all listening habit isn't as
fixed as adult listening habits are. It's
possible therefore to establish a new set
of kid habits more easily than with
adults, at least with some of the youngsters. The hitch is that a child with a
fixation, and habits are forms of fixations,
is even more set than an adult. He wants
what he wants when he wants it. When
he's off something — ouch.
For years children's programs were sold
to advertisers on the basis that what
Johnny and Sis wanted Mom would go
out and buy. Now they are sold on the
basis that parents listen to what their
offspring want to hear. Thus although
commercials apparently are aimed at
youngsters they're really talking to the
adults over the younger generation's
shoulders.
Neither of the networks aiming at
youngsters (ABC and MBS) is 100 per
cent happy with its children's hour.
Sponsors are selling at this period at an
advertising cost which justifies their continuing use of the hour. Nevertheless top
advertising thinking is that the 15minute daytime adventure strip has
passed its zenith and like the Uncles and
Aunts of a decade ago they too will pass
from the commercial scene.
General Mills (and Derby Foods too)
may be an advance guard in setting a new
pattern — or maybe the hour will be
turned over to the American housewife,
like it is on NBC and a host of independent stations all over the nation.
It's definitely in a state of flux.
' They are released by Hooper (the only source) once
every three months.

TRANSCRIPTIONS
(Continued from page 31)
on the air. Petrillo made that clear in
his ban statement.
As long as Burl Ives
NOVEMBER
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GIVES YOU PRIMARY COVERAGE
OF A BILLION DOLLAR MARKET
Retail sales in the primary coverage area of
\^SBT totalled §1,009,269,000* in 1946! The rich
counties of northern Indiana and southern Michigan which comprise this billion-dollar market
have a combined population of 1,300,500*. And
there are 414,700 radio homes in this area
(BMB report). Reniember — this is all primary^
coverage! WSBT secondary coverage blankets
two-thirds of Indiana, stretches well up into
Michigan, and extends into Illinois and Ohio.

5000

* Sales Management's

960

PAUL

Survey of Buying Power

RAYMER

CO.,

NATIONAL

WATTS
KC

•

CBS

REPRESENTATIVE
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GIVOT
"THE AMBASSADOR
OF GOOD WILL'

KDKA charts its BMB coverage. Going
tar bt'>()nd the usual station maps the
pioneer Pittsburgh Westinghouse broadcaster has designed a colorful graph which
shows intensity of its listening in every
county in its great service area. In multiple colors it also shows the penetration
of the other important transmitters in
the Steel City. At a glance the timebuyer
knows just where KDKA stands in any
county for which he wants figures.
Popular mailman contest builds audience
for WPAT which previously had tested a
policeman Adonis competition. The menin-grey sweepstakes was on a sponsored
radio program but that didn't stop 42,000
of the 250,000 men and women and 350
mail men in the Paterson, New Jersey,
station's
area from rooting for their favorites.
WKRC

honors the

"Grocer

oF the

Month"

and the "Druggist of the Month" too.
Each will rate a broadcast monthly and
will be selected through ballots printed in
WKRC's house organ Key Notes. Key
Notes also will carry a feature story on
each of the men each month. The idea is
to build retailer good-will for the Cincinnati station and its sponsors.

everyone's a weather forecaster so he
plays the game. Program rating is 15.3
at 7:45 a.m. Entries predict the weather
one week in advance.
Ten-city lour gets 633 inches of publicity.
In order to get a local slant, the Oklahoma
Front Page, Phillips Petroleum daily
newscast over WKY, Oklahoma City,
visited 10 cities and broadcast in each
from the newsroom of the local newspaper. The result was first page stories
for the program, good-will on the part of
the local Phillips gas station opjerators,
and an increased audience for the program. The operation was carefully
planned by Bruce Palmer, director of the
station's news department, and Gene
White, the outlet's publicity director.
ESSO ties up with Freedom Train. More than
50 timely radio reminders will be used
on local Esso Reporter broadcasts as the
Freedom
Train
travels
the country.
Please turn to page 64)
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"Guest Courtesy Cards." These introduce residents of Canton, Ohio, to the
guest relation men at network headquarters in those broadcast-center cities
and facilitate their obtaining tickets to
see broadcast programs, it's a goodwill builder plus.
WISN-Pharmaceutical Association window
display plan expands. Indicating what they
think of WISN's Know Your Druggist
Better program, 25 strategically-located
Milwaukee drug stores feature in their
windows a three-panel display promoting
the drug program in the center and two
other WISN programs on the sides. The
display also has a top panel which highlights CBS" slogan "The Biggest Show
in Town."
"What's
the Weather" a.m. program tops in
Bismarck, N. D. Although its four years
old. KF^R's What's the Weather continues to pull from 300 to 500 entries
daily.
The first prize is just $5.00 but
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Symphony Plays a Jingle
iUcM, H,-e-w.-'i!

•
WHBC helps visitins fireman. Collecting upon
the fact that many of its listeners from
time to time visit New York, Chicago,
and Hollywood, station WHBC is issuing
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The Buffalo Philfiarmonic

lA

because of the amazing popularity
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of Lanny
& Ginger's
Jingle for
Sattler's (NOW
Buffalo's
largest
store), featured a 20-minute symphonic arrangement of this catchy
tune at the famed KLEINHANS
HALL!
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Tfie Boston Sympfiony

m

at a popular
concert, performed
a lengthy arrangement
of Lanny
& Ginger's "Soapine" jingle, and
when
the orchestra
reached
the

g

swing chorus, played as Lanny &
Ginger
perform
it, the audience
sang the wordsl
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say

Send sift subscriptions to SPONSOR

this Christmas

and, in effect, you're saying:

"Here are the trends, the interpretations, the
experiences of broadcast advertising from the
buyers' viewpoint. . . . Here are the doublechecked, tested facts proving that properly used,
BROADCAST ADVERTISING PAYS
Here
is enjoyment. For SPONSOR with its easyflowing, pictorial format and meaningful stories
is fun to read."
With each gift subscription you

say, "MERRY

CHRISTMAS." For each recipient will receive a
specially designed gift card bearing your name.

SPECIAL CHRISTMAS

GIFT RATES

(based on one-year subscription)

1

Your own

2-4
5-14

$5.00 each
$4.50 each
$4.00 each

15-24

$3.50 each
$3.00 each

25 &'more
subscription
(new,

renewal, extension) may be included.

*(add $.50 for each_ Canadian subscription)

msUse yo
enclosed
ur^^i
card or send

/

BROADCAST

Your Hartford
County Station

WKNB
^^i^-^//

Special
copy listeners
"sells" freedom
and
invites
to visit vs.
the "isms"
train.
Esso's cooperation is at the request of the
Advertising Q)uncil which is clearing
time for the "liberty selling" promotion.
WFIL presents Scout awards monthly. General Manager Roger W. Clipp, as a public service gesture, will present a monthly
"Boy Scout Award for Service" starting
last month (October) and an annual
award starting in February 1948. The
idea is to advance scouting but at the
same time it's certain to make Philadelphia scouts tune in WFIL regularly. j^ _

L

Housing instead of ' hoop-la^ for WNBC
25th Anniversary. Stressing service, Jim
{Please turn to page 75)

Regional Coverage
of the rich, central
Connecticut market
High Hooper Rating
840KC— 1000 Watts
WKNB-FM— 95.1 Megacycles
Youns, Jr., Inc.

comedy block-program sequence
really get started during this week.
Bandwagon was off .7 of a point,
Bergen was off 6.3, Fred Allen 8.7.

The New Britain Broadcasting Co.
S1 3 Main St., New Britain, Conn.
1 1 Asylum St , Hartford, Conn.
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the 9 to 10 hour of music was off, as indicated previously-, and as indicated previously it took the quiz show Take It or
Leave It, which has moved from CBS to
NBC, to do a better job for its broadcast
period than the 1946 program which held
down the slot.
With the start of the broadcast season
the relative standing of stations in many
cities has resumed a near-normal status.
WLW, NBC outlet in Cincinnati, one of
the nation's most promotion-minded outlets, has returned to first place in the
Queen City. In many cases the baseballprogramed stations haven't slipped back
to where they were before the summer.
That's because with night baseball and
the increased nationwide interest in the

game more people heard the broadcasts
and at the same time sampled indeLISTENING, FALL 1947
pendent station programing than ever
(Continued from page 27)
before in the histor>' of broadcasting.
with the exception of Jack Benny, none of
How much promotion meant to Bing
the Sabbath faithfuls have hit their reguCrosb)' was seen as he started off this
lar season opening pace. Benny started season (there was about half as much
off on the first Sunday in October within
push on the program in 1947 as in 1946).
one-tenth of a point of his 1946 rating, Instead of the 24 with which Bing bowed
'47 18.6 against '46 18.7. The rest of the onto the ABC web in 1946, he bowed in

at local rates/

Represented by Adam

MERCHANDISING

{Cjuntinued from pa^e 62)

didn't
Fitch
Edgar
Even

with a 15.5 this season. Although in '46
Bing really sounded (due to faulty disking) like the Groaner which he has in the
past titled himself, and in 1947 he really
sounds like the personality boy, this
didn't save him, on his initial airing at
least, from a rating 8.4 Hooper points
lower than last year. Henry Morgan,
who follows Crosby slipped 2.4, from
ll.l to 8.7.
Drew Pearson's (Lee Hats) shift to 6
p.m. from last season's 7 p.m. is paying
off. On October 6, 1946, he rated 5.3.
This >ear, on October 5, he rated 9.
A number of programs stayed on all
through the summer and should have
shown up better than they had in the
past against competition. Some, like
Sam Spade, did show the results of the
52-week habit of listening. Spade had a
6.4 on October 6, 1946, and a 10.8 on
October 5, 1947. On the other hand Dr.
Christian, which also stayed on right
through the year, only rated a 9.3 on
October 1 while on October 2 last > ear the
program reached 1 1.5. There are a number of reasons for this, aside from fewer
sets in use. The Fishing and Hunting
Club with an average of 1.9 was no competition to the Jean Hersholt program.
On the other hand. Vox Pop, which has
replaced the Fishing Club on ABC, is
strong competition and it reaches the
same type of listener that Christian
appeals to. The Vox Pop opening rating
was 5.9, four points more than the Club
pulled last \ear.
Gildersleeve on NBC
SPONSOR

•••*••••

A STAR
MARKET
0/ the SOUTH
* The People
Combined: 1,000,000
Urban only: 131,000
Johnson City. .34,000
Kingsport
33,000
Bristol
30,000
Elizdbethton. . .20,000
Greeneville. . . 8,000
Erwin
6,000

* Radio Homes
WJHL is the only full time
regional station serving
this area. Thirty-two BMB
counties with 85,020 BMB
radio homes. WJhIL is the
"most listened to" in ten
of its 32 BMB counties.

* Buying Power
Highest
income
bracket
group in South.
Richest
and
most thickly
settled rural communities

in South.

* Industry
Plastics
Textiles
Bookbinding
hiardwood flooring
Hosiery
Rayon
Silkmills
Furniture
Foundries
And many others

* Agriculture
Tobacco: 100,000,000
pounds sold annually
Beans:
market World's largest
Dairy
Poultry
Livestock

* Tourists
Heart of TVA recreation
area. Gateway to Great
Smoky Mountains.
John E. Pearson Co. — Reps.

910Kc

WJHL

5000 Watts

Johnson City, Tennessee
ABC
Full Time
********
NOVEMBER

which competes with Dr. Christian also is
holding its audience, 14.7 in 1946, 14.7 in
1947, in the first week in October. Quiet
Please, the MBS sustaining program
which is in the 8:30-9:30 p.m. est time
period along with the other programs
checked in this paragraph doubled the

Uie/ie'6. . . .

audience that It's Up to Youth, Seventeen
Magazine's program, garnered in that
slot last year (3.8 vs 1.8).
Even the tougher competition doesn't
explain the Dr. Chri.stian drop. However,
it is pointed out also that the program
that precedes it this year is the low-rating
American Melody Hour which in the
period studied delivered only a 6.2. Last
year Campbell Soup's Jack Carson had
his initial fall 1946 airing on the comparable date, nevertheless he rated 7.8
and delivered that audience to Dr.
Christian. Keeping a program on all year
is audience listening-habit insurance but
it's also important that the program that
precedes it deliver a good audience. Competition also counts, of course.
Most programs that ran through the
summer were low-cost programs and are
expected to suffer as a new season starts
and some listeners stray to sample new
wares. None of the top-ranking programs stayed on through the humid
months to test whether or not such a continuity of broadcasting would pay fall
dividends. Eddie Cantor has promised
next season to work right through the
year for Pabst Blue Ribbon Beer. However, Cantor's opening season publicity is
always suspect. For the past four years,
for instance, including this fall, he has announced that he would have his cast
memorize their lines and work in full costume in preparation for the coming of
video. To date he continues to work
from a script as do all his cast.
September and October have had real
summer weather all over the U. S. and
Canada. It might have been expected
that program ratings as the shows came
back to the air would have suffered a
great deal more than they have.
It takes a Jolson, however, to change a
trend — to send ratings bouncing. It takes
mood programing, block sequences, to
catch over 20 per cent of the radio receivers of the nation — a sequence like
NBC's Tuesday night comedy round-up.
Time
8-8:30
9-9:30
8:30-9
9:30-10
10-10:30

Program
Milton Berle
Date with Judy
Amos 'n' Andy
Fibber McGee and Molly
Bob Hope
Red Skelton

10:30-11

Industry
Farming

Wealth
THE RICH
DOWNSTATE
ILLINOIS
MARKET
and onlt^ . . •

WMIX
"Southern Illinois' Most Powerful

Voice"
SERVESRadioTHAT
ENTIRE
RICH AREA
940 kc, AM

94. I mc, FM

Ra rings
9.4

No. 2 Radio Center, Mt. Vernon, III.

10.7
19.8
23.0
19.2

Your John E. Pearson man will be slad
to discuss availibilities and
rates with yog.

And these are not midseason ratings but
October 7 when heat waves were sweeping
the nation.

lii^1*-V~l.'^.'
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m a series.

tough -minded
examination

tTE

All the facts show that CBS delivers audiences at
less cost than any other network.
The tough-minded advertiser knows it isn't program
effectiveness alone that makes the difference.

radio values
siiows tiiat

It's also the fact that:

CBS has the "best-balanced''
distribution of facilities
in all networic radio

CBS is the

CBS has the highest ratio of high-powered stations
(5,000 watts or more) among all networks.

most effective

CBS has the lowest ratio of low-powered stations
(250 watts or less) among all networks.

networic
in America,

Combine the superb "balance^' of the powerful and
mature CBS stations with the unquestioned power
of CBS programming, and you see why:
The second-best network is only 96%

today

as effective as CBS — and the foitrth-hest
network is only 66% as eflfective as CBS —
in delivering actual audiences for each
advertising dollar expended.
The facts are summarized in a new study.
To see this study...
And to get the utmost in Radio values...

SEE CBS...
THE COMPLETE
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STATION WNEW
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YORK. NY.
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OVER-ALL PRO iONS
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1947

Another first for WNEW - top
honors for Overall Promotion in

That plan delivers two and a half billion listenerimpressions a ytzT—but it isn't enough. Another first

Billboard's 1947 industry-wide competition!

for WNEW

This promotion plan sells VC^EW

Yorkers as they ride

Spectacular," which adds the impact of 1 1,500 light
bulbs. This 340-foot continuous sign flashes WNEW

trains, taxis, trolleys, ferry boats and busses; as they

promotion in letters 27 feet high! Adding still

personalities to Greater New

programs and

is the use of the Douglas Leigh "Flying

read their newspapers and magazines; as they go to

another dimension to the advanced, award-winning

the movies, open their mail or their laundry!

WNEW

Serving

New

York

and

New

Jersey

promotional approach!

24

Hours

a

Day

ON YOUR
DIAL

Represented by John Blair & Co.

NOVEMBER

1947
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THE OHIO

STORY

liAJiitiniwd Jruui pa^ic !>7j

Having found the three key figures
necessary for the program writer, director, and narrator the agency next faced
the problem of actors. There were no
radio actors in Cleveland since no dramatic programs had been aired in the city
since John Royal had left WTAM years
before to become program head of NBC.
However, the Cleveland Playhouse and
other little-theater groups were active in
the city and although of course nonunion an agreement was reached with
AFRA that made a number of actors
available. Auditions proved that there
was plenty of radio talent among Cleveland's semi-pros.
The programs seldom die after one performance on the air. Schools play them
back over their loud speaker systems.
Station WBOE, the Board of Education
station of Cleveland, uses selected Ohio
Story programs for in-school training and
fraternal orders frequently ask for special
disks of Ohio stories that are close to
th ir hearts.
Not alone are the e.t.'s of the program
used but printed scripts by the hundreds
go out to school children who individually
request copies because they enjoy them
and because of their historical and educa-

tional value. Thus not only do the
broadcasts themselves have a direct impact but the scripts and educational replaying of specific programs build added
gcx)d-will for the sponsor.
Aside from the parent company,
AT&T, the only other telephone company
on the air now is Michigan Bell. Michigan does its selling over a group of 16
intrastate broadcasters using transcriptions of an entertainment program called
Number Please and featuring The Song
Spinners and Eddie Dunn. The reason
that not more AT&T subsidiaries are on
the air throughout the U. S. at present is
explained by the many rate cases which
are before local public utility boards.
Although there are a great many facts
available indicating that NBC's Telephone
Hour and the nationwide spot campaign
helped to clear the wires during the war
for military personnel and essential business, and that broadcasting being, like
telephoning, oral in nature, can help keep
up the peak in the long distance telephone
load, there are still some utility commissioners who look upon broadcast advertising during the extended period of a rate
hearing as definitely being in questionable
taste. These utility commissioners question any expense other than operating
(Please turn to page 74)
lowan income rose 27% between
'45 and 46, the Department of
Commerce reports. ( Compared
to a U.S.A.)
9% increase for the rest of
the
Iowa farm receipts alone rose
67% in the first six months
of '47.
But more
fabulous
industry,
expanding

than half
of Iowa's
income
derives
from
and Iowa industry is
steadily!

These sonsare
a few
of the reawhy wejust
keep
suggesting
you
cash in on the rural and urban
market out in Eastern Iowa . . .
with VtMT . . . only CBS outlet
in the area.
As/i your Kalz

representative.

WMT
CtDAK

KAMDS

Th* Station Built By Loyal Litttnvrship . . . Now
in it» 25th
Y**r!
BASK
5000
FREE 6- PETERS,

72

Inc., National R»pr«»enl«tivtt

COLUMBIA

NtTWOKK

waUs
600 kilocycles
Member:
Mid-Sl«le»

Day & Ni(ht
Group

SPONSOR

I
I

You can reach more listeners on CFRB

DOLLAR
FOR
DOLLAR
than any other Toronto station!
Here's what CFRB offers for each advertising dollar
2,795 potential radio homes after 7 p.m.
3,475
5,195

"
"

"
"

"
"

between 6-7 p.m.
at other times

Yes, more listeners ... a larger audience; more prospects . . .
a ready-made market! That's the value you get for your
dollar on CFRB . . . full measure running over.
Ask the advertisers already using CFRB . . . some of whom
have been broadcasting over this station for years! They can
tell you why they stay with CFRB . . . they can quote figures.
But the basic fact behind the figures is this . . . you get
your dollar's worth and more on CFRB . . . you get RESULTS!
REPRESENTATIVES:
UNITED STATES

Adam
CANADA

J. Young

All-Canada

Jr. Incorporated

Radio Facilities Limited

TORONTO
Looking forward to the next twenty years!

THE OHIO

{CorUinnea from page 72)

SELL
OUT
CITY FOLKS

OF
IN THE

SOUTH'S No. 1 STATE
WITHIN

STORY

OUR

Primary+Area

ones when a rate increase is asked. There
have been a great number of rate cases
during the past year. Increases amounting to $78,000,000 a year have been
granted in 24 states. In 17 other states
increases which ma>' amount to $93,000,000 a year are pending. The remaining
states are expected to have some applications filed within the next six months.
Many men and women made their first
toll calls during the war. It is a problem to retain that load. The commercials
in Th: Ohio Story do a clean cut job
of selling the idea that only the telephone
can bring distant people together. In a
typical commercial a boy graduates from
college. His parents are unable to be
there. The first thing he does after receiving his diploma is to call mom and
dad and tell them he's graduated — cum
laude. It's only a minute telephone call
on the air but it sells the idea of how the
phone can cut through uncertainty, fear,
and worry. Each call simulated on a
broadcast tells its own story on the value
of long distance calls.
Stations do an extra bit of promotion

• WINSTON-SALEM
• GREENSBORO
• HIGH POINT

2.5 MV/M
MEASURED
SIGNAL

210,200 PERSONS
$179,469,000 in Retail Sales
$283,685,000 in Buying Income

We Lead Day and Night
in This Big Tri-City Market
Write for our BMB DATA FOLDER

on the program because they're selling
their own state when they sell The Ohio
Story. Good evening time has been
cleared by outlets due to some extraenergetic selling by the McCann-Erickson
agency and because the program is the
right kind of commercial public service.
It also frequently collects extra promotion
from the corporations whose Ohio roots it
dramatizes. When it saluted the greeting
card industry, hundreds of postcards
went out to stationery stores telling of the
broadcast. When a program was conceived around Jack Werst, the Dayton
purchaser of the Vanderbilt diamond,
every jeweler around Dayton received a
circular from station WHIO. Ohio Bell
itself takes big newspaper advertisements
to tell local areas of shows that are of
especial interest to them.
For any sponsor the moral of The Ohio
Story is simple- a program can sell the
listeners of any state despite the fact that
there's no trained talent in its originating
city — that live piograming is a lost art in

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL
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^

STATIONS

that city. It has proved, as far as it's
possible to prove anjthing in 1 1 months,
that great corporations can be humanized
b> broadcasting. And McCann-Erickson
through its selling The Ohio Story to Ohio
Bell has proved once again that to an
advertising agency a well-chosen broadcast program is an ideal new business
getter — it now represents Ohio Bell.

5,433,574

Pairs of Ears

within reach of Philadel-

WIP

phia's Pioneer Voice.

IT'S

MUTUAL

Represented

nationally

by EDWARD

PETRY & CO.

ACCOUNT

EXECUTIVES

The Pacific Coast's Greatest
Half-Hour Radio Show
Is Available

It's the Joe Hernandez Show!
Currently under Sponsorship in
Los Angeles by

Marshall & Clampett
Plymouth & De Soto
1 .

The Highest Hooper, six
nights weekly, oi any
like show in radio!

2.

Biggest mail pullin history
of local radio, 56,000
letters in five weeks!

3.

More than 1,000,000
listeners nightly, of which
68 '/c are families, homemakers, etc.

The entire Pacific Coast, with the
exception of the Los Angeles market,
is immediately available.

THE JOE HERNANDEZ

AGENCY

954 So. La Brea St.
Los Angeles 36, Calif.
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(Continued from page 64)
Gaines, manaoer of NBC's key station in
New Yori<, broadcast a scries in September on the housing problem as its mode
of celebration for being on the air 25
years. The idea was to stress service instead of age and it won full columns in
the metropolitan consumer press. N. B.
The programs were good too.

Bubble-biowins contest. WDRC wanted a
contest show that youngsters would love
and so came up with a bubble-blowing
contest. It made a tremendous special
event and is still the talk of Junior Hartford, Conn. Prizes were wrist watches,
one for the champion boy blower and one
for the girl.

for sponsorship, it has taken Philip Klein
of Philadelphia and Buchanan & Company of Beverly Hills to present programs
to sell themselves. The Philip Klein
agency is selling through the device of
introducing Philadelphia to Philadelphians, over WFIL-TV. Buchanan,
which has a stake in TV since it's DuMont's and Paramount's advertising
agency, is using a video newsreel as its
selling vehicle. Purpose? To show advertisers, says Fred Jordan, agency vp,
that a creditable program can be aired
even on a limited budget.
*
*
*
RCA reduced the price of sets (a new

line) about $50 each during October
despite the fact that every set produced
thus far has a buyer waiting for it. One
of the reasons was the fact that as production speeds up cost per unit goes down
and part of the saving can be passed on to
the public.
*
•
*
Thirty-five thousand TV receivers went
into the hands of the public in October
and more than that came off the production line.
The job of maintaining radio's economy
while building television as an advertising
medium gets tougher every day.
Due li> union prablrnix. fr pensive equipment and a
host of other produefion proljlems.

Sheet music a promotional item. It used to
be that only big name signers and band
leaders rated the covers of popular sheet
music but disk jockeys get there now.
The most recent to make the first music
page was Jack the Bellboy at WJBK,
Detroit. Naturally he's on the tune
called It's Jack the Bellboy Time by
Dardanelle and Peter Conn. Dardanelle
introduced the song on the networks and
everyone at WJBK has his fingers crossed
hoping it's hit stuff.

TV
{Continued from page 36)
The same week that information leaked
out that NBC was planning to put commercial TV production in the hands of the
agencies, while at the same time building
program packages which it'd like to sell
agencies and sponsors, Charles Moscovics,
sales manager of WCBS-TV, took a sock
at advertising agencies for lack of interest,
poor production, and the hiring of "jerks"
with motion picture backgrounds instead
of TV know-how.
The sock served to remind advertisers
that the two major networks continue to
have personalities who disagree.
* •
*

Paul West, ANA president, who opened
the first American Television Society
luncheon on October 22, talked in generalities but he did remind the lunchers that
TV has to pay its way at the cash registers
in the current media battle in which all
existing advertising facilities are improving their productiveness— and also becoming more expensive. He also reminded
the society members and guests that it
had the problem— to sell the American
way, free enterprise, so that radio, TV,
and all advertising media would continue
to be free to carry advertising.
* *
*
While a number of advertising agencies
have telecast programs which they offered
NOVEMBER
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When Billboard reviewed
the Bonus Audience Ratings for the Top Ten Daytime Shows, CBS had five of them — including the first three. /n every one o/ these //ve,
WTAG was fhe top audience delivering sfatjonl

WTAG
C*

WORCESTER
580 KC

5000 Watts

tM ^^'^^ ^- RAYMER CO. National Sales Represenlalives.
Affiliated with the Worcester
Telegram ^ Gazette.

I

[To West 52ndJ
(Continued from page 6)

f^^

>
U'DSU broidcjsis 50()0 wain
from ihc French Quarter to
ihc Gulf and South Louijiana hstcncrs.

From daily asswiation with time-honored
Sew Orleaiii tinliiutioiii WDSU has
developed a hi(;h quality of integrity.
WDSU devotes prognim lime regularly
and exclusively to the St. Louis Cathedral,
the International House, Moisant International Airport, Tulanc University,
Union Station, the Municipal Auditorium,
nphonies and Operas.
VX'DSU's dominate Hoopcrating proves that honoring local institutions
creates high listener
loyalty.

AGAIN "COMPARAGRAPH
What I like best about your COMPARAGRAPH arc the inclusions of the
Pacific Coast schedule of either rej^ional
profjrams or repeats, to show whether a
projjram can or does go straight through.
Too bad you haven't space to go one
step further, to show the way such prO'
grams as Bing Crosby, or some of the kid
shows, are regionalized.
Frank Silvernail
Charge of Radio Commercials
BBD&O, New York

1280

WDSU

kc

ABC
Affiliate
sooo
Wo lit

John Blair & Company,

Representative

SERVICE

I wish to thank you for your kind cooperation ingiving me the background on
a statement in your article entitled,
Millions Spent in Agency Fact'Finding.
I would like to take you up on your
generous offer to send me the research
figures which support this statement. It
is understood, of course, that the figures
will be presented by you in such a way as
not to reveal any information which you
feel is confidential in nature.
Sykes Scher.man
Compton Advertising, Inc., N. Y.

WWDC BLOCK PROGRAMED
We looked in vain for a mention of
WWDC

It is difficult for me to criticize the
comparative program pocket piece which
I shall always be glad to receive.
If I have any criticisms, they would be
from the subject of readability. I think
that if it were black and white instead of
color and if your letters were slightly
NEW
ORLEANS

READER

larger, it would be -at least for people
whose eyes are getting old like my own —
easier to read.
Instead of criticisms, you actually have
congratulations forthcoming to you.
Carlos Franco
Young & Rubicam, Inc., N. Y.

in your very excellent and comprehensive article on block programing.
We failed to find any mention of our
very famous All Sports Parade which runs
six days a week from 1 to 5 p.m., and
which for a period of years has consistently ranked second or third in this market. It is retaining this leadership today
even though we have 13 AM stations
operating in this area.
Nor did we see our famous 1450 Club
mentioned, which for two hours each
night gives many of the network programs

SPEARHEADING
THE PROGRESS

The COMPARAGRAPH in the October SPONSOR is one of the finest things
that I have seen in a long while. If they
are available, please send us a half-dozen
copies of this in order that they may be
distributed to our salesmen and program
people.
If there are any charges for the
reprints, please bill us for them.
J.
C. Kellam
General
Manager
KTBC, Ai(s/in, Texas
Atlantic City^s Ifotrl oj Distinction

The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water

Baths. Glass in-

closed Sun Porches.

Open

Sun Decks atop. Delightful
Cuisine. Garage on premises.
Open

All Year.

Ursta (,rill iinil C.ocktuil l.oiiiiflr
Favorite liendezwus of the Elite
Exclusive
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Pennsylvania Avenue
and Boardwalk

As you know, virtually every network,
at least at one time or another, has tried
its hand at a four-network chart.
Our last one, I seem to recall, ran in
three colors and folded out to about
double the size of a standard road map!

RADIO'S BEST BUY
IN THE
NATION'S CAPITAL

I'd like to tell you, as one who has been
through the mill, I think your COMPARAGRAPH isone of the most compact, convenient and all 'round useful
jobs of its kind that I've ever carried
around in my pocket.
Robert A. Schmid
VP, Station Relations
MBS, New York

eVEHCTT

L.DIUMHO

S£M. mOH.

i3i9-F-STnecT, nm

SPONSOR

a run for their money. A survey made by
one of our competitors lists the 1450 Club
as the number one program in this city
in popularity, ranking higher than any
individual network show.
Nor, for that matter, did we see anything about Tune Inn, our two-hour disk
jockey program from 10 a.m. to 12 noon.
Although recently established, it is fast
developing enviable ratings.
Nor did we see any mention of our
horizontal and vertical block programing
of sports events. In the summer it is the
Washington Senators baseball games; in
the fall, the University of Maryland football games; in the winter, nightly play-byplay broadcasts of hockey and basketball
from Uline Arena at 10 p.m.
We failed to see any reference to our
solid block of juvenile programs on Saturday morning from 9 a.m. until noon.
But then, of course, we could not expect one article to cover block programing
of every individual station in the country.
We think you did a swell job for the industry, particularly the independents, in
pointing out the value of this type of programing to the sponsor. We have known
the importance of block programing for a
long while, but strangely enough, the
national advertiser has only recognized
its importance somewhat belatedly.
Ben Strouse
General Manager
WWDC, Washington, D. C.

WMCA

how they recommend these features.
Pace-setting WMCA is peeved !
Howard Klarman
Sales Promotion Manager
WMCA, N. Y.
On page 45 of the October issue of
SPONSOR there is a Monthly Tabulation
of Advertising by Categories, in which the
programs sponsored by various manufacturers are listed. A brief check disclosed
a few sins of omission, which we are sure
you will want to correct. These are as
follows :
The Andrew Jergens Company of Cin-

cinnati sponsors Walter Wincheil on Don
Lee also, Sunday night 8:30 8:45 p.m.
(PST) on 43 stations.
The Kreml Hair Tonic company, R. B.
Semler, Inc., sponsors Billy Rose — Pitching Horseshoes on the Mutual network;
and Monday through Friday on the Don
Lee Broadcasting System, 8:55-9:00 p.m.
(PST) on 45 stations.
The Wildroot Co., Inc., sponsors
What's the Name of That Song? on Don
Lee Wednesday, 8:00-8:30 p.m. (PST) on
48 stations.
Robert H. Stock Publicity
KHJ~Don

Lee, Hollywood, CalU.

IS PEEVED

Your October issue purports to review
the question of block programing in
American radio. Four New York independents are cited as examples. Your
reporters evidently were blinded by the
spectacular success of the most block programed ofthem all — New York's WMCA.
For several years, WMCA's policy of
block programing for individual audiences
has paid off — but well. Mr. and Mrs.
Music (Bea Wain and Andre Baruch) on
the air three and a half hours daily across
the board have increased ratings for those
hours 89 per cent. The new Tommy
Dorsey Show, 1 2 hours weekly across the
board, teed off last month; the show was
more than 80 per cent sold before broadcast time. At least two more top-named
personalities will fill in additional strips
across the board.

Kansas farmers have harvested the largest, most valuable
wheat crop in all history. Equalling the astronomical amount
received for it will be the value of their 1947 livestock. Add
to this more millions from the sale of corn, oats, soy beans,
etc.

Once again, they're the First Families of Agriculture.

But wealth hasn't changed their careful buying habits.
They're still guided largely by the friendly recommendations
of WIBW— the station they've always preferred— always
That's why WIBW is a more-importantdepended upon.
than-ever
sales influence in Kansas and adjoining states.

^P»

''^W "»

Block programing of afternoon strips
with children's shows, sans blood and
thunder, have similarly made a dent in
the New York audience. Ask the
hundreds of schools, dozens of libraries
and, again, the Ohio State Committee
NOVEMBER
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Serving th»
' ,
First Families of Agriculture
BEN
lUOY
G«n. Mgr.

Rep.: CAPPER

WIBW-KCKN

PUBLICATIONS, Inc.

1%
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"tu sort out the Jour broadcast advertising
mediums
AM, FM, TV, FAX
in their
present'day perspective
"to make every line oj editorial content vital
and vivid to the sponsor ' ' to look at broadcast issues fairly, firmly, and
constructively
"to promote good broadcast advertising —
advertising that is good for the sponsor and
good for the listener."

Again, again and again . . .
With the formation of the National

SPEAKS
Once a year

Association of Radio Station Representatives it had been hoped that emphasis
would have been placed upon promotion
of spot broadcast advertising. Unfortunately intramural issues have beclouded
the promotional objectives and to a
degree caused friction within the membership of the new group.
No doubt the intramural problems are

important but they can't be so important
Thirteen issues ago, in our first issue, to the sponsor or the broadcast industry
we stated what sponsor stands for. We as the promotion of radio at its source,
wanted to set down our credo in words spot broadcasting. Individually, station
everybody would understand. What we representatives have made major contributions to development of radio as a
wrote then we repeat now:
"The job, as we see it, boils down to this: to broadcast medium. Blair, with his longgive the sponsor what he needs to understand term advertising on spot; Petry with a
end effectively use broadcast advertising in code of practice which he has persuaded
most of his stations to accept, and his
all its forms —

Politz survey on the effectiveness of spot
broadcasting (second edition out this
month >; and Katz with his continuing research studies, especially diaries — these
are just three who have gone beyond the
call of duty and plowed back some of the
profits of their operations into selling
broadcasting to sponsors.
That it hasn't been enough, even the
hardest workers in the field are prone to
admit. No representative can do the job
alone. It needs an industry-wide association or a sfXJt broadcasting group.
The industry-wide association (NAB)
has been concerned with problems rather
than promotion. Therefore with the
formation of the station representatives
association sponsor for the first time felt
that the driving force that was necessary
had been found. It still feels that this
is so.
The association comes into being at an
appropriate moment. All other media
are increasing their battle for a larger
share of the advertising dollar. If radio
doesn't fight on an industry basis instead
of as a loosely bound group of individualists, sponsors are going to believe the
competitive story — the story that black
and white and outdoor advertising promote.
Broadcast advertising pays! Proper
promotion will prove it.

3

Applause
The "Independents'" Code

The NAB committee of independent stations met October
23 in Washington to suggest amendments to the proposed
Standards of Practice. They proved to everyone interested in
broadcast advertising that they weren't out to open the flood
gates to bad commercial practices. They emphasized what
had to be stressed, that all broadcasting is divided into three
parts — networks, network affiliates, and independent stations.
They stated that most commercial limitations in the code
were good. They suggested reductions in commercial time in
two time brackets and an increase in only one.
They asked that service commercials (time, weather, etc.)
not be considered as part of commercial time and agreed that
these service spots be kept to a maximum of two an hour.
They asked that a program be defined as "from sign-on to
sign-off." This would mean that the average quarter hour
period would actualK' run 14 minutes. On network affiliates
it runs 14:20.
They asked that dramatizations of controversial issues not
be prohibited but instead be plainly labeled.
As indicated, the committee headed by Ted Cott did a fine
job — a realistic job. Every one of the 1 2 man i;roup had one
objective, to suggest changes which would make it possible
for independent stations to abide by the code.
As though to emphasize this, the committee made a special
request that no code become NAB standard until the stations
of the nation had 60 days to study it.
78

We need a Standard of Practice realistically geared to
public interest. The suggested formula with modifications as
submitted by the independent stations can be that code.

In the NAB

Promotion and Publicity U.P.'s
EVALUATION

issue (September) sponsors

stated that radio publicity and promotion couldn't expect to
have stature until the networks recognized the importance of
these fields by heading them with vp's. Within 60 days after
publication of that issue the two major networks acknowledged how vital promotion, advertising and publicity is in
these changing days by appointing vp's for these departments.
CBS, for years noted as the most promotional minded of the
chains, has brought back to its fold Victor Ratncr. the man
who handled promotion and advertising for Columbia during
its greatest days. He is now vice president in charge of advertising and promotion.
NBC appointed Sidney Eiges, its publicity head who has
risen through the ranks to top management, a vice president.
At the same time Charles Hammond, formerly director of
advertising and promotion who had previously been appointed assistant to the General Manager, Frank Mullen,
also was made a vp.
When publicity and promotion achieves policy-making level
at the networks— nothing but good can come of it.
SPONSOR

Thank you. Gentlemen,
For Those Kind Words.,.
We refer, of course, to the words of the distinguished panel of
advertisers and agency men who served as the judges for The
Billboard's 10th Annual Radio Promotion Competition. We are
proud and honored to have had our entry voted FIRST in the
Over-all Promotion Division and THIRD in the Public Service
Promotion Division among ell clear channel network affiliates.
Our thanks, too, to The Billboard for sponsoring this annual
competition, and to the staff for their monumental task in preparing the excellent report on this year's entries.

WE I QUOTE...
"WLW has long been recognized as
one of the ablest operators in the
many-angled

field of promotion.

The station's entry in this year's
The Billboard's over-all competition
bears this out. More than that, the
entry, a compendium of information, shapes up as a veritable bibie
of promotional procedure. Scarcely
a facet is untouched and all of
the expository material shows an
adult approach.
"The accent is not on the 'gimmick';
neither is it on the flashy or cute

WLW
THE

NATIONS

MOST

MERCHANDISE

type of promotion which reads well
but proves nonproductive. Rather,
the WLW conception of promotion
is all-embracing and involves the
highest levels of activity in merchandising, audience building, and test
planning. Unlike the promotional
operation cf most stations, that of
WLV/ has an architectural quality.
It has structure and it is many-dimensioned. Itsucceeds in selling
the station's programs to listeners,
the virtues of WLW to time buyers,
and thru special services it helps
the

merchant

CROSLEY

ABLt

STATION

with his problems."

BROADCASTING

CORPORATION

LET'S TALK

TlTlMC^jr^
\

BASK

ABC Network
REPRESENTED

CLEVELAND
NATIONALLY

BY

HEADLEY-REED

850 KC

5000

Watts

COMPANY

GENERAL

LIBRARY

YORK, N.Y
EFEUER PLAZA, NEW
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50c • $5.00 per year

Why sponsors change agencies
Difference between Nielsen ai^

TV costs • Coffee on the ai>
ooper ratings • ^pot Trends

Look Ijeliind tlie j-cnrrying crowd>. the ^^vift
elevators, the hrick. glass and concrete of
any giant office huilding. There yon find
steel girders, bonded together in an intricate
pattern of strength. This is the framework
. . . the skeleton that lets the bnilding rise to
incredible heights and stand for long years
— dependably.
No less dej)eiidable is the framework of
the seven F\»rt Industry stations. Known by
20,000,000 people in seven leading markets,

THE

FORT

Mi SI»D. Toledo. O.
WI.OK.I.iiiiii.O.
"ion can hank on a
Fort Industry Stalion"

•

thcv are bonded bv coimuoii standard: — (tf
iinconnnon quality — that let them render
the be^t in broadcasting service.
Backed by the Fort Indu>try (.ompany's
20 years of growing with radio, these stations—from Michigan to Florida — have
gained their enviable reputations only
through self-imposed standards of service.
They have maintained these standards
always with a dependability that wiii> the
respect of listener and advertiser alike.

INDUSTRY
\\ WVA.

Wh««linp.

• W JHK.n.lroit.Mirh.

^:\i..

COMPANY
•

W MM\.

• W \<;\. \llaiil;i.(;a.

Fairmonl.

Vtl Va.

• \^(.HS. "Miami. Ha.

\
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DENTYNE
FIRST

American Chicle's market saturation with jingles pays off, according
to November New York Pulse survey. Chicle's Dentyne was credited
with being air-advertised gum best remembered. Chiclets (also
Chicle's) came in second. More than 25 per cent of audience surveyed recalled Dentyne. American Chicle spends more on spot than
any other gum advertiser.
-SR-

MULTIPLE
PRODUCT
SELLING

How to get most out of air commercials is problem facing network
advertisers who in past used multiple programs and now expect to
sell multiple products via single big audience shows. Standard
Brands, dropping Fred Allen at end of month, will sell many items
with Charlie McCarthy.
-SR-

PER-STATION
NON-NETWORK

NAB study of non-network revenue for the 1,400 AM stations operating
during 1947 indicates calendar year gross will approach $275,000,000

RRVRMTIR

as aeainst $241,000,000 reported by FCC for 1946 's 953 stations.
kB analysis reveals drop in per-station revenue. However,
ige drop is lessened by fact that a number of the 1,400 stajre not on air whole of 1947.
-SR)nsors were signed for 13 weeks by Milwaukee's WTMJ-TV before
s first telecast. Bulova, Gettelman Brewing, Socony- Vacuum,
'ma-Stone, Gimbel Brothers, Boston Store, Ed Schuster, and
lills started, with the station, December 3.
-SRmt stores in $5-10,000,000 and $2-5,000,000 sales classifiincreased their radio expenditures slightly in 1946 over
?10,000,000-and-over group kept broadcasting budgets static.
)r budgets in $5-10,000,000 group were off, increased in
),000 class. Figures just released by National Retail Dry
ssociation,
-SR-

HISTMAS

GIFT

ALL PROGRAMS

FM'S
UNATTENDED
SALESMEN

ORDER

-phla's WCAU is first station to record all broadcasts for
FORM
icxciciioe. Advertisers will be able to check programs for two years
from broadcast. Quality will not be good enough for rebroadcast but
adequate for reference.
-SRLatest technique used by FM broadcasting stations to sell medium is
placing of receiving sets in locations where natural and man-made
static is high and interference with AM reception greatest. Signs
are spotted before receivers calling attention to clarity of program, etc. Typically, Cincinnati's WCTS installed sets in two
street cars and two buses. Another station placed sets in printing
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monthly by Sponsor Publications Inc.
Publication offices: 5800 N. Mervine St., Philadelphia
41, Pa.
Advertising, Editorial and Circulation officss. 40 W. 52 St., New York, N. Y.
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Look behind the scurrying crowds, the swift
elevators, the brick, ghiss and concrete of

they are bonded by <
uncommon (piality the best in broadcast

any giant oflice Itiiilding. There you find
steel girders, bonded together in an intricate
pattern of strengtli. This is the framework
. . . the skeleton that lets the building rise to
incredible heights and stand for long years
— dependably.

Backed by the Ft
20 years of growing
tions — from Michi:

\^SIM). Tolr.lo. ().
W l.OK.I.ima.O.
"l«i/ can blink on a
Fort Industry Stiiiion"

•

Sub. . $5.00 ea.

2-4 Subs., $4.50 ea.
25 Subscriptions

5-14 Subs.,

and

always with a dependability that wins the
respect of listener and advertiser alike.
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DENTYNE
FIRST

American Chicle's market saturation with jingles pays off, according
to November New York Pulse survey. Chicle's Dentyne was credited
with being air-advertised gum best remembered. Chiclets (also
Chicle's) came in second. More than 25 per cent of audience surveyed recalled Dentyne. American Chicle spends more on spot than
any other gum advertiser.
-SR-

MULTIPLE
PRODUCT
SELLING

How to get most out of air commercials
advertisers who in past used multiple
sell multiple products via single big
Brands, dropping Fred Allen at end of
with Charlie McCarthy.
-SR-

PER-STATION
NON-NETWORK
REVENUE
DOWN

NAB study of non-network revenue for the 1,400 AM stations operating
during 1947 indicates calendar year gross will approach $275,000,000

WTMJ-TV
COMMERCIAL
FROM FIRST
TELECAST

Nine sponsors were signed for 13 weeks by Milwaukee's WTMJ-TV before
station's first telecast. Bulova, Gettelman Brewing, Socony-Vacuum,
RCA, Perma-Stone, Gimbel Brothers, Boston Store, Ed Schuster, and
Botany Mills started, with the station, December 3.
-SR-

DEPARTMENT
STORES
INCREASED
RADIO BUDGETS
SLIGHTLY

Department stores in $5-10.000,000 and $2-5,000,000 sales classifications increased their radio expenditures slightly in 1946 over
1945. $10,000,000-and-over group kept broadcasting budgets static.
Newspaper budgets in $5-10,000,000 group were off, increased in
$2-5,000,000 class. Figures just released by National Retail Dry
Goods Association.
-SR-

WCAU
RECORDS
ALL PROGRAMS

FM'S
UNATTENDED
SALESMEN

is problem facing network
programs and now expect to
audience shows. Standard
month, will sell many items

as against $241,000,000 reported by FCC for 1946 's 953 stations.
Thus, NAB analysis reveals drop in per-station revenue. However,
percentage drop is lessened by fact that a number of the 1,400 stations were not on air whole of 1947.
-SR-

Philadelphia's WCAU is first station to record all broadcasts for
reference. Advertisers will be able to check programs for two years
from broadcast. Quality will not be good enough for rebroadcast but
adequate for reference.
-SRLatest technique used by FM broadcasting stations to sell medium is
placing of receiving sets in locations where natural and man-made
static is high and interference with AM reception greatest. Signs
are spotted before receivers calling attention to clarity of program, etc. Typically, Cincinnati's WCTS installed sets in two
street cars and two buses. Another station placed sets in printing
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plants, where static-producing
virtually impossible.

presses make AM radio reception
-SR-

BLOCKPROGRAM
PROMOTION

NBC's "Parade of Stars" promotion for 1946-1947 is based upon blockprograming technique with all stars on any one evening plugging
evening and each other. First evening to be promoted is Wednesday,
NBC's anti-Bingsday

operation.
-SR-

ROAD-SHOW
BENEFITS
EVERYBODY

Tom Breneman's "Breakfast
$110,725 gross profit in
Community Chest and Damon
of program cost Breneman
nothing and brought them

in Hollywood" cross-country tour made
seven cities. Profit was divided between
Runyon Memorial Fund. Actual road-showing
sponsors (Procter & Gamble and Kellogg)
tremendous goodwill and increased audience.
-SR-

FTC INVESTIGATING NETWORK DISCOUNT
STRUCTURES

Discount structure of one network is being examined by Federal Trade
Commission to discover if web's volume and frequency discounts are
not actions in "restraint of trade." Implications are that same
investigation will be extended to other chains if anything legally
"actionable" is uncovered.
-SR-

JUVENILES
SECOND TO
SPORT FANS AS

Survey just made in New York, Chicago, and Detroit by ad-agency reveals that next to sporting fans TV's greatest present audience are
juveniles.
New York had most kiddie viewers (32 per cent of TV
homes during one week), second was Detroit (24 per cent), and
Chicago third (18 per cent)
-SR-

TOP TV AUDIENCE

AIR WILL BE
CLEANER

UP INS.
AP WORKING
ON TV

FM SETS AND
TUNERS IN LOW
PRICE FIELD

Double entendre on air will be noticeably less during 1947-1948.
Network meetings with comedians and writers have brought agreement
to avoid airing anything that gets church-goers' backs up. Pressure
came from number of religious groups who noted increase of questionable cracks during 1946-1947.
-SRUnited Press, Associated Press, International

News Service are all

out after piece of TV pie. AP's newsreel has been seen on air number of times. INS moving news-tape and service has recently gone
into TV pictorial news field. UP, functioning through Acme News
(its photographic affiliate), has released still pictures with TV
script to telecasters.
-SRPrice problem in FM radio receiver field, which has held back FM
development, will be overcome within next six months by nine FM
tuners and converters selling under $30 and table model FM receiver
at $40. Pilotuner proved to manufacturers that public, will buy
tuner or converter and race is on to fill demand.
SPONSOR

You have many times wished one Kansas
City broadcaster could furnish you complete
coverage
Kansas
area.
Yourof wish
has City's
come vast
true!primary trade
FREE & PETERS, INC.

We at KMBC proudly announce that on
December 7th KFRM— our 5,000 watt "First
on Your Dial" (5 50 KC) service for rural
Kansas —ofiScially goes on the air.
Note from the map how the KMBC-KFRM
half millivolt contours envelop western Missouri and practically all of Kansas. This coverage was planned after a study by Dr. W. D.
Bryant, Director of the Department of Research and Information of Kansas City. This
study (a copy will be mailed you on request)
proved that Kansas City's Primary Trade Territory is the area shown in the accompanying map.

The KMBC-KFRM team is available to
sponsors for early morning and noon farm
service programs, also at certain other times.
KFRM alone is available during its remaining
hours on the air— at present daytime only.
KFRM will be programmed from KMBC
studios, from the KMBC Service Farms, and
from the Kansas City Livestock Exchange
Building and other KMBC program sources.
"Nuflfsaid!"
Yes, we chalk it up as another KMBC
"First."— First to cover a great trade territory
by placing
station
central Kansas)a atransmitting
great distance
from(it's
thein trade
center and cash in on this economical concentrated trade area coverage. Ask Free & Peters.

President

KFRM
• THE
KANSAS
FARM
NATION
• PROGRAMMED
DECEMBER
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S. E. Fletcher
Regional sales manager
Continental Baking Company
Sacramento, Calif.
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We would very much like to have a
copy of this issue for each one of our
bread bakeries in the Pacific Coast

9

TV COSTS

COFFEE

STORY

In your April issue of sponsor, you
gave an interesting story of our Grand
Slam radio show.
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OUT—

j

We would like to point out to you an
oversight on your part in the November
issue of SPONSOR.
In your list of milk i
companies using radio programs, you did !
not indicate that H. P. Hood & Sons
sponsor E. B. Rideout
at 7:55 a.m., j
Monday through Saturday, over WEE I,
Boston, and have done so since 1938.
You may be interested to know that I
the September-October Pulse gives the
7:45-8:00 a.m. period a rating of 6.4.
Our client is reaching, with their E. B.
Rideout weather forecast, more than 100
per cent more listeners than any other
program enjoys at that time.
We would like to further call to your
attention the fact that according to the
September-October Pulse, this 6.4 rating
is the top' rated program, network or local,
from sign-on until 1 1 :00 a.m.
We bring this to your attention because
we believe it is a splendid illustration of
sound thinking on the part of H. P. Hood j
& Sons in using radio as a medium. It is ;
also an excellent example of happy relations between a sponsor and program over
a period of nine years.
Congratulations on a swell article on
milk companies using radio as an adver- \
tising medium.
j
Jan Gilbert
Timebnyer
Harold Cabot & Co. /nc.
Boston
Five-minuU

Published -monthlv bv SPONSOR PUBLICATIONS INC. Executive,
Editorial, and Advertising Offices: 40 West 52 Street, New
Yorkl9,
N.Y. relepnone:
Telephone:Whitehall
Plaza 3-6216.
Chicago Office:
410
N.Michigan,
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Offices:
5S00 North Mervine Street, Philadelphia 41, Pa. Subscriptions: United States $5 a vear; Canada $5.50. Single copies 50c.
Printed in U. S. A. Copyright 1947 SPONSOR PUBLICATIONS INC.

President and Publisher: Norman R. Glenn. SecretaryTreasurer: Elaine C. Glenn. Editor: Joseph M. Koehler.
Associate Editors: Frank Bannister, Charles Sinclair. .'\rt
Director: Howard Wechslcr. .\dvertising Director: Lester
J. Blumenthal. Advertising Department: Edwin D. Cooper,
Chicago Manager: Ksv Brown. (Los .Xngeles) Duncan A.Scott
A Co., 448 P. Hill St.; (San Francisco) Duncan A. Scott & Co..
Mills Bldg. (!^reulation Manager: Milton Kaye.

;iiVER;PICTLRE: The Fi,r es'Food store Quiz sells coffi-e'pp the' spot with priie.« and everything (see page 22)

commercials

are generally classified as ,

spots and all of H. P. Hood's radio adtiertising was \
in this cateqorv.

MBS

NOT

TRAVELING

ALONE

By the time your November issue
reached the desks of your subscribers, a
few developments had occurred which put
an "out'of'date" stamp on your news
item titled MBS Research Travels Alone.
That's the thing about this business —
things keep happening in complete disregard ofeditorial deadlines.
With the appointment of a special com{Please turn to page 61)

'"fCTO

R

Midwest's First Radio
SPORTS AUTHORITY
andKRNTHasHim!
"Iron Man" Al Couppee knows the
game —all.
ALL He
games,
because he's
played
them
quarterbacked
Iowa
Us
famous Iron Men team of 1939 .. .
recent Washington Redskin stalwart,
pro and amateur baseball, basketball,
boxing, hockey. His athletic background gave Al Couppee an immediate,
tremendous radio audience. HARRY
WISMER ol ABC says: "Al Couppee, one
of America's great football players, certainly should be one of America's best
No play-by-plays available, but ask your
announcers."
sportsman
Kafz
about another REAL BUY—
Al Couppees Nightly 10:15-10:30
' Kal2 Agenc).
Sport scast!
! KRNT
is available with WNAX and WMJ as!
1 the Mid-states Group. Represented by The

OTTTil,
DES MOINES

ItHE RECISia AND TIIIUNE STATION

SPONSOR

Ask
your national representative
You're on the verge of a decision, and
a problem.

What trade papers to

pick for your 1948 station promotion?
It's no problem to kiss off, for
your choice can have a
telling effect on your national
spot income next year.
the facts?

But where to get
The answer is simple.

Ask your national representative.
He knows.

His salesmen get around.

They learn which trade papers are appreciated, read
and discussed by buyers of broadcast time.
His is an expert opinion.
Don't overlook your national representative.

For Buyers of Broadcast Advertising

DECEMBER

1947

r

Remember the
story about . . .

Mr. Sponsor:

1

Kitty Hawk?
W.--,

b^=5*^

■•//f^-!^

^
^

\

The Spirit of St. Louis i

•I. Waril Maiirer^

-.^xi^?;

Director oF Advertising, Wildroot Co.

^T Tard Maurer is the home-town bo> who made good with the home^ ^ town firm, but there's nothing provincial about his thinking.

And now these big babies?

Wildroot's ad budgets have soared from 1942's $208,000 to I947's bigtime $2,500,000 under the guidance of this forceful, 37-year-old Buffalo

It's not too far a cry to compare the growth of WWDC
with the increasing loads
planes carry. Both started
small. Grew bigger . . . and
bigger. Today WWDC
WWDC-FM

and

ore giants in the

influence they wield in this
great Washington

market.

If it's sales power . . . and
ability to lift your goods
over great spaces . . . down
here the way to do it is
1450 on the dial.

0M'

ad man. His faith in Wildroot's advertising is great, and
Wildroot's radio greater (air selling gets some 75 per cent of
because, while all other hair tonic sales went up 85 per cent
Wildroot sales shot up 534 per cent. Maurer credits this to
advertising and promotion; adds that four out of five new

his faith in
the budget)
in 1942-47>
hard-hitting
users today

prefer the Wildroot type of slickum.
Ward Maurer knows the hair tonic business from all angles. Since
1929, when he joined the firm, he's pounded roads with sales crews, met
grass-roots retailers, staged product demonstrations, and worked in almost
all Wildroot departments. In 1940 he became Advertising ManagerExcept for a wartime hitch with Buffalo's Curtiss- Wright plant, he's
worked fast and furiously ever since to sell Wildroot products to every
potential user in America. Even Maurer's two little daughters (aged
three and six) can sing the Wildroot product jingles by heart.
Wildroot is not new to radio (they participated in NBC's National
Home Hour as far back as 1929) but today Maurer and Wildroot mer-

Only one other station in
Washington has more
loyal listeners

chandise three network shows to dealers- -5ii»i Spade on CBS, King Cole
Trio Time, which had to have a guest star policy to get its spot, on NBC,

WWDC

and What's the Name of that Song? on Don Lee — plus spot campaigns on

AM-FM-The D.C. Independent

papers.

KBS and c.t. breaks in major markets. What's left of the budget goes
into comics, comic books, car cards, 75 publications, and 57 metropxjlitan
But Maurer feels it's radio that reaches his market at lowest cost,

• \\ ilh Kinii Ciilr sinr i>( his Salurdiiy \H<: srrifs.
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16, MASS.
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REPRESENTATIVES

5

ways to
make a fortune!
WRVA

broadcasts its "Old Dominion Barn Dance" twice a

day, Monday through Friday, and three more times on Saturday
night. Which makes a total of 13 ways to make a fortune!
That's because each of these 13 "Bam

Dance" broadcasts offers

an advertiser the chance to talk a huge audience into becoming his
customers. Proof? WRVA's

morning "Barn Dance" scores a

thumping 5.8 Hooperating* — one of Richmond's three highest
during the morning! The afternoon show stacks up a hearty average
Hooper of 5.0*. And on Saturday night, the "Old Dominion
Barn Dance" chalks up an average rating of 8.3 . . . the highest
Hooper among all nighttime local originations broadcast by all
Richmond

stations throughout the entire week!*

These ratings supply the reasons why 16 companies now are
sponsoring the "Bam

Dance" . . .Vhy you should become the 17th

advertiser to hire Virginia's greatest selling force: Sunshine Sue,
The Rangers, Tobacco Tags, Red Murphy, Puffenbarger Kids, and
the Carter Sisters.
This successful sales staff is on the air from 9 to 10 a.m. and
again from 3:30 to 4:30 p.m., Monday through Friday. And on
Saturday night — from 8:00 to 8:55. from 10:30 to 1 1 :00. from 1 1 :05
to midnight — they entertain and sell — a billion-dollar market
with 395,780 radio families.! For details on how WRVA's

"Barn"

Dance" can make a fortune for you in one ( or more I of 13 ways,
get in toucli with fjO-OOO-watt WRVA — or Radio Sales.
• C. K. Hooprr.
May.Srplrmbrr.
1147. Sincf
lir
rhanptr, thor proitranik have hhiflrd to nrw —
h«llrr — lime prriod*.
The ralf for the Saturday
nirhl thow
ii an avrrafcr for Ihc two Hooperaled thowi.
4 30.)00'/i BMB

Niihllime Area.

Richmond and Sorjolk, Va.
Represented by Radio Sales
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new and renew
Ne^AA

Block I)ru;t C
Bond Slorrs liic

Little Liver I'ills
"Masterwork"
recordings
Shoes
Beer, Ale
Fruits
Wines
Buick cars
American Flyer
trains
Pens
"26" Coffee

Ink<>)>rapli Co

Cecil & Presbrey
Kcilfield-.lohnstcMie

OmeHa Rub
Allenru
Clothing

Coliimhia Records

STATIONS

AGENCy

PRODUCT

(larlir Products ()<>

Coiifornial Shoe- Co
Kdolhrew Brewery Inc
Florida Citrus (iommission
(iani'les-Lenger Wine Corp
General Motors <.<>rp
A. C. (iilbert C:o

NeB-Rogow

5-15

McCann-Krickson
CJuilford
Roy S. Durstinc
Benton & Bowles
Adair & Director
Kudner
Charles W. Iloyt
L. E. McGivena

L«.\vis-Houe Co

Rinso
Silver Dust
Turns

Ford Mulliens Inc
Oxidern Co

"4711" toiletries
Salve

Kelly, Nason
Kdward Hamburger

Reliance Chemicals (Montreal) Anti-freeze
Trans-World Airways
Transportation
United Artists
Motion pictures

Harold F. Stan field
BBD&O
Donahue & Coe

J^euA

G>nd (le^e^A^ed att

SPONSOR

50-75
10-20
25

Ted Bates

Cowan & Denftler
Ruthrauff & Ryan
SSC&B
Cleary
Roche. Williams &

Isbrandtsen-Moller Co
Lever Bros Co.

lOO

10-25
20-50
8-15
25-50
50-100
10-15

4

75-100
10-20
75-100
50-100
14
50-60

25-50
10-15
\arious

CAMPAIGN,

start, durat'on

F.t. spots, breaks; Nov-Dec; 8-1.? wks
K.t. spots, breaks (expanding coverage in .Southcentral, Southwest); Dec I; 1.? wks
Spot programs, e.t. spots and breaks (expanding current campaigns); .Nov-Dec; l.i-52 wks
K.t.Nov-Dec;
spots, breaks
52 wks (expanding current nati campaigns);
55-min classics programs; Nov-Dec-,lan ; 1.? wks
Live, e.t. spots; Dec I; H wks
E.t. anncmts; Nov-Dec; \S wks
Canadian spots thru season; major nikts; about Dec 1
E.t. anncmts; Jan 1; 1<> wks
E.t. anncmts; Nov 10; 1.? wks
Christmas prom with e.t., live spots; Dec 15; 2-4 wks
Test
E.t.
E.t.
E.t.
E.t.

campaign with .?0-min
tions; Nov-Dec; Li wks
anncmts; Dec 1: H wks
spots, breaks; Dec-Jan;
spots, breaks; Dec-Jan;
spots, breaks; Dec 1; 13

local programs, participa\}> wks
l.< wks
wks

Bouquet of Music, 15-min e.t.; Nov ">; \S wks
E.t. anncmts
in non-metropolitan
mkts;
Dec-Jan;
13 wks
E.t. anncmts; Nov-Dec; 13 wks
E.t. spots, breaks; Dec 1; 13 wks
E.t. spots, breaks; Nov-Dec

'^eleolUoH.

AGENCY

STATION

PROGRAM,

time, start, duration

.Soils S. Cantor
Soils S. Cantor
Direct
Benton & Bowles

WFIL-TV. Phila.
K TLA, L. A.
WBKB, Chi.
WPTZ, Phila.
WNBT, N. Y.
WPTZ, Phila.
WABD, N. Y.
WFIL-TV, Phila.
WPTZ. Phila.
WPTZ. Phila.
WABD. N. Y.
WNBT, N. Y.

Let's Pop the Question; .Sun 8:.?0-9 pni; Oct 20; 2() wks (n)
Weather spots; Nov 2; 13 wks (r)
Weather spots; Nov 14; 13 wks (r)
Weather spots; Oct 23; 13 wks (r)
Weather spots; Oct; 13 wks (r)
Weather spots; Fri nights; Oct 24; 13 wks (n)
Spots in Doorway to Fame; Mon 7:30-8 pm; Oct 20; 13 wks (ii)
Weat

Robert J. Enders

WNBW,

WPTZ, Phila.
WNBW, Wash.

JilTy Products Inc
Philip Klein Advertising
La Pointe Plascomold Corp

Direct
Booth, Vickery &
.Schwinn
Martin & Andrews
Philip Klein
Direct

Spots; Sun aft; Sep 7; 13 wks (n)
Spots; Wed 7:30 pm; Sep 17; 13 wks (n)
Handy Man; Fri 8:30-8:45 pm; Oct 17; 13 wks (r)
School of Sports; Fri 11-11:15 pm; .Sep l'»; 13 wks (n)
Weather spots; Oct 12; 13 wks (r)
Philadelphia— A Great City; Th 8:15-8:30 pm; Oct 30; 13 wks (n)
Spots; five weekly; Oct 27; 13 wks (n)

Lcktrolite (;orp

Donahue

Battel's Inc (appliances)
Botany Worsted Mills

Edward .Shapiro
Silberstein-Cioldsmith

Brentwood .Sportswear
Jay Bucknell Inc
B\ D Corp
C;hex Clandy (m
Elizabeth Davidson
DuMont Marine Service
General Foods Sales Corp
(Maxwell House Coffee div)
George's
Radio & Television
Co
Gimbel Bros (Phila.)
Gunther Brewing Co

John
F. Arndt
(Jrey
Direct

Wash.

Direct
Young & Rubicam

WPTZ. Phila.
WFIL-TV, Phila.
WABD, N. Y.
WTTG. Wash.
WABD, N. Y.
WBKB. Chi.
WFIL-TV. Phila.
WNBW. Wash.
WWJ-TV. Detr.
WABD. N. Y.
WCBS- TV. N. Y.

Direct
Direct

WFIL-TV. Phila.
WPTZ. Phila.
W BKB. Chi.

Direct
Direct
James .S. Beat tie
Henry J. Kaufman

WABD. N. Y.
WNBW. Wash.
WNBW. Wash.

Stoumen Rug Co
Strauss Stores (autos)
Sv\lf t & Co

Ralph A. Hart
William Warren
McOann-Erickson

Transmirra Products Corp
Wheeler Inc

Direct
James .S. Beat lie

WFIL-TV. Phila
WABD. N. Y.
WNBT. N. Y.
WPTZ. Phila.
WNBW. Wash.
WABD. N. Y.
WNBW, Wash.

P. J. Nee Furniture C:o
.Norge Dealers
Onyx Novelty Co
Pepsi-Cola Co (Evervess)

»-^v.

f

^<Ul04i4U BfUii liuli4ije^

SPONSOR

Philadelphia Electric Cio
Philco Distributors (Chi.)
and Emergency Radio &
.\ppliance C^o
Purified Down Products Corp
Shade .Shop
Southern Wholesalers and
RCA-Victor Distributors

& Coe

MacKenney & .Schontz
Harwood Martin

Spots before football games; Oct 12; season (n)
Film spots; Th nights; Nov 6; 26 wks (n)
Spots preceding basketball games; Nov 4; season (n)
Spots; twice weekly; Sep 7; 13 wks (n)
(;hampionship hockey games; Oct 19; 21 wks (n)
Doorway to Fame, spots; Mon 8:45-10 pm; Nov 10; 4 wks (n)
-Minute film spots preceding Dodger, Columbia football games;
Oct 11 ; season (n)
Spots preceding football games; Oct 17; sca.son (n)
wks (n) Matinee; MW 2-3 pm; Oct 13; 26 wks (n)
Television
Chicago Blackhawks Hockey Games; as scheduled; Nov 2; 1")
Spots in Birthday Party; Th 7:30-8 pm; Oct 16; 52 wks (n)
Spots after sports events; Sun aft; .Sep 28; 10 wks (n)
RCA-Victor Varieties; Tu 4-5 pm (films). Wed 4-5 pm (children's
show), Th 4-5 pm (fiishion show). Fri 3:15-5 pm (football);
Oct 28; 8 wks (n)
Spots; twice weekly; Nov 2; 26 wks (n)
Small Fry; Tu 7-7:.30 pm; Nov 4; 13 wks (n)
Home .Service (Mub (Tex & Jinx); Fri 1-1 :,?0 pm; Nov 7; 13 wks (n)
.Spots in .Swing into Sports; Mon 8:45-9 pm; Oct 6; 13 wks (n)
Spots; Sun nights; Oct 26; 13 wks (n)

NeuA

On

Neiwo^Uu
AGENCy

SPONSOR

NET

*

92
STATIONS

PROGRAM,

time, rtart, duration

D'Arcy

Itrollu-rliiiiiti iif K;iilriiiul
'I'raiiiniL'ii
Coiii-Cola Co
hitl MilliiiU Co
KiiisiT-Fra/.er Corp

Dorolliy KuldlicinrK News Analysis; Sal .S:4.S-6 pn>; Nca
IS; hi wks
Morton
Downey;
l"l hS ll:l!>-ll:.<0 pm; Oct
2H: S2 wks
Uueen for a Day; MWK 2:.«I-2.4.S pm; Sep 29; .S2 wks
Newscopc;
T'lliS
7:.<II-7:4S pm.
Sun
8:45-9
pm;
Nov 4;
52 wks

\Nilli;nii voii ZehliMBS
A. A. Crook
(Jruy
Swancy, Drake
J. M. Matins

ludi-ii's IncIMIoi Kiidio Corp

^ lU-iiii'iil

McKee & Mhri^hi
h'ooli', Cone & BcldiiiA
l)anier-Kil/.(>i'rald-Sample

Si-iilli'sl liuroiii Co
\N liiu-liiill l*harniiu'iil Co

Mils
CBS
MBS

400
42S
I2S
(>7
26

NBC
NBC
ABC

14137 Pai

Strike It Rich; Sun 10:30-11 pm; Nov 2; 52 wks
American
Forum
of the Air; Tu
10-10:30
pm;
2(> w ks

Oct

2K;

\ ilhme Store;
I h '»:30-10 pm; Oct 16; 52 wks
This Is Nora Drake; MTWTK 11-11:15 am; Oct 27; 52 wks
Zeke Manners; M IWI !• 10:45-11 am; Jan 5; 52 wks

17 Ariz, and I'ac stations added.
iFiflv-tito weekt QenrrtiHv mrans n 13-ireek coniracl with optinnM fnr .? ttiecfttivt 13-wefk renrtDah.

/^enewali

Oh.

Meiwo^iLi

SPONSOR

A<fe*uu^

Dancer- Fit zfterald- Sam pie
Clements
McCann-Krickson
Ruihrauff & Ryan
J. Walter Thompson
I.ennen & Mitchell
<;ardner
Hiich;iiiaii

CBS

STATIONS

117
156
151
1.58
145
264
133

!•»

PROGRAM,

time, start, duration

Mr. Keen; Th S:30-8:55 pm; Oct 2).\ 52 wks
.Solitair Time; Sun 11:45-12 am; Nov 2; 52 wks
Dr. Christian; Wed X:.M)-«:55 pm; Oct 11: 52 wks
Dick llavmes; Th 9-9:30 pm; Oct 9; 52 wks
Lux Radio Theatre; Mon 9-10 pm ; Oct 6; 52 wks
Old (,old Show; Wed 9-9:.<0 pm; Oct 11; 52 wks
Mary Lee Taylor; Sat 10:.«1-I1 am; Oct 25; 52 wks
Metrop*»litan Oper;i; Sat 2 pm t«» end; No\ 15; IS wks

Afi^pxU4'vUfte4iti

Appalachian Coals Inc. (Hnci
Fred W . .\mend Co, Danville, III
\merican Telecastinft Corp. L. A
\tlas Powder Co (Cellulose Products
Conn
Beauty Fair Magazine, N. Y
Beltone Ilearinii .\id Co, Chi
Ben-Ilur Products Inc, L. A
Best F'oods Inc. N. Y
Borden Co (Pioneer Ice Cream

PRODUCT
Coal
.Chuckles candy
.Television drama
Div), Stamford,

dIv), N. Y.

Buick .\utomotive Dealers Assn, Detroit. . .
H. v.. <:otter & Co, Chi
Cremo Brewing Co Inc, New Britain, Conn.
A. B. Farquhar Co, York. Pa
Peter F'ox Brewinft Co. (;hi
(ianeles-Lenfter Wine Corp, N. Y
Haiti's Wheet tlo. New Haven
Peter Henderson & Co, N. Y
Hoffman Fift Ranch Inc. Northrldfte, Calif..
Inland l"ertili/.er Co. L. .■\.
Interstate Labs Inc. Louisville
Kenite Labs Inc. N. Y
Klein Chocolate Co Inc, F^li/.ahethtown, Pa.
I. ever Bros Co, Cambridfte, Mass
(Thomas J. Liplon Inc div, lloboken,
(Pepsodent div. Chi.)
Liberty Maflazine Inc, N. Y
Mantle Lamp Co of .\mer, Chi
Leo .1 . Mevberft Co, L, A
Morton Salt Co, Chi
National Biscuit Co, N. Y
Cheese

CBS
NBC
CBS
CBS
CBS
CBS

ABC

SPONSOR

National

NET

AGENCY

Amer Home Products Corp
Campana .Sales Co
Chesehrouilli Mfft Co
ICU'Ctric .\uto-l.ite Co
I, ever Bros Co
P. I.orillard Co
Pet Milk Sales Co
IVxas Co

NeuA

fCt tnhjrrt to mnc^lbxtion nf thf end of finv 13-wrek n^rmti)

N. J.).

Co, Chi

New 'S'ork Decorators Inc. Beverly Hills. Calif
Noblil l-Sparks Industries Inc, Columbus, Ind
Noma I'.leclric Corp (Kstate lleatrola div),
llamillon. O.
I'erfecto Products Co, L. .\
I'roiiress Bedding Co. Detroit
Khoiles .lewelers. L. ,\
l<oberts..lolins<>n & Rand (IntI Shoe Codlv), St. Louis
Scot t Foresman & Co. Chi.
Stewart Mf(i Co. Indianapolis
rransconiinenial i<i Western .Mrllnes, N. Y
Tweet Inc. Cambridiie. Mass
Tw in Pines Farm Dairy. Detr
\ inceiit Seed & Bulb Co. L. A
< .. \ i\ iano Inc
S. \. Walter & Co Inc. Albany. N. Y
\\ :ilii'r llrewin^ Co, Pueblo, Colo
W FllR. Hallo.
\Mlm;ir Mlii Co. Phila
Wilinoi H. Uinionsoii Co. Medford. Mass

(or service)

school.

. Zapon finishes, Zapon
Keratol coated
fabrics
Publication
Ilearinft aids
F'ood products
Mayonnaise
Horlon's, Ricciardi's, Carpenter's Ice
Cream, Borden's Ice Cream local adv.
Buick dealers
Insurance brokers
Ale, beer. Dukesa malt tonic
F'arm equipment, machinery
F'ox Deluxe Beer
Kosher wines

AGENCY
. Ilaehnle. (;inci.
Foote. Cone & Belding. Chi.
Capka.

Kennedy

& Duke.

Il'wood.

.\iikin-Kynelt. Phila.
(Junn-Mears. .N. ^ .
RuthraufT & Ryan. Chi.
Moftfte-Privelt, L. .\.
Younft & Rubicam, Toronto.

Canadian

Dohcrly. (Clifford & Shenficid, N. Y.
Kudner, N. Y.
Beaumont & Ilohman. Chi.
Brad-\ern. \aii Diver & Carlyle, N. Y.
N'an.Sant. Duftdale. York. Pa.
John W. Shaw . Chi.
Adair & Director. N. Y.

Wheel
Court
I). F'erjlu.son.
Wash.. I). C.
Seeds
F). M. land
Frevstadt.
N. Y.
Packafted fifts
Bass-LuckofT. L. A.
B«acon Brand (ilobe, pestless products
Booker-Cooper. L. .\.. national adv
Oculine eye preparations
Morftan. L. .\.. West Coast adv
Kenite, Kenbric, Kek chemical products .Seidel. N. Y.
Nic-L-Nul chocolate bar
F'rank L. Blumberfi. Ball.
Lifebuoy Soap.
Sullivan. Slauffer,
(;olw<>ll & Bavles, N.
I . S. adv
.New product to be announced
RuthraufT it Ryan, N. Y.
Lipton's .Spaftheiti .Sauce
Ruthrauff & Ryan, N, Y.
Pepsodent
'Tooth
Powder
Needham.
Louis & Brorby. Chi.
Publications
<;rant. N. Y.
.Maddin Kerosene Mantle Lamps
Disir, RC.\ TV, radio sets
Salt
Bakery products
Daisy Brand products
DecoralinC custom furniture
. Radios
Ranftes
.\luminum coffee makers
Restokraf I mattresses
Jewelry, retail
Trim
I red Shoes
Books
Kitchen-.\ir
X'entilatinfl Fan
Air travel
.Super-whipped marshmallow
Dairy products
Seeds, bulbs
(;old Crest ( lalifornia Wine
Blue Ribbon Potato Chips
Beer
Broadcastintl
Peanut but ler

{Please tun^ to page •/5)

adv

Y..

William Hart -\dler. Chi.
J. Waller Thompson. L. A., regional adv
Needham. Louis & Brorby. Chi.
Mct^ann-F.rickson. N. V.. IikuI Pac C<iasi adv
(addition to nati :idv)
Harry J . Lazarus. ( :hi.
\dolphe \\enland. H'wood.. re;>ional adv
Roche. W illiams & Cleary. Chi.
Stockton. West. Bur khan. Ciiici.
% al Cole. L. A., nail adv
Bass. Luckoff it Way burn. Detroit
Bass-LuckofT. L. A.
Krupnick. St. Louis
C. C. I'oUarty. Chi.
<>alliip.
BBD&O. Indianapolis
N. V.
Baduer & Brownini>. Boston
Bass. l.iickofT & Way burn. Detr.
Coleman-Jones. L. .\.
L. W . Roush. Louisville
Peck. N. ^ .
Fil M. Hunter. Denver
Frank I.. Ulumberil. Balto.
Lawrence I. F\erlini>. Phila.
Ihiniel F. Sullixan. Boston

KGO at 50,000 Watts
Most Powerful Station
On Pacific Coast!
The new KGO transmitter, on the air December 1, emits a signal of well over 100,000 watts in
the San Francisco Bay area! Thus, it completely
BLANKETS one of the nation's richest, most
important markets.
In addition, literally thousands of new radio
families all over the West Coast can now tune in
this great new station. Its signal extends all the
way from the Columbia River to the Mexican
border.
Don't overlook KGO in YOUR spot sales plans
for 1948! And don't delay — because time on the
West Coast's most powerful station won't wait!
CaU the ABC representative in your city — today.

ABC
American

SPOT SALES
DIVISION

Broadcasting
Chicago

Company
San Francisco

Civic Opera Bldg.
1440 Highland Ave.

DECEMBER
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155 Montgomery St.
Detroit . . . Stroh Bldg.
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MEATY FIGURES
on

MEAT PRODUCTION
in Big Aggie Land
Meat islMONEY, today. And
Figures here show how Folks in
WNAX BMB Area latch onto
this "meaty" money. First
Figure, number of animals or
birds in the WNAX BMB 109i

p.S.

(See "After Midnight Audience," SPONSOR, May 1947.)
Do they still listen after the witching hour? Are the advertisers still buying?
What is Barbasol doing?

Barbasol's tests of the after-midnight audience coupled with sponsor's
exclusive A. C. Nielsen report of sets in use from the witching hour on,
have opened the eyes of advertisers to the selling impact of this marginal
time period. Of the original Barbasol test group of 14 stations, four
(WWL, New Orleans; WISH, Indianapolis; WHOT, South Bend; and
WBBM,

Chicago) sold their Barbasol'testcd shows as across-the-board

packages, within five weeks of the shave cream's unexpected exit. Eight
of the stations switched from single sponsor operation for the time period
to a multiple sponsor ^participating) basis. Most of these report they are
sold out and have a waiting list. On WNEW, New York, Barbasol's contract isabout to run out but its after-midnight broadcasting will continue
since it's one of the nation's most successful all-night operations. KMOX,
St. Louis, has dropped its midnight program.

or more area,- second figure,
WNAX
BMB percentage of

In Boston, WEEI had a special survey made by Pulse, Inc., and discovered that many of their CAuh Midnight audience actually start their

total in 5-state area of Iowa,
Minnesota, Nebraska, No. Dakota, So. Dakota:

"daily" listening with the program. Seven out of 12 listeners to the
WEEI program indicated that they tuned to the program after they had

CATTLE,

74%

previously turned their receivers off.
Barbasol, the test advertiser, is still off the air, except in New York.

3,032,878 71%

It will have no radio plans until spring of 1948 at the earliest. The com-

12,988,086

MILKCOWS,

SWINE, 9,422,873
POULTRY,
TURKEYS,

68%

1 1 3,934,808 72%
4,601,951

pany's budget is going virtually 100 per cent to plug its Primrose House
line in newspapers and on billboards.

73%

All figures based on U. S. Census of
Agriculture 1945. Does not include
WNAX
BMB counties in Kansas,
Wyoming, Montana and Canada.

Surely, the WNAX
BMB Area cuts
a wide swath through the richest farm
producing country in the world. That
should be meat for thought if you are
planning to do business in Big Aggie
Land. Get the facts about a schedule
of advertising on WNAX
from your
nearest Katz Man

WNAX
is
available with
K R N T and
WMT as the
Mid-Slates
Group. Ask the
Kali Agency
lor rales.

(See "Listerine Loves Company," SPONSOR, April 1947.)
Why Lambert Pharmacal dropped spot broadcasting and returned
to network radio.

What's happened to "Quiz oF Two Cities"?

p.s.

National spot broadcasting is still one of broadcasting's most effective
of all selling devices. The limitation of the vehicle that Lambert Pharmacal used (Quiz of Two Cities) forced this organization's withdrawal from
spot, not spot itself. In the 28 markets where Quiz was used, it produced
definite sales results. Unfortunately this program is not a practical vehicle
with which to achieve complete national coverage, which is what Lambert
wants.
The fault of the program nationally lies in its basic premise. This
premise is that coast to coast there are sufficient neighboring cities with
long-standing rivalries, for series of broadcasts based upon contests
between them to cover the nation. There just aren't enough such pairs
of feudin' cities. For a product like Listerine Toothpaste, national coverage is essential. Lambert found that out all too well when distributors
and wholesalers started griping about lack of advertising in their territories.
Lambert has returned to network broadcasting with the CBS- William
Morris package featuring Abe Burrows and Margaret Whiting. It will

WIN! AX
SIOUX

12

CITY •YANKTON

use spot broadcasting to bolster CBS' network coverage where hypoed
advertising impact is required.
Quiz of Tuv Cities continues to do a top-drawer job for Gunther
Brewing in Baltimore-Washington, where the sponsor states that it's a
"strong personalized selling factor." It won new sponsors in St. Louissuburb and San Francisco-Los Angeles within a month after the Lambert
cancellation. A number of other stations are continuing to present the
program on a sustaining basis feeling that it's bound to find a sponsor
who needs intensified promotion in their areas.
SPONSOR

Justin Taft, Jr., age 23, operates the family 400-acre farm near Rochester, lUmois. With [lis father's help,
he raises corn and soybeans, 20 head of cattle, 100 hogs and 300 chickens. Two brothers attend the University
of Illinois: William, 25, agricultural marketing, and Arnold, 18, pre-veterinary course.
Justin plans to build up a registered herd, has consistently been among top winners at cattle shows throughout the Midwest. This year at the Illinois State Fair the Taft brothers took second place with a Hereford
steer which had won in nine county fairs, took seventh place with a Shorthorn. Always active in agricultural
activities, Justin is president of Sangamon County Rural Youth, chairman of the agriculture committee of
the Springfield Junior Chamber of Commerce
Arnold is sectional vice president of F. F. A., holds the
American Farmer degree.

t

WLS has long played an important part in the Taft family life and in their business of farming. They
isten regularly to WLS Dinnerbell Time, daily markets — saw the WLS National Barn Dance at the State
Fair this year.

m

It is on such families as the Tafts that WLS microphones have been focused for almost 24 years. To these
families on farms and in cities and towns of Midwest America, WLS has given the entertainment they
wanted and the information they needed. Such service has made them loyal WLS listeners . . . and upon
loyal listeners depend advertising results.

The
side
Justin Toft, Jr., at
ocre family form.

23,

operates

the

comfortable
Rochester,

Taft

farmstead,

Illinois.

400-

890 kilocycles, 50,000 watts,
American affiliate. Represented
by

John

Blair and Company.

Justin,
It., and
winning
steers

AFFILIATED IN MANAGEMENT
DECEMBERI1947

WITH THE ARIZONA

NETWORK:

KOY, PHOENIX . . . KTUC,

TUCSON

. . . KSUN,

Arnold
at the

with
Ibeir pnze
Illinois State
Fai
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ON TARGET
Impact, skillfully delivered and advantageously followed up, draws million dollar gates.
Weed

and Company's sales impact

WEED
flPD comp«n

on prospects fills clients' time schedules.

RADIO
NEW

YORK

. BOSTON

• CHICAGO

STATION
• DETROIT

14

Y

REPRESENTATIVES
• SAN

FRANCISCO

• ATLANTA

• HOLLYWOOD
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Only agency chief, Duane Jones, second From leFt, smiles as client group sit in judgment on their First TV program.

*

|H||MV|'I Ninety per cent of the sponsors who change agencies
do so without real regard for what the new advertising organizations can do. Millions in billing have changed hands
without the knowledge of the advertising manager of the accounts
that a change was even contemplated.
These are just two outstanding facts revealed in a sponsor
survey of more than 160 of the leading advertisers, a great
majority of whom use broadcasting.
Advertising is everybody's business. The president of a great
manufacturing firm, who would never think of telling his production vp how to handle a manufacturing detail, will dictate advertising procedure at the drop of a hat. Yet it isn't the executive
head of a firm who initiates most of the agency changes. It's
often an important stockholder who isn't happy with a financial
report who needles top management into making a switch.

It's that important to them

Why Sponsors
Oliange Igendes

Sometimes the stockholder's dislike of current advertising is inspired byhis "friends" who are in the advertising agency business.
DECEMBER
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The 72 Reasons Why Sponsors Change Agencies

broadcast
Program
Failure

Stockholder
Request

Account
Executive
Establishing
Own Agency

Account
Executive
Shifts

opo
nsor
Soonsor
c
Famtl
yi
Executive Connections

Personality

^ niza
• tion
•
Orga

Politics

Bad Job

Changes
tionct
citare
SoliDi

One hundred twenty-two advertisers thai had switched asencies were queried about the change.

Internal advertising agency personnel
relations are seldom of the best. Agency
turnover is higher than top management
at networks. The number of executives
who remain at an advertising agency long

years) simply because key men at the
advertiser and agency rubbed each other
the wrong way. The proof that the

agency's job had nothing to do with the
change in representation is the fact that
enough to "enjoy" the fruits of its pen- the account is recommending McCannsion plans is microscopic. This is a fact Erickson to a competitor based upon the
at even the leading agencies and is most job that the agency had been doing.
evident in the radio departments, where
The giant agencies generally hold their
accounts a long time. Seldom does a
a lO-year man like Arthur Pryor, BBD&O,
or John U. Reber, J. Walter Thompson, is major account leave one of the top 10
a rarity. Since agency contact is through agencies because of inadequate f)erformits executives, the fact that the tenure of ance. The agency would have to have
account executives and departmental done a bad job over a long, long period.
heads is insecure is responsible for a num- In a number of cases merchandising and
ber of account changes. It was logical promotion men of big firms have felt year
when Bob Orr left Lcnncn and Mitchell
after year that their agencies weren't producing, but admitted that they were in no
that he would take with him the JergensWoodbury business he had been servicing position to do anything about it. Agency
for so many years. At L. & M., Orr was moving decisions were made at a higher
head man on the account, rode herd per- level.
What took the full radio part of the
sonally on every radio detail, and took
each suggested program under his arm to Borden account away from Young and
Cincinnati for the lotion organization's Rubicam was in part the fact that Kenyon
consideration. Radio programs, for the and Eckhardt who had a small part of the
business (Instant Coffee) were able to
record, are the reason foi sponsors' changing agencies far more often than cam- build Coinify Fair at Borden's lowest cost
paigns in any other medium. That's per listener to date. This happened at a
because, as one top agency executive ex- time when Y&R was handling the Ginny
plained, "there's no Hooper for other Simms CBS airing at one of the highest
media."
Personalities are a vital
creative field. Advertising
form and McCann-Erickson
an account (it has added 65
16

factor in any
runs true to
recently lost
in the past 10

costs per listener in Borden's air history.
What followed at K&E, the building of a
program called Arthur's Place to which
practically no one listened, is history.
The current Borden
program
(Mark

Clash

Black-&-White
Campaign
Failure

Product
Duplicatioi
in Agency

"
cy's
?\^
Agen'-°

Reports are tabulated above (Copyrisht 1947)

Wamow) isn't high-powered enough for
CBS and something will be done to give
it the stature which 9-9:30 p.m. on a
major network seems to call for. One top
program doesn't always beget another.
K&E still has to prove itself on an
over-all basis to Borden's.
Some big accounts are gypsies and like
Ford Motors have wandered from agency
to agency. The latest Ford move, which
has it sponsoring, starting January 4,
Fred Allen (under a Ford dealers mantle),
with J. Walter Thompson handling the
program after the radio part of the account had moved from Thompson to Kenyon & Eckhardt, justifies the fact that a
number of agencies excused themselves
when asked to bid on the Ford account
last spring. These agencies explain that a
big account is not profitable unless there
is assurance that it will stay with the
agency for two years or more. Ford has a
big job to do, having definitely slipped in
the past few years until the present consumer gag is "there's no Ford in my
future." Ford needs an inspired advertising campaign and most agencies point
out that an account is toughest to handle
when it's under pressure. The Sunday
afternoon Ford Theater is an ideal prestige
vehicle, one that's expected to grow in
public acceptance — if it's permitted to
stay on the air long enough. However,
with a high-pressure, fast-moving vehicle
(Fred Allen) on the same network on the
SPONSOR

I^ Jttb
When Don Stauffer (left) and S. H. Bayles left Ruthrauff & Ryan for Sullivan,
Stauffer, Colwell & Bayles, R&R business followed
Other Agency
biz did too

When Robert Orr left Lennen and Mitchell
to start his own ad-agency he took the
Jergens-Woodbury
account along
with him

BBD&O
pictures
regular

impresses prospective accounts with
of four of its radio clients in its i
full-page
Newsletter
advertising r
Because in one season he landed
all the Borden radio business and
most of Ford's, Bill Lewis was rated
top ad-man of 1 947 by agency men

same night delivering audiences within
the top five in radio, the industry wonders
just how long Henry Ford III will be willing to carry the class presentation — ^how
long the account will stay with Kenyon &
Eckhardt.
Practically every agency has a giant
new'business presentation based upon
one of the top jobs that the agency has
done for a client, like BBD&O's 500 per
cent increase for Wildroot. At some
agencies, a new presentation is designed
for every prospective client. The think'
ing back of a custom-tailored pitch is that
an individual slant is required to influence
each prospect. In others the presentation
is standard — selling the organization.
A number of agencies feel happier when
they don't win an account through a
radio program. Broadcasting is right
under the eyes of every client executive
and each stockholder is able to hear how
his advertising dollars are being spent.
No program ever satisfied everyone. Some
top shows rub big corporation backers the
wrong way at the very moment that they
are selling the greatest amount of prod'
ucts per ad-dollar.
Agencies stress, when they can, their
organizations rather than a campaign.
It's easy for competition to shoot at an
individual campaign. It's harder by far
to knock down an organization with a
long history of advertising success than it
{Please turn to page 47)
DECEMBER

The worldwa s all awry when this
ad was placed by Erwin, Wasey
(Nov. 5, 1929), but it brought
•wthem
$6,000,000
in billing

All right, Mister!- woze' that the headache's over

LET'S GO TO WORK!
n.o-i<^.««u

B'::

& COMPANY
ERWIN, WASEY
Advertising
Graybar

Bi;ii.i>ing. New York
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costs

Time $$potN as loi%'
as |»20 and the Theatre

Guild's top-draiver dramatic
series at .*i^7,000 are available no^^

_^_^tkL From January 1948 on, TV
•Hljiw^^ will be weighed in the sales
^^^ balance by most advertising
agencies and sponsors who use the
medium. As a matter of record, in many
cases it is being judged competitively
now. This does not mean that advertisers are considering visual broadcasting
solely on a cost-per-viewer basis. Television has other sales attributes besides
the number of viewers. While the latter
must be the keystone of video as an ad-

vertising vehicle, agencies and sponsors
do not discount the point-of-sale advantages that even the words "as][[seen on
television" lend to a newly-introduced
product, or a product requiring new selling impetus.
The Duane Jones purchase of 39 weeks
of Missus Goes A'Shopping for three of its
clients, Manhattan Soap, B. T. Babbitt,
and C. F. Mueller, was not consummated
on a test basis. The telecasts will have to
deliver sales to justify the slightly under
John Reed King takes "Missus Goes A-Shopping"

Time signals are attracting watch
companies.
DuMont here scans a typical Longines
spot

Ifl^^
^rlir^
th^
dj i^li
WK
m^^

^v^^^^H^Pt^^L

L ^i9uS
18

John Ferguson started off the Theatre
Sunday
night presentations of great

Guild's
dramas

$1,000 per program which the sponsors
are paying. This is true also of the
fourth underwriter of the program, Cobum Farm Products, which is represented
by
the Modem Merchandising Bureau
(ad-agency).
The less than $1,000 per telecast is
lower than the average cost of a TV audience participation program. On the basis
of figures submitted by most stations on
the air, presentations in this category
average $1,450, and range from $1,100 to
$2,000 per half-hour broadcast. The fact
that Missus was purchased on a once-aweek basis for an entire year naturally
made a maximum discount available to
each of the four sponsors who present the
SPONSOR

and

'■ JAR
C

:HEESE

1 JAR FISH
SOMBDA

MILK«"^EAM
BUTTER
PLEASESfRW-yOURSElf
tri'''-?:';
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MUfUffiJ
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1
r- T

e ts cameras right to the point of sale for the weekly telecast of this audience participation airing.

irs

he

au i

Missus once every four weeks on a revolving basis.
Sponsors can use the visual air medium
from as low as $20 per spot to $7,000 for
an hour Theatre Guild dramatic scanning
over WNBT (N. Y.). The latter is the
most expensive television package pres'
ently available for sponsorship. Remotes
such as football, basketball, prize fights,
hockey, and baseball usually cost less
than studio shows because the cost of rehearsal time in the aggregate is far higher
than the fee for air time. It's also more
reasonable to present a western film, as
Chevrolet does over WABD (N. Y.), with
just a live cowboy-commentator handling
the introduction and commercials, than it
DECEMBER
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Big Ben giant market sales go up 30 per cent on T V day

is to do a studio presentation. However,
editing a film to fit time purchased, as
well as to cut out the long shots and other
poor video sequences, is an expense that
must be figured when a regular theatersize motion picture film is rented for commercial presentation on the air.
As an index to costs (time, talent, and
studio time, if any) sponsor presents the
following figures:
Television Costs
Program Type
.\verage Cost*
Audience Participation (■2-hour)
$1,450.
Drama (hour)
$3,875.
Music (i/i-hour)
$ 550.
News (U-hour)
$ .?75.
Quiz ('4-hour)
$1,115.
.Special Events
$1,500.
-Sports, live (2-.?-hour)

$1,050.

Price Range*
$1.100. -$2,000.
$ 495. -$7,000.
$ 380.-$ 7.50.
$ 190.-$ 750.
$ 450. -$2,000,
$1.000.-$2.000,
S .577.-$2,000.

S
Sportscasts ('4-h(iur)
Spots (1-minute)
second)
Time Spots (20Variety ('4 -hour)
Weather Spots
(20-(>0-second)
Women's Interest
( '4-hour)

275,

$
47,75

$
$

S

37.50
.500.

$
$

s

45.

%

$

$

%

185. -$ 125.
20.
75.
-$$ 400
80.
20.
-$1 050.
20.

-$

80.

-$1,00D.

675.
*riiese Ji'jnres are based upon a one-time lelecn.il. and
discnunls {lime and Inlal dtlhr rolume) are 80.
nnl fiqnred

Time costs have gone up recently on
WNBT and WABD, in New York,
WWJ-TV in Detroit, and KSD-TV in St.
Louis. Transmitter-time fees (what
they're calling T\^ time on the air at this
writing) will continue to go up as home
receivers continue to flow into markets.
By the end of this month (December)
{Please turn to page 39)

HATIOWAL BftOADCASTiKi COMPAfPT. INU
GEN€«AL UBRARY
80 ROCKEF EILEH PLAZA, NEW YORK, N. V,

Bankers' Mystery „.„
ami

Iiriiadc^asting

wliai iu i^x|mm*1 I'miii il are
l4»ii;^-liiiie «|ii4v^iioii iiiarkN • • •

Bankers have long memories.
When broadcast advertising is
discussed they automatically
spot
turn
back the calendar to the great bank
broadcasting fiasco of 1937. At that
time a group of banks sponsored the
Philadelphia Orchestra under the direction of Eugene Ormandy over NBC's
Blue Network. The program was heard
in 25 markets and worked itself down
from an initial rating of 2. It was a
classic case of the misuse of broadcasting
as a public-opinion-forming medium. The
music was highbrow, the commercials
were Wall Street backslapping at its
worst, and the ultra-conservative ultrainstitutional selling rubbed everyone who
heard the presentation the wrong way.
Banks were not in the best repute in the
late thirties and this series, with underwriters like New York's Chase and First
Because
Company

banking remains a mystery to most oF the
of

Philadelphia

tried

television

on

WPTZ

United States, the
to

explain

Land Title and Trust

some

of

its

operations

National of Chicago, didn't help the
banking cause at all.
The idea had been promoted by a
Chicagoan who sold it to a group of banks

First National
Bank (Portland, Oregon) put on a three-day show of Scotch thrift, "saving
for what you want to buy," and broadcast the event over local station KALE.
It paid off

with which he had "connections." It reflected bank thinking back in 1937. At
that time 145 banks were on the air and
only 59 of these had a good word to say
for radio. There were 16,000 banks
serving the United States in '37 just as
there are today. What they wanted of
advertising then was more confused than
it is now . . . and it's still very foggy.
In 1937 music, combined with family
dramas of the horrible-example vintage,
i.e., how the children starved because ma
and pa hadn't put anything by for a
rainy day, occupied 92.5 per cent of all
bank time on the air. One and threetenths per cent of all bank advertisers
used spot announcements in 1937 as
.igainst 35.6 per cent using them today.
The Gothic-columns-in-marbled-halls
type of banking structure is slowly but
surel)' passing from the financial picture,
physically as well as mentally.
(Please turn to page 57)
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CKLW
Located
CKLW

on, and bounded by Lake Erie, Lake Huron and the Detroit River,

beams its 5,000 watt clear channel sisnal via the water route to a ten-million population area

with a radio-homes and buying-power percentage second to none in America. The power of 5,000
watts day and night. A middle-of-the-dial frequency of 800 kc. That, coupled with the lowest
rate of any major station in this market, has made and continues to prove CKLW
Number One radio buy.

Guardian Bldg., Detroit 26
J. E. Campeau, President

the Detroit Area's

Adam •/. Younff, Jr., Inc., Sal' t Rep.
H. -V. Stoi'in a Co., Canadian Rep.

5,000 Watts Day and Night— 800 kc— Mutual Broadcasting System
DECEMBER
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casting.
local and regional runners-up use broadRunner-up in national sales is Chase &
Sanborn which is a consistent contender,
although seldom a leader, in practically
every market. Brand name recognition
for C&S is unusually high but a high percentage of respondents to surveys conducted b>' newspapers and independent
research organizations recognized the
C&S name but "had tried the brand but
hadn't found the blend to their liking."
It's understood that moves have been
made by Standard Brands during the past
year to correct this taste negative. Once
this has been achieved the coffee industry
generally believes C&S will take its place
with the leaders. At present bulk sales to
hotels and institutions keep up Chase &
Sanborn volume.
Local and regional coffees do not depend solely upon spot announcements to
get across their ad-appeals. A little under
23 per cent of the industry, as represented
by sponsor's cross-section, use spots to
the exclusion of all other forms of broadcasting. An equal percentage use spots
in conjunction with programs of one form
or another. More than half of all the
coffee companies on the air use spot,
regional, or network programs to the exclusion of spot announcements. News
leads all other program types, with musical and quiz presentations tying for
second place. Serial dramas do not run
anywhere near as high as might be expected ofsponsors who must depend upon
women almost entirely to turn the desire
to buy into actual sales. Only 4.7 per cent
of coffee sponsors are using daytime
serials. Included in this percentage, however, are General Foods (Maxwell House)
and Kroger Grocery and Baking ComNinety'eight per cent of
In contrast to Folger, the nation's
America's families who drink coffee roasters who used broadcasting
coffee daily (and surveys indicate that
(sampled by sponsor's industry cross91-94 percent of all U. S. A. families do), section) on the average spent 35 per cent
drink coffee with their breakfast. Never- of their sales-promotion budgets on the
air to build brand loyalty. Brand loyalty
theless, according to sponsor's crosssection findings, only 5 per cent of the is the primary objective of coffee packagers because, as leading coffee authorination's coffee roasters who use broadties admit, the layman can detect little if
casting employ the brisk morning air to
any difference in taste between mass
purvey their product.
coffees.
Outstanding user of radio's rise-andshine hour is J. A. Folger of San FranNationally there's no coffee that equals
cisco. With a newscaster, Frank Heming- the combined sales of the leading local and
way, possessed of an inspired sense of regional brands. The national leaders are
humor and an ability to mimic front-page Eight O'clock (A&P) and Maxwell
personalities, Folger has increased its House. Leading regional brands include
sales 188 per cent during the past four Hills, M. J. B., Butternut, Quaker, Del
years. During this period Folger spent Monte, American Ace, Boscul, Folger's,
75 cents out of every advertising dollar in La Touraine, Martinson's, Savarin,
radio, over the Don Lee Broadcasting Nash's, Roundy's, and Beechnut. With
System, and since January 1, 1947, over the exception of M. J. B. and Beecltnut,
the Intermountain Network.
all the regional leaders and most of the

over-all

2S

pany (Spotlight Coffee).
Program t>pes used to sell coffee and
the percentage of each type indicate that
a great deal of the advertising is addressed
to others than the housewife.
Coffee Program Types
Percentage
News
Music

Type

of Total
26.0
15.0
15.0

Partk-ipatind
Variety
Serials
Quiz
Folk MuskWomen's
Parti*. ipaling
•Sports
Farm
Musical Clock
Time SiUnals
Mkt & Weather

10.7
9.8
.«.o
4.7
4.7
4.7
l.h
l.h
I.b

Reports

l.h

There was a time when food advertisers
(and that includes coffee roasters) fought
for availabilities on Thursday and Friday
evenings with the idea that the ghost
walks on Saturdays and that's the day in
SPONSOR
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Kate Smith (Mutual cooperative
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by Old Mansion CoFFee

Rll THREE

I

completely
ond d rorr

I

RISPLI

Coffee Buying by Days
Percentage
Day
of Buying
Monday
18.7%

Chase & Sanborn's Charlie McCarthy achieved
an all-time top when
W. C. Fields visited

CRIRD!

all

customer

\o rii.\iif.K HMi m:iivi<>: iiei.iverv

Regional a
air-ads
s

brands
of
coffee
Lee
&
Cady
do
14.5%

Tuesday

which the housewife spends the greater
part of her funds for food.
That is not true today, for although
more coffee is bought on Saturday than
any other one day in the week, the coffee
sales on that day are less than 26 per cent
of the weekly total. Coffee is sold every
day in the week, no day producing an out'
standing proportion of its sales. In a
Transitads Survey housewives indicated
that they bought their coffee on the
following days:

sotisly

FOR All ) 1^
^^J^l^.t'o"""**'
[(OMESHNTM
V
pT'
'I

feature

their

with

Quaker

11.7%
12.6%
15.6%

Wednesday
Thursday
Friday

across-the-board (Monday through Friday) broadcasting. Fifty-seven and sixtenths per cent of the users of programs
air them daily. Another reason given for
the daily use of the medium is that since

25.8%
1.1%

Saturday
Sunday

Sunday's Charlie McCarthy program
seems to have stimulated Monday coffee
buying to a slight degree but most merchandisers attribute the higher Monday
purchases to the fact that the supply is a
little likelier to run out on the weekend.
The fact that coffee buying is not restricted to any one day in the week
accounts for the fact that 26.7 per cent of
sponsor's sample of coffee advertisers use

Folger's air-offers like ball-point pens drew
nearly a half-million
labels this past summer

FREE
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Forbes Food Store Quiz travels the KXQK
territory
and
wins
special
store
displays

coffee is sold on a reminder basis it's
necessary to keep hitting the consumer
with the current slogan.
Slogans are high in favor with coffee
ad-men and they use them at the drop of
a hat — because they've found that they
sell. They credit Maxwell House's "Good
to the last drop," "A cup of JFG ... is a
cup of GOOD coffee," Chase & Sanborn's
"shade grown
(Pleaseflavor,"
turn to Folger's
page 40) "When I

"We the People" hit new heights for Sanka
when Gabe Heatter had this giant as his guest

Spot business was up in October 2.9 points over September despite the
(act that the trend was down in a number of industry classifications.
Food, reflecting the grain and meat markets, was off 1.2. Sponsor's
miscellaneous classification, which includes farm products, motion pic-

spot
trends

tures, coal, men's clothing, etc., was off 27.0. Greatest drop (59.38
points) was in the tobacco group because a number of campaigns concluded during the month. Soaps-cleansers-toiletries held its own despite gloom in the cosmetic business. Biggest gain was in the beverageconfectionery index which jumped 90.2 points due to Coca-Cola's return
to the local program field over 245 stations. Three out of five sections
in the country showed an increase in spot placement. The South
was off 7.6 and New England off 2.8 points.

Bdsed upon

number oF spots (prosrams and announcements) placed each month by all sponsors indexed by Rorabaugh Report on Spot

Radio Advertising. Spots indexed during September are used as a base and charted as 100
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100,000 VISITORS YEARLY SET NEW
ATTENDANCE RECORD FOR WFBR!
Advertisers get huge "PLUS"
from word-of-mouth praises!
Every weekday — week in, week out — crowds of eager Baltimoreans flock to WFBR
(more people yearly than live in
Savannah, Georgia). These 100,000 people from all walks
of life come to W F B R to see broadcasts, visit modern studios,
look at highly merchandised

product displays and receive a copy

of "Let's Listen" — W F B R's chatty, informative house organ and
program highlight guide. They leave with heightened interest in
all WFBR programs.
The hundred thousand represent, at no extra cost to you, an
intensive loyalty factor that can't be duplicated in Baltimore
radio. They're the reason we're known as . . .

I
ABC
BASIC
REPRESENTED
OR

DECEMBER

NETWORK
• 5000
NATIONALLY
BY

WATTS
JOHN
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WORK FOR A COMIC
How many childien have been born in the United States since 1920 — the year modern
radio came into being? A statistician could arrive at some figure, but the interesting point
here is that there are millions of boys and girls of school age and men and women in
their 20's who HAVE NEVER known

a world

without

radio.

How best to reach these young people to tell them something of the exciting historv of radio and how
a network program gets on the air? NBC decided the most effective way was a comic l)ook.. Comic
books are as modern as radio— they have grown up in the same era in which radio developed.

NBC is the first radio network to use this popular technique to tell how radio works ... all radio.
With the first printing of 1,250,000 copies, NBC's comic l)ook, ON THE AIR. will reach
into homes, schools and institutions throughout the nation, telling its story of American radio
operating under the system of free enterprise.

Here is the first major promotion piece devised by a radio network to appeal to the younger people

of the nation — a vast majority of today's listening audience and tomorrow's potential consumers.

AMERICA'S

NO. 1 NETWORK

. . the National Broadcasting Company
A service of Radio
■Corporation of \inerira

Tlio ilil'fori*ni*o botwooii

P
O
T
"
S
W
"
B

ttfl/M^J^ What Nielsen's newly-re'
\2^^^n^ leased* "Top Twenty" means
" ' is that in the sampled area,
these 20 programs have the biggest audiences. As released by the Columbia
Broadcasting System, his figures also purport to indicate the programs that deliver
the biggest audiences per advertising dollar. This "number of listeners per advertising dollar" is based on figures from the
best available sources on network time
cost plus the cost of the program.
Nielsen reports that his 1,400 audimeters measure 63 per cent of the
35,000,000-plus radio homes of the nation
Audimeters (measuring devices attached
to radio receivers in homes) are installed
in the Nielsen areas as indicated on the
map on this page. The 1,400 measuring
devices in actual practice are cut down to
1,260, since 10 per cent of the tapes from
the audimeters are not usable. This
means the audience in 22,050,000 homes
(63 per cent of the U. S. A.) is measured
by 1,260 audimeters.
These audimeter
*To the trade press, consumer, and nonsubscriber.

{Please turn to page 59)
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(October 5-1 1 ,1947)
Average

•

Program

1
1

1
!

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.

Audience
Ratings

Homes
Per$

23.1
19.7
18.1
17.9

301
322
236
285
428
459

Lux Radio Theater*
McGee & Molly*
Bob Hope*
Amos 'n' Andy*
Mr. District Attorney
My Friend Irma*
Aldrich Family
Screen Guild*
Red Skelton*
Charlie McCarthy*
Life of Riley

12. Jack Benny*
13. E\% Town
14. Truth or Conseq
15. Burns and Allen
16. Talent Scouts
17. Lone Ranger
18. Fred Allen*
19. Inner Sanctum
20. Kraft Music Hall

17.7
17.5
16.5
16.0
15.9

N.D.
N.D.

301
208
353
214
497

15.2
15.0
15.0
14.9
14.6
14.5
14.4
14.4
14.1
13.9
13.9

*Theje
programs
were surveyed
and Hooper on the same n
ights.

317
262
443
878
N.D.

449
319

by

Nielsen

and

??

I

?t1 ff
ffl^HJf

Hooperatings are popularity
indices, not circulation reports. Hooper's "First Fifteen" isa rank order tabulation of the top
programs telephone-checl<ed in 36 cities
in the U. S. These 36 cities have been
selected because theoretically they have
equal service from each of the four networks, i.e., the four networks can be
heard with equal clarity in them.
Hooperatings indicate the popularity of
programs in urban telephone homes only.
The phone homes in each area are checked
on a random basis without thought as to
stratification (education, income, family
size, etc.). The interviewer takes one
name after another from the phone books
in her area and checks programs the last
13 minutes out of every 15. Checking a
15-minute program broadcast in all
Hooper cities, interviewers make 735
calls. For a half-hour program 1,470
calls are attempted, for a one-hour program 2,940 calls. With these calls
Hooper attempts to report upon the popularity preferences of the 29,085,542
(Please turn to page 60)
Rating

FIIC^iT FiFTKE>
(October 1-7, 1947)

23.0
23.0
21.6

Program

*
Bob Hope
1. Fibber
2.
McGee
and Molly*
3. Lux Radio Theater*

4. Jack Benny*
5. Amos 'n' Andy*
RedSkelton*
6. AlJolson
7.
8. Charlie McCarthy*
9. Walter Winchell
10. Mr. District Attorney
11.
13.
12.
14.
15.

H

The 36 Hooper Survey Cities
Areas Covered by Nielsen

20.6
19.8
19.2
18.8
17.9
17.8
17.5
16.9
16.7
16.5
15.8
14.7

Fred Allen*
Bandwagon
Screen Guild*
Bing Crosby
Great Gildersleeve
not released i

14.2
13.9

17.
or Consequences
16. Truth
My Friend
Irma*
18. Jack Carson-Eve Arden

13.7
13.6
13.0

19. Take
Duffy'sIt Tavern
20.
or Leave It
*These programs were surveyed
and Nielsen on the same nights.

1

by

Hooper

The best from Tin Pan Alley, Hollywood
and the Classics by the Superb
Sixteen^ Voiced SERENADERS
Now yon rail sponsor the siii<;iii« ^roiip with
the longest eoiilinuous record on the air of
any vocal organization . . . almost 600 hroadcasts over CBS. Every member is a star in his
own right with a background
participation.

of top-show

Seventy-eight separate fifteen-minute episodes
are available, each a program gem directed by

Kmilc iUile and with barren Sweeney of NewYork Philharmonic fame acting as commentator and musical host. Opening, inside, and
closing commercials.
No finer musical talent of its type exists today.
>XINGS OF SONG is a program series with
tremendous popular appeal, made possible by
the skillful selection of diversified musical
numbers.
Write for audition disc, details
on special commercials by Mr.
Cote and Mr. Sweeney, and
other facts.

TRANSCRIPTION

SALES, I

New York— 47 West 5Sth St., New York 22. N. Y.. Col. 5-1-544
6381 Hollywood Blvd.. Hollywood 28. Calif., Hof oj|

S
AMERICA'
GREATEST
RADIO

SALESMAN

An outstanding High-Hooper Show with
the famous MULLEN SISTERS and
CHARLIE

MAGN ANTE'S

Orchestra

There is only one Singin' Sam and what a selling job
he has done for scores of sponsors . . . and can do for
you. Singin' Sam sells because he gets the ratings and
gets the response.

wow

Omaha

WTAM
CKEY

Cleveland
Toronto

CJAD

Montreal

18.1 at 6:30 P.M.
12.4 at 6:00 P.M.
12.9 at 7:30 P.M.
14.8 at 7:30 P.M.

And according to the Conlan survey, the percentage of
tune-in at WISH in Indianapolis was doubled in first
three months on the air . . . 14.6 to 30.4.
Yes, Sam is doing a spectacular job. His fifteen minute
shows have been heard on over 200 stations for scores of
sponsors.
Write for audition disc and full details on special com'
mercials by Sam, availabilities, etc.

Transcription Sales, Inc.
117 West High Street
Springfield, Ohio
Please send me complete data on

117 W. High St.. Springfield, Ohio
Telephone 2-4974
N. Michigan Ave.. Chicago, 111., Superior 3053

nD

Singin' ofSam
Wings
Song

Name
Company
Street
City

State.

a SPO.\.M»n

Coiites^ts and Offers

monthly

tabulation

PROGRAM
ABC
AMERICAN

flas, oil,

OIL CO.

Professor

tiros
B. T. BABBITT

BARTEL-S.
NANCY

CO.

Bab-0

INC.

CARROL

.\pplianccs

STUDIOS

Colgate
Toothpaste

COLGATE-PALMOLIVE.
PEET CO.
DHECTIVE

BOOK

CLUB

DUFFY-MOTT

FOODS

CORP.

MILLS

H. P. HOOD

Hcnrv Morgan
Show

Wednesday
10:30-1 1 pm

Ice cream,
confectionery

Fone Quiz

MWF pm
12:45-1

La France
Bluing Flakes

Farr's
Second
Mrs. Burton

2-2:15
pm
MTWTF

Milk, dairy

CO.

Circle
Morning

10-10:30 pm

products
KELLOGG

8:30-9 pm
Monday
• TTS
10:30-11 pm

Take It or
Leave It

Cheerios,
Wheaties

& SONS

Can You
Top This?
Weird

Best-seller books
TTh
6:15-6:30 pm
Saturday

Cereals

Listeners

Color photo; black-and-white photo;
wallet-size photo

of the

$15,000 home and $2,500 for lot; 1947
Buick; furs;
R(".\ radios;
video etc.
sets; tires;
watches;

COFFEE

MANHATTAN

CO.

Tell neighbor reason for using La Ft'ance. Mail
copy with neighbor's and grocer's address,
boxtop, to sponsor. Battle Creek

Jubilee Baking Recipes

Woman in
White

MTWTF
2:15-2:27 pm

Syrup server set with cork base plate

.\mong Us
Girt

MTWTF
8:15-8:30 am

Ladies' Waltham watch weekly

Best household suggestion sent in by listener

Superman

MTWTF
5:15-5:30 pm

"Gy-Rocket" aerial toy

Send 15c and Pep boxtop
Creek to sponsor. Battle

Cory Glass Coffee Maker; nylon hose;
coffee

Submit product slogan, song title, and local
grocer's address.
If song not known, sender
gets Corj- set. Otherwise nylons.
Coffee to
honorable mentions

Purchase price of 3 bars Sweetheart
Soap refunded

Write sponsor why like or dislike product.
either case, money refunded

SOAP CO.

First prize: $1,000; second prize: $200;
eight prizes: $25; etc.

Word-building contest from product sentence.
Six weekly contests.
Mail entries with two
Mars wrappers to sponsor

MWF
Mail Qui
Rose of My
Dreams
Evelyn
Winters

Candy
MARS

.\dmiral

radio-phonos,

value

$111,700

PARTICIPATING

PARTICIPATING (GEN'L
FOODS. COLGATE, ETC.)

Insurance

Eric Sevareid,
News

6-6:15
pm
MTWTF

Health booklets

Karney
Beulah

Ivory Snow

Welcome
Traveler

Drene

Ma Perkins

1-2 pm
MTWTF
MTWTF
4:45-5 pm
I'2-12:30 pm
MTWTF

& GAMBLE

Twenty
RONSON ART METAL
WORKS

Lighters
Questions

WILLIAMSON

CANDY

Oh Henry

.Milk, dairy
DAIRYMEN-S

ASSN.

producbs

MTWTF
3:15-3:30 pm
Saturday
8-8:30 pm
Sunday

Detective
Mysteries

32

MTWTF
10:30-10:45 am
Saturday
7:30-8 pm

Weekly award of $100

Various

Date at Eight

KID,
.ABC

Idaho Falls

CBS

Send

50c

and

Bisquick boxtop
Minneapolis

to sponsor,

4:30-5 pm

NBC
WLAW,
Lawrence,
Mass.
WBZ,
MBS
WBZA,
Boston;

Springfield

Monday
9:30-10 pm

Three .\larm

Cinci.
NBC

Send name for a radio with Wheaties boxtop
to program, Minneapolis

MTWTF
2:45-3 pm

Dr. I. Q.

Various

Crisco,

YAKIMA

8:45-9 am

INC.

METROPOLITAN LIFE
INSURANCE CO.

PROCTER

Curtain
Time

Peoria
XBC
WJZ.

ABC
1,112

Armstrong
Jack

Phik.

Request to sponsor, Minneapolis

MWF or TTh
5:30-6 pm
(alternates
Sky
King)

Coffee

.Soap
.Sweetheart

Complete in up to 25 words "I like EversharpSchick
Razors
. . .,"
sendfrom
to
contest, Injector
New York,
with because
instruction
sheet
razor box

$2,500 diamond ring, other diamonds,

Melody
LA TOURAINE

Send 25c and Mott's Apple Juice bottletop to
sponsor, WLW

Correct answer to quis questions asked over
telephone

MTWTF
10:25-10:45 am

WFIL-TV.
WEEK.

WLW,
New York

Quart of ice cream

gift boxes
Betty Crocker
Magazine of
the Air

to

Free for card or letter to sponsor, WJZ

Fan

StainlessDancer's
steel 49cHorse"
paring knife

answers

played on show
Prizes if joke sent to program is used

prizes and "Can You Top This"
book
novel:gag "Case

telephone studio with
questions on program

Guess correct title of one, two, or three tunes

Cash

Mystery

CBS

Request to Lycons, c/o local station

Booklet: "Farm Sanitation"

8:30-9 pm

8:30-9
Sundaypm

Bisquick,
ColdFlour,
Medal
GENERAL

Let's Pop the
Question (T\0
Call the
Tune

Complrtp in up to 25 words sentence about
Amoco
praluet 'different weekly).
Winner
gets $25 plus $23 if he included 5 acceptable
questions and answers for use on program

$50 cash

MTWTF
10:45-11
Sunday am

Matinee

Injector
Razors

INC.

FARR CANDY CO.

GENERAL

Books
Mott's Apple
Juice

CO.

EVERSHARP.

Photographs

David
Harum
Quiz

Saturday
10-10:30 pin

1948 Ford Sedan; home furnishings;
tickets; heaters; etc.
Booklet: Heirloom Holiday Recipes

Booklet: "Recipes for Good Eating"
Contest
prizes of $10,000; $1,000;
(280) $50.
Also concurrent dealer
contest, $2,000 in prizes
Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

In
CBS

Best set of six right-and-wrong
mailed to program,
Chi., with
WTappers

NBC

statements
two Mars

Free on request to program, c/o local station
KILM,
CBS
Eureka,
Write letter to show, re "I want that Ford .
etc."
Also, daily quiz questions
Send 10c to program, WENR
Send 10c and Crisco label to sponaor, Cinci.
Listeners complete product sentence in consumer contest, on blanks from dealers. Dealer
contest judged on photos of Drene store displa>'S
Send subject about which 20 questions may be
asked, to program

WENR,
Calif.
ABC
Chi.
NBC
CBS
MBS

MBS

$100 reward from "True
Detective
M}-steries" Magazine

Notify FBI and magazine of information leading to arrest of criminal named on broadcast

KIMA.
Yakima,

Various dairj- products

Listeners guess names of tunes, identity of
objects in two daily telephone quizzes

Wash.
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^ouidaMLrm. achieooment

IN PADIO

XL STATIONS
PACIFIC NORTMWEST BROADCASTERS
FOR

OVER -ALL PROMOTION
REGIONAL NETWORKS

WrUc for our omphtc

PICIFIC

NORTHWEST

MARKETIPS

BROADCASTERS

OFFICES
Box 1956— Butte, Montana
Sermons Building— Spokone, Wash.
Otpheum 3ldg — Portland, Oregon
6381 Hollywood Bl.'d— Hollywood 28
79 Post St —Son Froncisco 4
TKe Walker Co., 15 W. lOth St, Kansas City
The Wolker Co , 360 N. Mich , Chicago
The Walker Co , 551 5th Ave , New York
The Wolker Co., 330 Henn. A.e., Minneopolis

THi

€1

'HOME TOWN"

STATIONS

MERCHANDISABLE
BONUS

AREA

LISTENING AREA

SERVING 2/2 MILLION PEOPLE
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Mr. Sponsor Asks...

j

"What should a radio advertiser expect in the
way of service from the radio department of
lii.s advertising agency?"
Adrian J. Hanter | BenruiWstch Co., Inc.
i ,.
Id
I Advertising Manager

which an
agency.

The
Picked Panel
answers
Mr. Planter
Every year,
sometimes more
frequently, questions come to an
advertiser's mind
and he naturally
turns to his agency
for an answer.
Sometimes these
questions are familiar to us .
Sometimes they are brand new. But, old
or new, we approach every question with
the obligation that the answer should be
as complete and accurate as our facilities
make possible.
We were one of the first agencies to
offer radio as an advertising medium to
our clients. As this medium has develop>ed our services have expanded. In
addition to our regular program department which covers production, script
editing, timebuying, client contact, and
sales, we maintain a radio commercial
copy department, a radio research department, and a radio publicity and promotion department. The activities of
each of these groups come under the
supervision of its department head and
our radio planning board.
There are many services which our
clients expect and get through these extensive facilities at BBD&O. In handling
1 1 network programs and a great amount
of spot radio we keep up with the everchanging radio picture and feel that we are
we]!-equipp>ed to render the many services
34

advertiser

expects

from

an

gives the advertiser the maximum audience among his truly potential customers.
Arthur Pryor, Jr.
By way of postscript, another reading
Vp in Charge of Radio of Mr. Planter's question leads me to
BBD&O, New York
suspect he's suggesting that many functions besides programing should be encompassed in the magical 15 per cent discount. Ifthat is so, 3,000 words instead
If I owned a
of
300
are necessary to give him his
railroad I would
answer . . . unless it suffices to say that
not employ en- agency net profit (and particularly from
gineers and expect
them to be ticket radio) is inordinately low.
Blayne Butcher
sellers, switchmen,
Radio director
brakemen, conNewell'Emmett,
N. Y.
ductors, ordo any

thing other than
the special job for
which I had hired
1 think that a
them.
(True, perhaps they could do
client has every
these other jobs in an emergency, which
right to expect
would be an advantage.)
from his advertisBy the same token, if I employed a
major advertising agency to handle my
ing agency's radio
advertising . . . from the radio department
department a complete service as to
I would expect: programing. Period!
the planning and
execution of all
In most major agencies today, the other
radioactivities. As
highly specialized and skilled work can be
done far better by the separate departbackground for the
ments, such as publicity, promotion, re- planning, the radio department should be
search, and merchandising. By the use expected to keep itself informed on the
of the agency's entire facilities, I would over-all radio picture — that is, current
expect my advertising to produce its best shows, available talent, talent trends, the
results. Therefore, I definitely say a status and standing of networks and stations, the listening habits and preferences
radio department's chief function is programing. Ifthe radio department has of the public as to day-of-week, types of
some knowledge of these other jobs and shows, etc.
can be useful in those directions too, that
In connection with the execution of
is all to the good.
radio plans, a radio department should be
Advertising coordination usually comes expected to be equipped to carry out comthrough an account executive whose close
pletely such radio plans as are made;
client contact keeps him aware of all specifically such things as the buying of
policy matters. And the account execu- time, handling of any and all contractual
tive supervises all the required radio negotiations for radio time and their
service functions, because naturally there subsequent problems, the building and or
must be close cooperation in all of these buying of shows, bu>ing of talent, and the
departmental jobs. But none should handling of any talent problems, conovershadow the main advertising objectractual or otherwise, the writing of commercials, and the actual direction of
tive— a good program, whether it be network, spot, or whatever, so geared that it shows — and by shows I mean everything
SPONSOR

from minute spots to one-hour programs.
All these things should be handled by
the agency, although they may not all be
the actual work of the agency. The writing of scripts, arranging of music, directing of shows, etc., are highly specialized
creative functions, and it is neither reasonable nor practicable to expect advertising agencies to have such specialized
creative talent on staff and available at a
moment's notice. I say it isn't reasonable, because it isn't economical. For
example . . . suppose a dramatic script
writer were hired on a staff basis, out of
every 12 months he might well be needed

THEY lOOK

UP TO...

for only three. Further, it isn't practicable to do this, even if it were economical,
because the best creative talent in radio
remains free lance.
Going beyond radio, clients have a
right also to expect their agency's radio
department to be knowledgeable in such
other fields as promotion, publicity, research, merchandising, and so forth, so
that in working out radio plans and ideas
these other phases of advertising can be
properly related.
Radio departments should know how
to use research data, where to find research facts, where research can help out
on a problem, and how to go intelligently
to research people for help. Radio men
should be broadly informed, and be able
to cooperate with other departments.
But — and here's my point. As I see it,
all these other non-radio functions are
specialized, and should be handled by
specialists. The radio department should
not be expected to take over research,
promotion, or other phases of advertising
activity, however closely allied with a
given radio effort they might be.
Following this line of thought, even in
those cases where radio constitutes the
major part of an advertising effort, I don't
think the radio department should dominate or dictate advertising policies in
other directions although it goes without
saying that they may profitably be consulted concerning them.
Thus in all cases the G. H. Q. of the
advertising campaign should still be the
account executive, the plans board, or
some such central group responsible for
the over-all well-being of the account,
whose job it is to get the best possible
advertising, whether this be in radio,
printed media, outdoor, etc. Only in this
way can the picture be seen in its proper
balance, and the work of the various
specialists in the related fields be properly
utilized.
Francis C. Barton, Jr.
Vp, director of radio
Federal Advertising Agency, N. Y.
DECEMBER
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It doesn't show up in media data, but certainly prestige is important in selecting a radio

station. No doubt prestige does influence many
advertisers in choosing WFBM.

Around Indian-

apolis people are looking up to WFBM — have been
for twenty-two years! WFBM

won itself a faithful

audience as a radio pioneer — the first station in
the state. And WFBM's been building its audience
and building its prestige with both listeners and
advertisers ever since!

Incidentally, WFBM's audience is faithful
(as we said). If you'll do a little "Hooperooting," you'll notice that WFBM is consistently
rated first in Indianapolis in over-all listening audience — day and night the year 'round.
BASIC AFFILIATE: Colombia Broadcasting System
Represented Nationally by The Katz Agency
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Symbol of Thoughtful Giving

•dual lilt— dnisncd lot SPONSOR

by Howvd Wcchilw

those you want to remember this Christmas
are some who seek a better understanding
Among

of broadcast advertising.

They may be

sponsors, prospective sponsors, advertising
agency executives, or your own associates.

For such

we offer a unique gift . . . twelve consecutive
monthly issues of the one magazine designed

100% for buyers of broadcast advertising.
The handsome gift card reproduced
above acknowledges
your thoughtfulness.

for Buyers of Broadcast Advertising
SPECIAL
36

GIFT RATES:

25 subscriptions or more, $3 «ach/ 15-24, $3.50; 5-14, $4; 2-4, $4.50; One, $5.
SPONSOR

What
Keeps
1 AO/<
M.«9*9'^

Mary Lee Taylor broadcast her Pet Milk program direct from the sponsor's
test kitchen over St. Louis' KMOX.
The novelty plus sound effects produced

Home economics programs,
conceived in the test kitchens
of radio stations, advertising agencies, and
advertisers in the late twenties and early
thirties, have during the current decade
almost passed from the commercial broadcast scene. The duo that remain in network radio, Mary Lee Taylor and Betty
Crocker, like their few local contempor'
aries in Oklahoma City, Chicago, and
points north, east, south, and west, have
continued to gather sizable audiences.

over-afi

That's because they have been able to
keep up with the times. Although they're
all in part based upon the skillet-and-

Since then, only Betty Crocker and
Mary Lee Taylor have continued nationally to deliver radio-inspired sales for
their sponsors. Most local test kitchens
in radio stations have since removed the
white tile and ancient Kelvinators.
Home economics sessions reached their
zenith in the field of multiple sponsors.
It's a simple matter to "sell" a number of
food items as the air instructor tells the
housewife what to do with them. Nevertheless most advertisers have found other

1947

Program
Alive?

participating programs (women's gossip,
news, disk jockey sessions, quiz, breakfast
club, Mr. and Mrs., and musical clock
broadcasts) deliver at a lower cost per
listener.

saucepan approach, they're no longer Lily
Tish'ish. They've added entertainment
to the information they bring to the
Betty Crocker is General Mills' housename. There have been as many as 20
microphone.
Everything from quiz to drama and Crockers on the air at one time, either
name guest stars is currently found on a
regionally or locally. She's never photohome economics program. Sponsors have
graphed and when the picture of her
discovered that kitchen personalities and
appears in advertisements it's a piece of
a mike with the rattle of pots and pans "art." As the years have gone on, she
offstage do not make a 1947 program. has been modernized and never permitted
Not only must the authority be able to to become dowdy.
talk to her listeners as though she were in
Mary Lee Taylor is the Pet Milk house
the same room and a personal friend but name. Unlike Betty Crocker, Miss Tayshe must be a modem, not a hooverlor has been one person on the air down
aproned relic.
through the years, Mrs. Susan Cost of St.
When radio was young and sponsors Louis. Amazing though it may seem
were tyros in the field of broadcast adver- Mrs. Cost looks younger, more vivacious
tising, almost all major food advertisers today than she did in November 1933
took a fling at selling the housewife via when she appeared before the KMOX
the cookery routine. There were Pills- microphone and broadcast for the first
bury's Kitchen Closeups and R. B. Davis' time as Mary Lee Taylor. The secret of
Mystery Chef on CBS. Borden had Jane the program's success is that just as Mrs.
Ellison's Magic Recipes and Kraft Mrs. Cost appears (in her pictures) to have
Goudiss Forecast School of Cooking on grown younger with the years so has the
NBC. General Mills started Betty script discarded the stuffy, stilted verbiCrocker on WCCO, Minneapolis, and
age of years ago for the simple down-tomoved it to NBC in 1927. Pet Milk came earth dialogue of today.
to the air with Mary Lee Taylor in the fall
Typical of the 1933 continuity is John
of 1933, spending $26,400 of its $358,600 Cole's "Pardon me if I seem to speak
1933 advertising budget for the program.
indistinctly — my mouth
is watering."
DECEMBER

a Home
Economies

i*'"*
•
■m O/l "y

wives Lee
sans Taylor
kitchenstill clatter
Mary
helps

/
While Cole handled the commercials
Mary Lee stirred noisily in a mixing bowl
and told housewives at great length how
to make a plum pudding with Pet Milk,

same time — except Pet Milk, of
She had to get away from straight
tion and she did develop a warm,
style as she and the announcer
around an idea.

naturally. It wasn't inspired radio but
the distaff side of the house liked it, sent
for Mary Lee Taylor recipes and bought
Pet Milk.
As the years rolled by, Mary Lee Taylor
became the oldest continuously-sponsored
show on CBS and Susan Cost was learning
things. She discovered, for example, that

course.
exposichatty
kicked

Although Betty Crocker has been no
one person, the program's development
has been much the same as Pet Milk's.
Betty Crocker was first a local operation,
then a network show, then off the air, and

a good recipe wasn't enough. It had to
use ingredients that were plentiful — •
seasonable crops. She had to suggest
alternatives, for not everything is available in all sections of the country at the

now it's a two-web presentation (NBC
and ABC). Today, Betty Crocker runs as
two shows, five minutes on NBC in the
middle of a block of General Mills daytime serials, and a Monday-throughFriday half-hour "magazine" on ABC.
Crocker is still a drop in the bucket of

Sponsors Plan Code of
Own as Stations Vote
Although the effective date for the
Standards of Practice for broadcasting has
not been set due to the fact that they have
been referred to the membership of the
National Association of Broadcasters for
approval, stations generally are putting
their houses in order in the expectation
that the Standards will be passed.
The Code, as the Standards are generally referred to, is tighter than present
practices on commercial time but more
liberal than the restrictions originally proposed. Maximum commercial time is set
as follows:
Commercial Time
Program Period Day
NIglit
(Minutes) (Minutes) (Minutes)
5
1:15
1:00
10
2:10
2:00
15
3:00
2:30
25
4:00
2:45
30
4:15
3:00
45
5:45
4:30
60
7:00
6:00

Participating programs which in the
past have been exempt from commercial
time regulations will be bound by the
above schedules. Station breaks (periods
between programs) will not be figured as
part of the program time and are exempt
from these regulations. Also exempt will
be one hour a day which stations can use
for shopping guides, market information,
and other informative programs, since the
NAB has come to the conclusion that such
programs do perform a public service.
News programs of 10 minutes or less are
restricted to two commercials and other
news programs are subject to the regular
commercial limitations.
Double spotting (two commercials between programs) is prohibited except that
time signals of 10 seconds in length are not

to be construed as spot announcements.
Attempts by the networks to get
together and formulate a network code of
their own have broken up. This is
because there is definite feeling among
some of the webs that they should not set
themselves up as a super-tribunal more
important than the NAB. In other words,
the networks are part of broadcasting, and
although not active members of the industry association (they're associate members) they want the public and the advertising profession to know that they're part
of radio and don't consider themselves
radio itself.
There is a growing sentiment among
sponsors that the advertising profession
might well establish for itself a code of
broadcast practices and thus increase the
effectiveness of air advertising. To this
end a survey of advertising practices is
currently being conducted for a number of
key sponsors. When the report (highly
confidential) is submitted and digested,
the sponsors who are underwriting the
survey will suggest to the Association of
National Advertisers (ANA) and the
American Association of Advertising
Agencies (AAAA) that these two organizations set up their own broadcast Standards of Practices. This would be an inspiration for the stations and take the
pressure off the NAB. However, no such
self-imposed code will be submitted to the
associations involved before June 1.
At present most agencies are adapting
their operations to what they call the
"interim code"- — the time limitations imposed in the Standards now being voted
upon by the NAB membership.

GM advertising, which is currently
$1 1 ,000,000 a year of which 72 per cent is
spent in radio.
Mary Lee Taylor carries half the advertising burden for Pet Milk. Instead of
a dozen programs, like General Mills, Pet
has two, Taylor and Saturday Night Sere'
nade, the latter in its 11th year. Last
year Taylor received its latest alteration.
To give it that "new look" half the program isgiven over to a complete dramatic
15 minutes, with a Claudia-like heroine
(the series is adapted from the novel
Young Wife). This program formula
change was insisted upon by CBS which
felt that a straight home economics show
in a sequence that included Let's Pretend,
Adventurers' Club, Theater of Today, Stars
Over Hollywood, etc., would lose its audience. Both agency and client bridled at
the network's insistence but Columbia
was proved right. Mary Lee Taylor has
kept its kitchen faithfuls and practically
doubled its rating. Before the face-lifting
it was gathering a 1.5 to 2.0 Hooper.
Now it ranges from 2.5 to 4. The drama
and the information are well integrated.
Betty Crocker has also recently undergone rejuvenating alterations. The NBC
spot is just five minutes in length in the
midst of an hour of General Mills entertainment— Today's Children, Woman in
White, The Story of Holly Sloan, and
Light of the World. The ABC Crocker is
really a 30-minute women's variety program with news, fashion information,
guest stars, a quiz with prizes, and finally
the kitchen session. The new Crocker
show (ABC) made its bow March 1947.
What

Mary Lee Taylor has accom-

plished, in conjunction with Pet Milk's
Saturday Night Serenade, is tangible and
checkable. In the past decade Pet Milk
sales have gone up 131 per cent while the
entire canned milk market has expanded
only 40 per cent (excluding government
sales in both cases).
House names with solid consumer followings are invaluable. Betty Crocker
and Mary Lee Taylor have proved that.
They've also proved that there's nothing
wrong with the home-service type of programing as long as it keeps up with the
times. The only thing wrong with test
kitchens is that they tend to become
dated. The primary thing that the
American housewife wants new is her
kitchen — ask any builder. What goes for
the listener's home goes for her listening
also. Her cooking instructor must be as
up-to-the-minute
as mentor
tomorrow's
lines. Ifthe kitchen
is, she headcan,
as Mary Lee Taylor does, deliver sales f)er
can or package at less than one cent per
dollar of sales.
SPONSOR

TV COSTS:

telecast in a giant market and visual
credits
for all sponsors will be used on
(Continued from page 19)
every airing. Nevertheless it is hardly
there will be more than 100,000 television likely at this stage of TV development
sets in homes in Metropolitan New York. that such sales results can yet be achieved.
This means an "available audience" of Missus Goes A'Shopping is a daytime
600,000* in this area. When the event is program and the daytime audience, except for an event like the World Series, is
important enough this figure jumps to
enormous proportions. The World Series, only a small percentage of the total television homes. It is possible, however,
according to a C. E. Hooper survey, was
seen and heard by 3,962,336 people over that through Bab-O's point-of-sale protelevision, which is more than six times
motion TV won't cost them much more
the year-end TV "available audience" than the radio which has brought them
their success (sponsor, November 1946).
figure. One way to become "socially
prominent" is to own a TV receiver.
Just using television won't be enough
(Although such prominence, needless to for any sponsor. That, all agencies using
say, brings more than its share of exexpense. "Friends you never knew you
had become bosom companions," according to one set owner. "And the cost of
hospitality runs high, if you're not
careful.")
Duane Jones' clients expect to get, as
previously noted, dollar-for-dollar results
from their telecasts. It's questionable
whether Babbitt will sell Bab-0, via TV,
at the cent-and-a-half per can that sound
broadcasting costs them. To do this,
television would have to market 50,754
cans a month. This isn't entirely impossible, since Missus is to originate each

the medium agree. Coupled with intelligent sales promotion, however, it has
already produced results. Pabst Blue
Ribbon Beer has sponsored a number of
football games in the New York market,
over WNBT. After the first program
they reported that Pabst hit an all-time
high in the sale of their brew in the
taverns and clubs of Greater New York.
Swift is finding an improved acceptance
for its brand name in New York through
its sponsorship of the Swijt Home Service
Club which during November it extended
from a one-station telecast to the NBC
Television Network.
^Please turn to page 47)
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*Six viewers per receiver is an accepted average today
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WSBT covers a true cross-section of America's industrial-agricultural population.
With increased power, WSBT gives increased service to farmers as well as city

MONROE,

LOUISIANA

HAS MORE
LISTENERS

folks. One example of this service is
It is aimed directly at the rich farm
WSBT makes friends everywhere
increased service, it is making them

"Farm Report," the newest WSBT program.
market of Indiana and southern Michigan.
it goes. Today, with increased power and
fast— in the city and on the farm.

in Northeastern Louisiana
Thai^il Other Stations
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CO.
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COFFEE ON

THE AIR

^Conixnued jrom page 23)
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"Southern Illinois' Moif Powerful
Radio Voice"

WMIX
cuui

WMIX

say COFFEE, I mean Folger's," and liite
slogans, with making substantial contributions to the sale of the brands using
them. The good slogans leave what
Robert H. Bennett, sales and advertising
manager for Maxwell House Coffee at
Ceneral Foods, calls a "favorable climate"
of feeling about the brand. He considers
this favorable psychological reaction vital
in turning advertising into sales. An he
feels that broadcasting performs an outstanding mission as a vehicle for slogans
to create a beachhead for straight selling.
Maxwell House uses two daytime strips,
the long-proved Portia Faces Life and the
experimental marriage of news and soap
opera, Wendy Warren. These five-daysa-week slogan carriers do their job for
Maxwell as well as for a number of other
General Foods products. General Foods,
generally speaking, doesn't keep one program selling the same product through
the years. It makes a habit of selling one
of its products to a program's audience
and then assigning to that program the
responsibility of being good-will ambassador for another GF baby. This is not
true, of course, of its Maxwell House
Coffee Time on Thursdays at 8:30 p.m.
The story of Maxwell House and nighttime radio will be touched upon later in
this linking of radio and coffee.
Broadcasting is one of the world's
greatest distributors of premiums. There's
hardly a daytime serial that hasn't at one
time or another used a self-liquidating
offer, and while this type of selling went
down during the war it's on the way back
very strong in the coffee field right now.
These self-liquidating offers are entirely
different from the big contests that the
soaps, cleansers, and drug products continue to use.

the only station covering ell of this
rich downstatc oil, coel, farmins
and industrial wealth with both
AM

and FM at a single low rate.

No. 2 Radio Center, Mt. Vernon, III.
940 AM

94.1 FM

National Representative
John E. Pearson Company

Typical of what can be done for coffee
through broadcasting and a popular premium (not all offers are popular, as was
indicated in sponsor's November 1946
report on Bab'O's Ad'$$$$) is a recent
experience of Folger's. During this past
summer "radio offers," as their agency,
Raymond R. Morgan, calls them, pulled
close to a half million returns. The offers
included ball point pens, cook books, and
dictionaries, in return for "evidence-ofpurchase" of a can of Folger's and from
10 to 25 cents, according to the offer.
Summer is a slump period in coffee sales
and the offers were made only over radio.
This spring will see most regional
brands using premium offers of one kind
or another and even the "coupon worth
one penny
in each
{Please
turn and
to pageevery
43) can" is
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COVERING
KEY METROPOLITAN
MARKET AREAS
WKAP
KVET
WSID
WORL
WFAK
WTIP
WGTL
WSBC
KSIX
WJBK
WBBC
KNUZ
WLAN
KWKW
WNEX
WHHM
WMLO
WMIN
WBNX
WLOW
WDAS
KARV
WWSW
WRIB
KXLW
KONO
KUSN
KEEN
KFMJ
WWDC
WHWL
WTUX

Allentown
Austin
Haltiiiiore
HostoM

Charleston, S. C.
Charleston, W. Va.
(Charlotte
Chicago

Corpus Christi
Detroit
Flint
Houston
Lancaster
Los Angeles
Macon
Memphis
Mil\>aukee
Minn. -St. Paul
New York
Norfolk
Philadelphia
Phoenix - Mesa
Pittsburgh
Providence
St. Louis
San Diego
Antonio
San
San Jose
Tulsa
Wash.. D. C.
\\ ilkes-Barre
\\ ihnington

Forjoe & Company
National Representatives

Chicago • Philadelphia
New York •
Pittsburgh
Los Ange• Washington* Baltimore
es • San Francisco
SPONSOR

Moirthly Tabiilatioii olliaverttsmg by Categories
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CROSS

SECTIOIV:

COFFEE
M

PROGRAMS

AGENCY

tur)
*KRON COFFEE* GROCERY
CO. AKRON, OHIO

M

AABORN

BORDEN

CO. N

BREAKFAST
LA.

Lindsa.v, Richmond

INC, N. Y.

Y

PACKING

CAMPBELL-WOODS
PITTSBURGH

INC.

& Eckhardt

Lockwood-Shackleford,
L. A.

Ace

Wiltman & Callahan,
Pittsburgh

WMSL

(De-

Grand Old Opry; Sat 7:30-8 pm; 20 sta

Old Mansion

Kate

Smith

Morning

Borden's
Instant
Aborn's

Speaks;
WLEE

MTWTF
12-12:15
(Richmond)

pm;

Live, e.t. spots, breaks

Musical Clock; 15-min partic; WHEC
(Rochester)

H. V. Kaltenborn; MTWTF 7:45-8 pm; WBEN
(Buffalo).
County Fair;staSat 1:30-2 pm; 161 CBS

Breakfast Club

Arizona Quiz; KTAR

(Phoenix)

Del Monte

CO, S. F.

CO,

American

Samuel Croot. N. Y.

Kenyon

CLUB COFFEE

CALIFORNIA

(Akron)

Spots; MTWTFS;
Mike Hedrick,
Nashville

AMERICAN ACE COFFEE,
NASHVILLE

ARNOLD

News; 5:30-5:45 pm; WADC

Old Gold

ALABAMA COFFEE CO,
SHEFFIELD, AU.

C. W. ANTRIM & SONS,
RICHMOND, VA.

^^^

Betsy Ross

Live,

Breakfast Cheer

e.t.

spots,

breaks;

major

mkts
Songs You Love to Hear; Mon 7:30-8 pm; KDKA
(Pittsburgh)
Rouge)

COMMUNITY COFFEE
BATON ROUGE

Community

MILLS,

Kiernan;

Hicks; MTWTF
CONSOLIDATED GROCERS
ISPRAGUEWARNERDIV),CHI.
DEAN LILLY CO, MEMPHIS

Weiss & Geller, Chi.

Rouge).
2-2:15 pm;

MTWTF

WLCS

(Baton

Spots; WENR

Spots; WMSL
Jimmie

(Baton

WiUson;
MTWTF
2:30-2:45
WAPI (Birmingham)

pm

(Chi.)

(Decatur, Tenn.)

csf;

Boscul

OOANS FOOD MARKETS.
AUBURN, N. Y.

Remember

When;

WMBO

(Auburn)

Red Diamond

DONOVAN COFFEE CO.
BIRMINGHAM
Steele, Houston

DAVID G. EVANS COFFEE CO.
ST. LOUIS

WJBO

Richelieu

Dixie

DUNCAN COFFEE CO.
HOUSTON

WLCS.

8:45-9 am: KALB(Alexandria)

Cole, Memphis

DIXIE COFFEE CO.
BIRMINGHAM

Spots;

Olen R. Stocker,
St. Louis

.\dmiration

Breaks;

Coffee Shop, variety, 40 southern, wouthwestern
mkts.

WAPI
(Birmingham),
southern mkts

Live, e.t. spots, breaks; southern,
southwestern mkts

Old Judge
Kennv Baker (e.t.) ; 14 southern, midwestem

mkts.

News";
(Poplar Bluff),
Vernon!. KVfOC
Kon
Howard
HillbillyAVMIX
Show; (Mt.
KLCN
(Blytheville)
FLEETWOOD COFFEE CO,
CHATTANOOGA
J. A. FOLGER&CO.
KANSAS CITY, MO.
J. A. FOLGER&CO,

Nelson Chesman,
Chattanooga
Grant, Chi.

S. F.

H'wood.
Raymond R. Morgan,

Fleetwood

Bill Henrv

Folger

GENERAL

FOODS. N. Y.

GENERAL GROCER
ST. LOUIS

Seelig, St. Louis
Benton & Bowles, N. Y.

Folger

News; MTWTFS 7-7:15 am, 4-4:15 pm; MutualDon Lee, Inter-Mountain nets
Iberia)
Kate Smith Speaks; 12-12:15 pm; KANE (New

Forbes

Yuban, Maxwell

Food Store Quiz; KXOX
House

Olian, St. Louis

Manhattan

JAMES G GILL CO,
NORFOLK

Telephone
Information

GRIFFIN GROCERY CO,
MUSKOGEE, OKU.

R. J. Potts— Calkins i
Holden, Kansas City, Mo.

MARTIN L. HALL CO,
BOSTON

JohnlC. Dowd.

Boston

Griffin
Victor

12

Please;
F
9:30-10
P(ortsmouth, Va.)

Bill Cunningham;

Breaks; midwestem

mkts

Breaks; western mkts

Spots, WQXR

(N. Y.)

Y.)

southern,

western

mkt«

pm;

Newscast; KFPW (Ft. Smith. OkU.1.
games; KOMA (Okla. City)

Jr.; WNAC,
HOFFMAN & HAYMAN
CO, SAN ANTONIO

Quiz;

Live, e.t. breaks. 1-5-min spots;
12 southern mkts

(St. Louis)

Burns & Allen; Th 8:30-9 pm; 143 NBC sta.
Portia Faces Life: MTWTF
5:15-5:30 pm; 87
NBC sta. Wendv Warren: MTWTF 12-12: 15 pm;
145 CBS sta. Dinner Concert; MTWTFS 0:30-7
pm;WQXR(N.

CO,

8:45-9 pm;

Judv & Jane (e.t.1; 25 sta. Singing Sam; KMMJ
(Grand Island, Neb.)

F0LT2 TEA & COFFEE CO.
NEW IBERIA, LA.
FORBES TEA & COFFEE CO,
ST. LOUIS

&WDOD
the News;
MTWTF
(Chattanooga)

WSAP

FootbaU

E.t. breaks; 5 southwestern

mkts

WN AC (Boston). Fulton Lewis

Live. e.t. spots; major New

Engl,

WEAN

(Providence),
WA.\B
cester, Mass.)

(Wor-

mkts

H&H

COFFEE

News; MTWTF 1:45-2
pm; WOAI (San Antonio).
Christi)
Mexican Fiesta; 15-min partic; KWBU (Corpus

E.t. spots; southern mkts

Fort Garry
HUDSON'S BAY CO.
WINNIPEG
MAN

CANADA

Cockfield,
Brown,
WiniiiiKg

Time signals:
B. CCHWK
, Can )(Chilliwack

m.

SPONSOR
ISBRANOTUN-UOUEI
BOJTON

AGENCY
CO.

PRODUCT

(Jowan A I)*riglfr, N. \.
"20"
J. F. G.

Ralph H. Jooet, Cinci.

SpotUght
Lafer

LAFER BROTHERS, DETROIT
UGOMARCINO CRUPE CO.
CRESTON, lA.

Atwood

U PERU COFFEE CO.
PASMIC. N. J.

LaPerla

U TOURJklNE COFFEE CO.
BOSTON

La Touraine

IngaUn-Mioiter, Boaton

Milady

MC CORMICK ft CO. 8ALT0.
MC GARVEY COFFEE CO,
MNPLS.

Linda's First Love (e.t.); MTWTF
am;28sU

10:15-10:30

I've Got Your Number; WXYZ

L'Angelo

Ignoto;

Live, e.t. apota; maior mkts

(Detroit)

MTWTF

6:30-6

pm;

WOV

E.t.
(Juis; M 2:45-3:15 pm; WKYB
News; WQXR

spots;western
11 southern,
mkts

(N. Y.)

E.t. spots; WCBS

Live spots; major mkts

Fadell, Mnpls.

Flame Room

Cedric Adams' Stairway to Stardom; Coffee Time;
Sat 6-6:30 pm; WCCO (MnpU.)

Mirco
Judge O'Malley; MTWTFS
(N. Y.)

4:30-5 pm; WOV

Solitaire

Gray, Denver

1-min live, e.t, spots

Morning Treat
Erwin, Wasey, Mnpls.

NORTH AMERICAN COFFEE
CO, PORT HURON. MICH.

Billiard, Fort Huron

Music; WJBO

(Baton Rouge)

Fulton Lewis Jr, other news, music, spots; 26
Nescafe
Nash's

E.t. spots; major mkte

Buchanan-Thomas, Omaha

Butternut

RAGUND POTTER CO,
NASHVILLE

Noble Dury, NashviUe

Fireside

Walker Saussey,
New Orleans

Luiianne

Lawrence Gumbinoer, N. Y.

Savarin

Kastor, FarreU, Chesley &
Chflord, N. Y.

Boscul

LOUIS SHERRY INC, N. Y.

Bermingham, Castleman &
Pierce. N. Y.

Louis Sherry

Ralph T. Foye

Constitution

J. Walter Thompson, N. Y.

Chi.

(Detroit)

(N. Y.)

CBS Morning News; 9-9:15 am; WTAQ (Green
Bay, Wise.). News; MTWTF; KMMJ (Grand
Island, Neb.). News; WNAX (Yankton, S. D.)

Chase

i Sanborn,
Instant
Chase & Sanborn

4 per

Old Corral; 2 southern mkts
Live, e.t. spots, breaks; WTMJ,
WFOX, WEMP, WISN (Milw.)

Dr. Paul; MTWTF 3:45-4 pm pst; 28 NBC sta.
News: WRVA (Richmond. Va.)
Hi! Jinx; MWF 8:45-9 am; WNBC
(N. Y.).
Missus Goes A-Shopping;
WCBS (N.MWF
Y.) 10:16-10:30 am;

Masterpiece

WAPPLES PUTTER CO,
FORT WORTH

t *

WOV

Partic
Roundy's
Edwards

WILLIAM S. SCULL CO,
CAMDEN

Fulton Lewis Jr; WRBC

Spots,

breaks: WNBC.
(N. Y.)

WCBS

(Jackson)

Market Reports 4 Weather Forecast; MWF
7:46 am; WLW (Cinci.)

7:4ft-

Melodies of Old Vienna; Sun 5:30-6 pm; WQXR
(N. Y.)
Kate

Smith

Speaks;
WAAB

MTWTF
12-12:16
(Worcester)

pm;

Charlie McCarthy; Sun 8-8:30 pm; 143 NBC sta
Paul Harvey News; Sun 10-10:15 pm est; WENR
(Chi.)

Stewart's
White
Swan

THOMAS J WEBB CO. CHI

Ivan Hill, Chi.

Thomas J. Webb

JOHN H WILKINSCO INC.
WASHINGTON. D. C

Lewis Edwin Ryan,
Washington

Wilkins

WOODS COFFEE CO.
ROANOXF
V«

News, music (e.t.); MTWTFS;

Hoffman & York, Milw.

SCHOHE COFFEE ft SPICE
MILLS. JACKSON. MISS.

STEWART ft ASHBY COFFEE
CO. CHI.

day

Live, e.t., spots; MTWTFS

SAFEWAY STORES.
OAKUND. CALIF.

STANDARD BRANDS INC. N. Y.

4-4:15 pm; 202

Spots; WXYZ
Pastene

PAXTON ft GALUGHER.
OMAHA

E T. SMITH CO,
WORCESTER. MASS.

Paul Whiteman Club; MTWTF
ABC sta

Dunker's Club

PASTENE PRODUCTS CO. N. V.

S. A. SCHONBRUNN ft CO.
N.Y.

(N. Y.)

Schilling
Martinson's

Sullivan, Stauffer, Colwell
& Bayles. N. Y.

Compton, N. Y.

ROUNDY, PECKHAMft
DEXTER CO. MILW.

mid-

(Paducah)

major mkts

'^M

10-20

(N. Y.)
Tello-Test; MWF;
WONS
fHartford). WAAB
(Worcester).
Melody Mail Quii; MWF 8:45-9
am; WBZ (Boston), WBZA (Springfield)

Neff-Rogow, N. Y.

NESTLE-S MILK PRODUCTS
IMC, N.Y.

WILLIAM REILLEY COFFEE
CO, NEW ORLEANS

fpoU. partic;
easteni nikta

Ethel 4 Albert; MTWTF 2:16-2:30 pm; WBIE
(Knoxville). WGAA
(Cedartown. Ga.).
Cecil
Brown; MTWTF 10-10:15 am; WBU (Dalton.
Ga.). Agronaky; MTWTF 8-8:15 am; WDEF
(Chattanooga).
World News; Sun 9-8:15 am;
WROL
(BSioxriUe).
Western
Music; WGGA
(Gainesville, Fla.)

Quaker
Goldbloom

MORNING TREAT COFFEE CO,
BATON ROUGE
NASH COFFEE CO. ST. PAUL

e.t.

PoweU-Grant. N. Y.

MIRAMAR TRADING CO, N.Y.
MOREY MERCANTILE CO.
DENVER

Ln-e,

Ethel 4 Albert; MTWTF 2:15-2:30 pm; KFOR
(Lincohi), KORN (Fremont). KGFW (Kearney)

M. LIVINGJTON ft CO.
PADUCAH. KY.
JOSEPH MARTINSON ft CO
INC. N. Y.

|

Spots; western mkts

H. P. LAU CO.
LINCOLN. NEB
LEE ft CADY, DETROIT

SPOTS

—

J.|F. S. COFFEE CO.
KNOXVIUE

KROGER GROCERY ft BAKIMG
CO. CINCI.

PROGRAMS

H4C

Breaks; southwestern mkts
Forfign
language
e.t.
spots.
breaks- WSBC.
WGES
(Chi.\
WEMP. WFOX 'Milw.)
The Factfinder; WTOP
Blend

(Wash.)

of Melodv (e.t.): Tu 12:30-12:46
WINC-FM (Winchester)

pm:

COFFEE ON THE AIR
{Continued from page 40)

^^IBCing

scheduled for a New York and Midwest
regional brand.
Proof of purchase is also becoming a
standard request with regional and local
coffee broadcasters who use quiz programs. No matter how successful a show
is, the sponsors are switching back to
their pre-war habit of wanting to see results in terms of actual sales. A successful program like Forbes Food Store Quiz
(KXOK, St. Louis — sponsor, March
1947) during the war and the immediate
postwar period did not ask for any proof
of purchase with the questions sent in.
When the program returned to the air this
fall after a summer hiatus, listeners were
asked to send proof of purchase, or the
usual facsimile, with their suggested quiz
questions. This hasn't cut down the
number of questions. The prizes have
increased. The mail has also. Awards
like innerspring mattresses, radios,
vacuum coffee makers, are sure-fire
pullers.
Another indication of what a quiz can
do for a coffee is reported in a KXOK
success story. The General Grocer Company has used a telephone quiz in which
the questions originate with the listeners.
Somewhat like Tello-Test in formula, $5
goes to the person sending in the question
and $5 goes to the person giving the correct answer on the telephone when called.
Each time the question goes unanswered
both the sender and the person called
have the opportunity of winning extra
five dollar bills since that's the amount
added daily until the person receiving the
station's call comes up with the correct
answer. One hundred thousand pieces of
mail were received the first year. The
quiz sold an amazing quantity of Manhattan Coffee — this despite the fact that
Forbes was also selling coffee on the same
station, and that there are a number of
other good stations in St. Louis.
Folk music appears also to be program
material that coffee lovers want to hear.
As shown in the types of programs used
by roasters, folk music represents in the
SPONSOR cross-section 9.8 per cent of all
programs used by coffee firms. In the
South and Southwest, range and mountain music gather solid coffee-drinking
audiences. Griffin Grocery Company of
Oklahoma City reports, for instance, that
it has consistently sold all the coffee
(Polar Bear) it could produce using

you". . . in INDIANAPOLIS

The Top "Hoosieratings"
Go to Live Talent Shows
When

it comes to radio listening in Hoosierland. the

shows that earn the greatest ovations — and the most
impres.sive sales results — are the programs planned,
written, played and ]jro(luced hy the live talent staff at
WIBC. For not only does Indianapolis' fastest growing radio station have the largest live talent staff in
town, but the faces on the towering WI1?C totem pole
are the most familiar and most favored in Indiana radio.
So to send Indiana sales soaring, ask your jolm Hlair
Man for full details on WIBC live talent shows —
cither ready-made, or specially tailored to flatter your
])roduct's sales physique.
JOHN

BLAIR

& COMPANY

WIBC

The

KC

5000

WATTS
MUTUAL

NEWS

Station

what {U\S& Time-Buyers see
in WHBC's new coverage
THE
BEST BALANCED
MARKET IN THE
UNITED STATES

318,440
50,540

Radio

-^

Families

Farms

5000
WATTS

1,791 Manufacturing Firms
21,019

Retail

DAY

Stores

AND

NIGHT

ABC

v^hbc

\ly

CANTON,

OHIO

The Best Balanced Market in the United States

KTUL in Tulsa. While it didn't go overboard in promoting Cousin Jack it did
1947

REPRESENTATIVES

1070

BASIC

INDIANAPOLIS

Cousin Jack Beasley's western music over
stations KOMA in Oklahoma City and

DECEMBER

NATIONAL

4J

'R^ai"
pRtSV

K(TkVU^'^

use newspaper ads and singing commer'
cials to direct attention to its programs
and product.
One objective of the national coffee
association at present is, among others, to
hit the young married market, the age
group under 35, since only 16 per cent of
this group are said to be consistent coffee
drinkers. However, this campaign has
not as yet influenced coffee roasters and
merchandisers to any great degree. There
are very few programs on the air directed
to the young marrieds and the 20 30 age
group. The Coffee Advertising Council
feels this is a virgin market and must be

Of the three truly national brands, the
A&P group. Maxwell House, and Chase &
Sanborn, the latter two have used broadcasting consistently and the former
haven't
used
the air to any extent since
Indicative of the fact that "taste" is
1936 when they sponsored Kate Smith.
not the conclusive factor that it's supMaxwell House is rated as the first big
posed to be in coffee preferences is the

tapped. Peak drinking
age bracket, although
35-40 group are also
three-meals-a-day coffee

is in the 40-tO'45
one-third of the
supposed to be
drinkers.

fact that Chicago, long rated as a "heavy
roast" market, i.e., a user of the darkroasted bean instead of the light, changed
to a light-bean territory when Hills
Coffee invaded the market and refused to
accept what local roasters claimed, that
the Windy City insisted upon heavy
coffee.

Wendy

spot on the dial — 560 k.c.

circulation buy — according to Hooperatings.

S

NBC
NBC
CBS
NBC

.NBC

NBC
NBC
CBS
CBS

Oct

•32-Oct
-Jun "32 "37
Mar '32 '40
'37-Oct

'40-Apr "42
.Nov •40-Sep '43
Nov •44-.Sep '45
'44-Sep
'45
'45-(current)

Jan
Jun

'46-Mar
'46
'47-(curTent)

programs, although some of the Maxwell
House Coffee Time shows, the title being
an omnibus tag which has included a
number of formulas, have had great followings, especiall\' the Frank Morgan
series.
General Foods did more promotion foi
its Showboat than it has for nearly an>
other program except for the premiere of
its Good News, which was the first net-

in music, in news, in sports.

studio facilities — new in the Wrigley Building.

P

Warren

CBS
NBC

Sep t>ates
Sep
Oct
Aug
Mar
Jan

Of these programs the Maxwell House
Showboat is perhaps the best-known. Inspired by the great Broadway musical
show of the same name, at first the cast
was headed by Charles Winninger, also
from the Broadway cast, as the lovable
Captain Henry. Later (in its decline) it
became a vehicle for Lanny Ross. Showboat is rated as having done more for
Maxwell House than any other of its

IS

0

Program
Maxwell Mouse
Concert
Tune Blenders
.Showboat
Good News
Kale Hopkins
Coffee Time
Topper
Thin Man
Burns & .\llen
Second Mrs. Burton

Cliicag^o's

T

national brand. They've used broadcasting since 1932 when they presented the
Maxwell House Concert over NBC. Since
that time they have had a parade of
notable programs and a few bloomers.
Their radio calendarWeblooks like this:

first few programs. However, to introduce it, General Foods used huge space

in public service features.

in national spot billing.

station choice — for maximum

work program in the $25,0O0-a-weektalent-budget class. This was, at the outset, a package sold by Metro-GoldwynMayer and broadcast direct from the
MGM lot. It was the greatest all-star
clambake that radio had heard up to that
time and MGM bowed out soon after the

returns per dollar.

and pla\cd up all the great MGM names
scheduled. It could have been great. It
was a gigantic bust. Out of it, however,
grew a number of programs that General
Foods has carried on, like Baby Suooks,
its Frank Morgan opus, and others.
General Foods' record of successful
vehicles for Maxwell House as well as for
Sanka and Postum rates an industry blue
ribbon. It has backed ver\- few lemons.
There were of course McGarry and His
Mouse, Tuv on a Clue, and Kate Hopkins,
{Please turu to page 00)
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siped and unsigned
Ad<jieAiliin(f A(fe4iC4f Pe/UOH^ijei QUoHife^,
NAME
Richard C Bachman
Robert N. Baggs
James S. Beard
Burton U. Beck
F. J. Bruguiere
Tom Cafferty
Gordon D. Gates
Bert Gavanaugh
Charles E. Goleman
E. R. Gollard
Douglas Goulter
Seth Dennis
John Eichhorn
Leonard M. Einsidler
Catherine Lewis Fassett
Milton J. Feldman
Henry Flarsheim
R. David Fris
Mary Elizabeth Gaynor
Jack Gregory
William E. Holden
Charles Hotchkiss
Allen Hubbard
Robert Hussey
Adolphe Larson ^
Jean Lawler
Joseph H. Le Moyne]
Harold Livingston
Louise Ludke
George Laflin Miller
Roger Pryor
Sherwin R. Rodgers
V. L. Scantlin
L W. Scott
Louis E. Tilden
(i. A. Wasser
Ernest A. Wilcox
Tedford L. Woodard
Alvin Zeller

FORMER

NEW

AFFILIATION

MBS, N. Y., acct exec
Intl Resistance, Phila., sis mgr
NBC, H'wood., Calif.
Fawcett Pub, N. Y., research dir
Avery-Nolan, .S. F.
WGN, Chi., comml anncr
Young & Rubicam, N. Y.
Buchanan, L. A., acct exec
Crown Overall Mfg Co, Cinci., adv mgr
Foote, Cone & Belding, N. Y., radio dir
ABC, N. Y.
KING, Seattle, comml mgr
Maas Studios of H'wood., H'wood., adv mgr
Earl Ludgin, Chi., asst timebuyer
Amer Red Cross (S. E. Pa. Chapt), radio dir
H. M. Gross. Chi.
Charlotte (N. C) News, natl adv mgr
WTRY, Troy, N. Y., women's dir
Allied, L. A., acct exec
Affiliated Products Inc. N. Y., vp, gen mgr
Dancer-Fitzgerald-Sample, N. Y., TV, publ,
prom head
Allied, L. A., acct exec
Dancer-Fitzgerald-Sample, Chi., media dir
Welborn, L. \., acct exec
Sullivan, Stauffer, Colwell & Bayles, N. Y., timebuyer
WING, Dayton, acct exec
Barton A. Stebbins, L. A., prodn, media dir
Williams & Saylor, N. Y., vp
Radio, stage, screen actor
Harry J. Lazarus, Chi., radio dir, acct exec
Buchanan, Chi., acct exec
Montgomery Ward & Co, Chi.
Sherman & Marquette, Chi., radio dir
KQV, Pittsburgh, gen mgr
Advertising House, N. Y., media dir
( McManus & Riley, Albany, N. Y., adv mgr
Donahue & Coe, N. Y.

AFFILIATION

W. Earl Bothwell, Pittsburgh, new business dcpt head
Harry P. Bridge, Phila., vp. gen mgr
O'Brien, Vancouver, radio dir
Campus, N. Y., partner, gen mgr
Avery & Bruguiere, S. F., partner
Charles N. Stahl, L. A., radio dir
Lennen & Mitchell. N. Y., vp
Roche, Williams & Cleary, Chi., radio timebuyer
Same, plans bd chmn
Same,
Keelor vp
& Stites, Cinci., acct exec
Federal, N. Y., acct exec
Hiddleston, Evans & Merrill, Seattle, acct exec
M. M. Young, L. A., acct exec
Piedmont, Salisbury, N. C, media exec
J. M. Korn. Phila., head
Ruthrauff & Ryan, Chi., acct exec
Woodard & Fris (new), Albany, N. Y., partner
Woodard & Fris, Albany, N. Y., radio dir
Same, .S. F., mgr
Doherty, Clifford & Shenfield, N. Y'., acct exec
Same, Chi., Falstaff Beer acct exec
Associated,
Foote, Cone
Western, L.
Same, chief

L. A., radio dir
& Belding, Chi.
A., acct exec
timebuyer

media dept mgr

Hutzler, Dayton, vp, radio head
Mike Goldgar, Boston, TV head
Glasser-Gailey, L. A., prodn. media dir
Doyle, Kitchen & McCormick, N. Y., vp
Foote, vp
Cone & Belding, N. Y., exec asst to TV head
Same,
Scantlin & Co (new), Chi., head
Same,
John W.vp Shaw, Chi., vp, acct exec
Pete Wasser Co (new), Pittsburgh, owner
Same, pres
Woodard & Fris (new), Albany, N. Y., partner
Lew Kashuk, N. Y., acct exec

Sp^04tdJ04> Pe^iianHel QUcuu^
NAME
A. D. Adams
John W. Burgard
H.'J. Col ton
C;. B. Hensen Jr.
Harry G. Kebel
I). D. Knowles
Robert S. Lord
A. Louis Read
Richard G. Rettig

DECEMBER

FORMER

NEW

AFFILIATION

Hickey-Murphy-St. George, N. Y., acct exec
Brown & Williamson Tobacco Corp, Louisville,
asst adv mgr
California
Fruit
Growers
Calif., chge natl sis

Exchange,

Ontario,

Diamond Iron Works, adv mgr
St. Claire, Detr., acct exec
WWL, New Orleans, comml mgr
Whitehall Pharmacal Co., N. Y., adv mgr

IV-iT
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AFFILIATION

Air King Products Co Inc, N. Y.. adv mgr
Same, adv mgr
Blatz Brewing Co, Milw., adv, sis prom, mkt research dir
Same, adv, sis prom mgr
Harriet Hubbard Ayer Inc, N. Y., adv mgr
.Schaefer, Minneapolis, sis proin, adv dir
National Pressure Cooker Co, Eau Claire, Wis.,
Wembley
Same,
vp Inc, New Orleans, dir adv, sis prom

adv

mgr

COFFEE ON
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{Continued from page 44)
which were valiant tries but not audiencegetters.
Sanka's greatest contribution to broad'
casting history was We, the People, which
it sponsored for four years.
Standard Brands, for its Chase & Sanborn Coffee, broke into radio almost as
soon as SB came into being in 1929. Like
Maxwell House, it started with a musical
ensemble. C&S had a choral group from
September 1929 to September 1930, right
at America's great headache time. Its
first great success was Eddie Cantor, who
sold Chase & Sanborn Coffee for five
years, at the end of which Cantor decided
to bow out for greener sponsorship. The
Chase & Sanborn timetable looks like
this:
ProCram

VVcb

Date

<;horal Orchestra
Eddie Cantor
Rubinoff

NBC
NBC;

Sep '29-Sept '30
Oct •29-Dcc '34

(and Chevalier)
Opera <;uild
Major Bowes
C;<iod Will <:ourt
Do You Want to Be

NBC
NBC
NBC
NBC

Summer '31
Dec '34-Mar '35
Mar '35-Sep '36
Sep '36-060 '36

an Actor?
.\mechc-Bcrgen
Berften-McCarthy
Open Door

NBC
NBC
NBC
NBC
CBS

Dec
May
Jan
Jun

'36-Ma> '37
'37-Dec '39
'40-(current)
'43-Jun '44

They also have a record of which to be

proud, except for one trouble producer,
Good Will (Murt, which was forced off the
air due to pressure of bar groups, and
Opera Guild, to which no one seemed to
listen.
Their one attempt at a daytime serial,
The Open Door, stayed for a short time
on NBC, shifted to CBS and then went
off the air in June 1944. It's nothing of
which they're proud.
However, any line-up that includes
Cantor, Bowes, and Charlie McCarthy,
all at their peak, is something of which
any sponsor may well be proud. It's a
credit also to J. Walter Thompson, which
has had the account all along, and the
agency's radio vp John Reber, who has
lived with the account from the start.
Radio is also credited partly with the
upsurge of public interest in instant
coffee, although there's no question but
that the war-inspired increased production of the concentrate is primarily responsible. Having developed the facilities to produce instant coffee the industry
naturally wanted to see if a market could
be created for it. Instant coffee is not, of
course, a new or a war-bom product.
Both G. Washington and Barrington
Hall survived World War I, although
neither is among the first three today.
Today's national leaders are big users

of broadcasting. In sales rank, Nescafe
is first, Borden's second, and Maxwell
House third. Nescafe is using the Paul
Whiteman Club (ABC). Borden's was
introduced on County Fair and that program for one year represented almost the
entire advertising for the product. Such,
however, was the program's impact that
it brought the product up to second place.
Chase & Sanborn also have their instant
coffee on Charlie McCarthy and in television and theirs is one of the six brands
of soluble coffee which most food merchandisers feel will survive. These six
which will remain (unless something unforeseen bycoffee men at the present time
upsets the bean cart) are: Nescafe, Borden,
Maxwell House, G. Washington, Barrington Hall and Chase & Sanborn.
Coffee men point out that the big
problem is to deliver an instant coffee
which tastes, to the coffee-drinking public, the same as their regular brew. That's
why instant brands (except Nescafe) on
the air stress, besides the convenience,
that theirs is real coffee.
In the most recent market surveys conducted by leading local newspapers and
radio stations in eight markets, Maxwell
House has the lead three times, Hills four
times, and Butternut once. The top
three according to the surveys, and their
percentages of the market, appear in the
following order:
Omaha
Ist
2nd Folger's (33.3)

nut (48.4)
ButterHills
(35)

Maxwell (23.4)

365 QMS
lowas

A YEAR.'

l\vin markets — rural and urban

— give you a bonus "present" every
day ^\ith the highest per capita income
in the U. S. A.!
There's always a holiday buying spirit
in Iowa's twin markets where listening to WMT is a habit 365 days a
year. (Just as it has been for a
quarter of a century.)
.'Vsk

the

Kat7

man

for

'. _ WNA'SS-N. *:v\"N

WMT
RAPJOS

Th* Station Built By Loyal Listinarihip . . . Now
in itt 25tk
Yaar!
BA»C
SOOO wottt
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COlUAUfA
600 k. c.

ButterIndianapolis
Hills (13.1)
Philadelphia
Boscul (21)

Folger's (18)
PhoenU

(8.4)

.\sco(11.8)

New (22)
York
A&P*
Maxwell (27.2)
HiUs (34.1)
Hills (32.8)
Hills (32.8)

Martinson (9.5)
Sacramento
MJB(13.8)
Fresno
MJB (18. .S)
Modesto
Maxwell (13.2)

Maxwell (13.1)
Maxwell (I8.I)
MJB (13)

*All Ihref brands

details.

■ <'«S>«i'<l>'>&*QC^'^.

CfOAR

Maxwell (26.1)

St. Paul
nut (19.4)

Hills (9.7)
3rd

NITWOHK
Day and Night

The fight for the sale of the 4' 4 pounds
that the average family buys a month is
scheduled to be intensified. Nobody in
the coffee field wants to go back to the
time when Brazil to hold up the market
had to dump thousands of bags of coffee
into the ocean.
The general feeling in the coffee field is
that broadcasting can do the selling job.
After all, it is credited with having made
a major contribution to increasing the
U. S. coffee consumption 66 per cent in
the past 10 years.
SPONSOR

TV COSTS
(Continued from page 39)
How-to-do'it selling is naturally better
with sight and sound than it is with sound
alone.
The stakes are high in TV but advertising executives feel that it will deliver a
sales miracle for the men who really study
how to use it.

WHY

SPONSORS

CHANGE

(Continued from page 16)
is to tear apart a radio program.
Nevertheless when it comes to closing,
it's seldom that a contract is signed without the advertising agency's suggesting a
complete campaign. Probably less than
one-third of advertising agency changes
are consummated without a campaign
outline. In most cases these campaigns
are paid for by the prospective clients.
Very few important agencies at present
record programs or do finished art for an
advertiser on spec. Lesser agencies may
go all out to land new business and frequently invest as high as $25,000 on a
presentation and suggested campaign.
Advertisers who have these presentations
made to them know that if they "buy"
the agency they'll actually pay for the
campaigns in some way or other.
Twenty-five per cent of all agency
changes are accomplished without a presentation's being made. These come
about generally through a "suggestion"
by a major stockholder or financial interest in a firm to a top corporate executive
that a change is called for. Such a note
was written by the president of a motor
firm to the key executive of a radio manufacturing firm in which he had a sizable
financial interest. The note read, "You
old
, give the bearer of this note your
advertising account."
When Major Bowes sold Chrysler his
Original Amateur Hour he asked the
motor man through what agency the
business should be placed. Chrysler told
Bowes to select his own since he'd have to
work with it.
Bowes in turn asked C, "Doesn't your
son-in-law work for RuthraufF and
Ryan?"
C answered "Yes."
Bowes then said, "Why not keep it in
the family?"
Which explains why R&R billed a
good slice of the Chrysler advertising
budget for a number of years.
Full page advertisements in the New
York Times, when they had something to
say, have been known to swing accounts
to the agency that used the full page.
Erwin, Wasey, following the financial
crash of 1929, ran a full page headed
DECEMBER
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Find the Sponsor whose station plays Santa Claus to its advertisers 12 months a year! hHe's the merry-maker who

WVET

enough to sign up with Rochester's
new live-wire, up-and-at-'em station —

BASIC

MUTUAL

ROCHESTER,
5000

NATIONALLY

WATTS
REPRESENTED

was smart

STATION

NEW

YORK

1280 KC

BY WEED

AND

COMPANY

''^^ 1a *«»-**

PIONEERING SINCE

1942
•

(Zn cdtaMiiJhed claim
an the

offices in Chicogo
New York • Detroit
Si. louis • los Angeles
Son Froncisco

JCatiAOA CU^ Aitvcket
•

JOHN
BLAIR
t COMPANY

for availabilities write
O. R. Wright, Sales Manager
Porter BIdg., Kansas City, Mo.

•
E. L. DILLARD,

GENERAL

MANAGER

REPRESENTtNC

LEADING

RADfO

STATIONS
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"Now that the headache's over let's go to
work." The direct traceable results of the
page were millions in new billing for the
agency. The first account to come into
E, W through the ad was the Saturday
Evey}ing Post. More recently, Deutsch &

SELL
OUT

IN THE

SOUTH'S No. 1 STATE
WITHIN

OUR

Primary+Area

* The People
Combined: 1,000,000
Urban only: 131,000
Johnson City. .34,000
Kinssport
33,000
Bristol
; 30,000
Elizdbethton. . .20,000
GreenevilJe. . . 8,000
Erwin
6,000

that it wasn't the use of full pages that
started the flow of business in the case of
Wasey or D&S but the ads themselves
and perfect timing in each case.
Sponsors' change of agencies inspired
by newspaper or magazine advertising is
less than 3 per cent of the annual turnover of accounts. Advertisers like agencies to use space to sell the idea of advertising because most of these ads go into
publications that reach stockholders and
thus make it easier for advertisingminded executives to keep the moneymen

* Radio Homes
WJHL is the only full time
regional station serving
this dred. Thirty-tv^o BMB
counties with 85,020 BMB
radio homes. WJhlL is the
"most listened to" in ten
of its 32 BMB counties.

sold on what they're trying to do. Space
in Fortune and trade media is generally
classified as "insurance" on accounts in
the house. Despite the fact that most
agency copy is apparently geared to
straight selling . . . the straight selling
keeps the business in the house sold.
In a majority of cases advertising is a
top-level matter with policy set by the
board of directors. The board doesn't
stop with policy either. In many cases
the actual program is played for the
policy makers in the board room and they

• WINSTON-SALEM
• GREENSBORO
• HIGH POINT

2.5 MV/M
MEASURED
SIGNAL

210,200 PERSONS
$179,469,000 in Retail Sales
$283,685,000 in Buying Income

We Lead Day and Night
in This Big Tri-City Market
fd'-HM&-J

BMB DATA FOLDER
j:'?i~W

Vjr-Z.

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

NBC
AFFIUATC
Natiofial R*»r*s«iit«Mva
HEADLEY-REED COMPANY
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STATIONS

•••••••

A STAR
MARKET
o///,e SOUTH

Shea, Inc., took a page to tell "A Truth
About Advertising," and is presently a
beehive of activity making presentations
to new accounts. Accounts point out

OF

CITY FOLKS

•

* Buying Power
Highest

income

bracket

group
South.most thickly
Richest inand
settled rural communities
in South.

* Industry

Plastics
Textiles
Bookbinding
Hosiery
Hardv^ood
flooring

make the final decision. This doesn't
take the curse off a program that later
fails to find an audience. The more positive a corporate director is that a show is
just right for his firm, the more he will
blame the agency who suggested the pro-

Rayon
Silkmills
Furniture
Foundries
And many others

gram when it doesn't produce. Therefore
programs that fail also have agencychanging repercussions. No matter who
okayed the vehicle, when it bogs down a
new deal is called for. Only the old-line
agencies with plenty of director and stockholder contacts have client relations that

* Tobacco:
Agriculture
100,000,000
pounds sold annually
Dairy
market World's largest
Beans:
Poultry

survive broadcasts that don't produce.
Program stars have brought about
agency changes in a number of cases.
Before Bing Crosby signed with Philco
there were four agencies that would have
landed million-dollar-plus billings if
Crosby would have signed with them.

Livestock

* Tourists
Heart of TVA recreation
area.
Gateway to Great
Smoky Mountains.

J. Walter Thompson's regaining part of
the Ford broadcast account is directh'
traceable to its being able to deliver Fred
Allen. When Jack Benny threw the
blame for a declining Hooper on Y&R
some years ago and left the agency, he
helped Ruthrauff and R\an land a solid
piece of the American Tobacco Company's business. Bob
Hope,
Edgar

John E. Pearson Co. — Reps.
910Kc Ml. I H

I

5000 WaHs

Johnson City, Tennessee
ABC
Full Time

•

SPONSOR

****•**■

Bergen, Fibber McGee and Molly, Walter
Winchell, and a number of other stars
whose programs regularly make the
Hooper "First Fifteen" all are in the position of being able to move an account
from one agency to another. When The
Great Gildersleeve was lifted out of the
McGee program family, the Needham,
Louis & Brorby agency landed part of the
Kraft Food Company account with the
program built around the character.
While, as indicated before, accounts that
are brought to an agency through a new
program can also be lost to that agency
through another program, NL&B has
held the Kraft business all along and expects to continue to hold it as long as
Gildersleeve continues to entertain an
audience.
One great danger agencies face when a
new program is sold to a client or brings in
a new account is keeping the client sold on

GIVOT
"THE AMBASSADOR
WILL"

OF GOOD

the vehicle while it's attracting an audience. As indicated in sponsor's report on
Johnson's wax-selling on the air (January
1947) Fibber McGee and Molly at the outset was no ball of fire. If it hadn't been

i

for agency partner Jack Louis' unique
position with the S. C. Johnson Company
sponsor, it is very probable that the
agency would have lost the account and
Fibber would have had to look for another
bankroller. It's possible that the team
would never have reached the top.

DAVENPORT, ROCK ISLAND
MOLINE,

EAST

MOLINE

Only woe delivers satisfactory
year-round NBC service to the
Quad-Cities . . . the largest
metropolitan area between Chicago and Omaha, and between
Minneapolis and St. Louis.
Approximately 218,000 people
work and live here . . . make it
the 40th retail market in the
nation.
5,000 Watts, 1420 Ke.
Basic NBC Amiiale
B. J. Palmer, President
Buryl Lottridge, Manager
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Some accounts stay with agencies regardless ofprogram or campaign. For the
most part these are accounts which have
interlocking directorates or where there
are mutual financial interests in agency
and account. These latter are not necessarily house agencies, which by agreement
are forbidden to collect the usual 15 per
cent agency discounts on business placed
for their owners. No one is surprised that
Coca-Cola stays put at D'Arcy, Listerine
at Lambert and Feasley, Vick Chemical
at Morse International, Barbasol at
Erwin, Wasey, General Mills at Knox
Reeves, Campbell Soup at Ward
Wheelock, or Bulova Watch at Blow, to
mention a few account-agency faithful
twosomes.
Such accounts are in the minority.
There are a number of other accounts
which stay with their agencies for a long
time, or travel with their account executives from agency to agency (like Continental Baking which traveled from
BBD&O to Benton and Bowles to Ted
Bates with Ted Bates, who was its account executive before he opened his own
shop). Solid service and close personal
and business friendships between company and agency executives cement
(Please turn to page 56)

LOOKING FOR SOMETHING
NEW IN RADIO SHOWS?
HERE IS A SHOW THAT
IS NEW AND DIFFERENT!
A

OUARTER-HOUR
SONGS

feoturing

AND
the

OF
GOOD

LAUGHS,
WILL

inimitoble style of

George Givot
FIFTY-TWO
OPEN-END
OUARTER-HOUR
TRANSCRIBED
PROGRAMS

C. BRUCE
Radio

KNOX

Productions

FAIRMONT HOTEL
ATOP NOB HIU
SAN FRANCISCO 6 CALIFORNIA
YUkon

6-0224
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No. 4

in a series ,

tough -minded
examination
CBS leads all other networks in delivering

of 1947

actual audiences at lowest cost to advert i>er-.
CBS achieves this effectiveness by means ot

radio values
shows that

superbly balanced facilities and completeness
of coverage combined with CBS' ability to
provide advertisers with programs that
simultaneously win large audiences
and deliver outstanding radio values.

CBS is the
most effective

CBS does this with a "Package Program"
operation unmatched in network radio.
For example: "My Friend Irma" and
Arthur Godfrey's "Talent Scouts". . .

networic

both CBS-built, CBS-produced

. . . both

in their first sponsored season . . . are
ranked by NRI among the top-audience
shows in all network radio.
And along with this . . ."My Friend Irma"
ranks third, "Talent Scouts" fifth, in
number

of homes

deliveretl per dollar.

The reasons why CBS is able to supply
such performances for its advertisers are
factually summarized in a new study.
To see the study . . .
And to get the utmost in radio values . . .

SEE CBS...
THE COMPLETE

NETWORK

^
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STANDING OP
VHVIR THE TEST
O ROCHESTER
Tied for 9th place among

(N.Y.)

all cities in U.S.A.

In the 1947 Test Market Survey!
Ranked

1st in New

States among

York and Middle Atlantic

all cities of all sizes!

Tied for 5th place among
in 100,000 to 500,000
Ranked

1st in New

all cities in U.S.A.

population group!

York and Middle Atlantic

States in 100,000 to 500,000

group!

O STATION WHEC
Hooperatings

show

more

listen to WHEC than
Rochester Station!
This WHEC

advantage

any

people
other

holds good

morning, afternoon and night— and
has ever since Hooperatings

were

instituted in Rochester 4 years ago!

*SOURCE— Fourth Test Market

Rochester and WHEC— What a Com-

Survey conducted by "Sales Management" magazine released
Sept. 1, 1947.

bination for a test campaign!

THE STATION THAT COOPERATES

ROCHESTER,
National
DECEMBER 1947

Representatives:

J. P. Mc KINNEY

&

N.Y
SON,

New

York,

Chicago,

San

Francisco

55

Make Hay in
North CarolinaThe South's
No. 0 State

- WPTF
North Carolina's
No. 0 Salesman

^41^^^^^^$
WPTF'S
Primary
Has More Farm Income
Than Any

Southern State
Except
North Carolina Itself.
Gross Firm Income

North Carolina
WPTF Primary
Kentucky . .
Florida . . .
Georgia
. .
Virginia
. .
Tennessee . .
Mississippi
.
South Carolina

.

.

. S712.604.000
640,895,000
490,285,000
423,728,000
419,583,000
383,722,000
367,721,000
333,528,000
259,925,000

WHY

SPONSORS

CHANGE

(Continued from page 49)
relationships that withstand campaign
failures.
As long as there's a working understanding between agency and client (as
there is with most of the big agencies)
the failure of a single program or campaign does not affect the over-all relationships since both realize that there is
always the possibility of a campaign's
hitting the wrong note just as there is the
possibility of an advertiser's line not being
geared to the market for which it is
manufactured.
However, most advertisers are not in
the position of being able to take lightly
the failure of an advertising campaign ot
a product. Even an "inexpensive" radio
program on a coast-to-coast network will
cost $350,000 a year for time and talent.
A national spot program with adequate
coverage will run $100,000. In a great
number of cases this kind of money represents either the entire advertising appropriation or a sizable part of the firm's
budget (except of course in the case of
industrial giants). Pressure on an agency
is terrific, despite the fact as indicated,
that more often than not the board of
directors and the president of the account
have okayed the campaign. No one can
take the failure of a network or national
spot campaign lightly. When a radio
campaign fails, agency men rush in with
alibis. When the story isn't good enough
the client starts looking for a new agency.
This is one of the reasons why some
advertising agency men have welcomed
the return of the webs to the programpackage-producing business. As the operating executive of one of the two top
agencies in radio billing put it:
"Networks have the facilities and the
staffs to test programs. No agency has
either facilities or staff adequate to assay
properly the public interest in a show.*
When we produce our own programs fullblown we become showmen with no place
to sneak-preview our wares. The sooner
agencies permit the networks to develop
entertainment packages, the sooner the
radio end of the advertising business will
assume a little stability.
"This doesn't mean that the agencies
'mustn't live with the program once it's
bought for a client. It doesn't mean that
there isn't a great area in which agencies
must work for a radio advertiser. So
much agency time has been spent developing programs that the commercial side is

FREE O- PETERS, Inc , NalionjI Repr«jenl.tl»«»

56

*\lhile Srhtrerin (SPOXSOFI. \tarch I9'i7). Calhip,
/,fi:nrsfftd-Slnntnn. and nthrr svslrnis pretest pro'jriinit. the ori/v sure test is (irliinl t}rfHidcasting of the
pr'}tfr,irii fnr nt least a I.'1- week run.

frequently given short shrift. The commercial isour business. The creation of
reactionshouldn't
of one agency,
Young and
theThe
program
be."
Rubicam, to CBS's package-building can
best be appraised by the fact that it
bought that chain's My Friend Irma and
Arthur Godfrey's Talent Scouts.
With some of the best research brains
in business, agencies still admit that advertising iat
s best only partially a science.
Advertisers trust only success. They look
upon their agencies as collections of
creative minds. They know that very
few of these minds feel any real affection
for their firms — that in most cases good
copy, art, and campaign men will and do
shift when greener fields present themselves. When they're forced to change
agencies they don't worry too much — the
programs and the necessary creative
talent will go along with the shift.
There is also a deep-rooted feeling
among old-time advertising men that no
account should stay too long with the
same agency, or, if it stays at an agency,
with the same creative group. Radio,
copy, and art men, they claim, are worn
out working too long on the same account
and a new deal is called for regularly.
That also accounts for some client moves
from agency to agency.
Asked why his corporation had a number of small agencies handling his account
instead of one of the big five, the chairman
of the board of a great food organization
said, "I've invested hours listening to presentations from all the biggest advertising
agencies. If I were to interchange the
names of the organizations I am afraid
that I'd never be able to identify the
agency through its presentation. The
big agencies, by and large, all come from
the same can. You can't tell them apart
if you don't keep the label on the can.
We couldn't exist that way and 1 can't
see having our advertising handled by
carbon copies of successful advertising."
Although Bill Lewis of Kenyon & Eckhardt (rated as the most successful agency
salesman in the radio field by his comfjetitors) says that his formula is "get a
piece of a big account's business, do a
low-cost productive job for the client, and
then watch the account grow," the fact
remains that the great majority of advertising accounts don't shift that way. It's
one agenc>'s failure, not another's success, that inspires account movements —
and agency ability to handle the business
unfortunately has ver\' little to do with
the case.
Too many executives have their fingers
in the promotion pie. There's nothing
constant in agency business but change.
SPONSOR

BANKERS'

MYSTERY

{Continued from page 20)
While the open mind is slowly replacing
the hide-bound thinking of a decade ago,
90 per cent of America's banking institutions continue to use no radio advertising.
A considerable number of these are too
small to buy radio advertising and an
additional number are located in towns
•which don't have their own radio stations
or else have no radio outlets which cover
the population that the bank aims to
serve.
Nevertheless, more than 50 per
cent of the nation's 16,000 banks could
use broadcasting. That only 1 ,600 do use
it may be traced chiefly to the fact that
most bank advertising men admit that
the medium
stumps
them.
To this
ignorance of how to employ the spoken
word on the air for selling banking
services must be added the fact that most

effective despite the mixing of institutional and commercial copy. There is no
heavy selling. The program does the job.
The City National Bank of Oklahoma
City, Oklahoma, is only the fourth largest
bank in that city, but it's growing month
by month. It has found that mysteries
deliver good banking prospects and is now
using The Shadow. It has employed news
co-ops and 15-minute transcribed mysteries like Philo Vance from time to time.
City National spends one-third of its adbudget in radio and another good slice of
the bankroll promoting its broadcast advertising. The bank advertising manager

states his credo in the following manner,
"Radio advertising can't run itself.
Availabilities must be carefully checked.
Opposition must be carefully watched,
not only when the program is first sponsored but throughout the entire run of the
program, because in most cases competition changes many times even during a
13-week campaign. Banks must not get
into radio advertising unless they are
willing to spend enough to make certain
of a good impression on the audience.
Commercial air-copy must always sell
bank services in small doses."
Contrasting with the Oklahoma City

banks frankly don't know what they
want to sell. In the American Bankers
Association 1947 survey, ABA members
■were asked what they expected from advertising. Ofthe over 2,000 respondents
1,000 said "sell" and 1,059 said "educate
institutionally."
While an institutional
job and direct selling are not incompatible, advertising that achieves both at the
same time is the exception, not the rule.
One station sales manager after another
comes back to his desk tearing his hair
after trying to sell a bank on using radio.
To quote one commercial station manager, "I find bankers hard people to talk
to about advertising.
I understand retailers and their problems. I don't understand bankers and their problems, and no
banker I have ever talked to yet has been
able to tell me what he wants his advertising todo for him." Another stated his
gripe about bankers in terms of banking.
He pointed out, "If bankers would only
think of the broadcast dollar as they do of
their investment dollar, in terms of money
that will draw interest only if it's left
where it is month after month, we'd all be
happy. Instead they want to invest a few
dollars in the medium and expect them to
blossom forth in no time at all. They expect results through consistency in their
own business but they refuse as a group
to be consistent about advertising."
There are some banks which, running
contrarywise to the general trend, have
produced better than satisfactory results.
The Northern Trust Company of Chicago
has been on the air for 17 years. Its program, The Northerners, built along lines of
the old Revellers singing group, fills a half
hour weekly over WGN. Continuity of
effort has delivered proved results year
after year. The commercials are highly
DECEMBER
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bank is the Fidelity Savings and Loan
Bank of Spiokane, Washington, whose
advertising manager states succinctly,

t ^x

mm

J.

Atlantic CUy''s Hotel oj Distinction
The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Baths. Glass in-

closed Sun Porches.

Open

Sun Decks atop. Delightful
Cuisine. Garage on premises.
Open

All Year.

Fiesta Crill and Cocktail Lounge
Favorile Rendezvous of Uie Elite
Exclusive

The Watertown National Bank, up
near the Canadian border in New York
state, has created a one-man documentary
selling vehicle. Watertown lies in historical territory and the program gathers

OTEL^DlTiU^D

Salt Water

"We prefer spots. We have tried programs and don't feel they do as well."
KFIO.)
(Fidelity's spots are on KXLY and

Pennsylvania Avenue
and Boardwalk

outstanding listening. It's endorsed by
the schools and Chamber of Commerce.
Local businessmen approve of it since it
sells the area they serve to itself. Since
schools, C of C's, and local businessmen
represent a solid slice of a bank's prospects for depositors and borrowers, any
local program that can attract them is
bound to help a financial advertiser.
Proof that banks do not need the institutional and stuffy type of program is
best evidenced by the broadcast advertising operations of two southern banks,
the Rapides National Bank of Alexandria,
La., and the Bank of Charlotte of Charlotte, N. C. The former uses local high
school sportscasts and wins the business
of the students' dads besides influencing
the future businessmen of Alexandria.
The Charlotte institution does its best to
avoid stodginess by buying an hour-andthree-quarters disk-jockey session on Sunday afternoons over WBT. Only popular
music is played; Carle, Lombardo, and
Herman are typical of the disks placed on
the turntable. Feeling that the type of
music tells the story of a bank that isn't
stand-offish, the commercials are institutional. There're plenty of mail requests
for listeners' favorite disks. This is another case where the type of program does
its own selling.

on every dial
•

KNOXVILLE'S
ONLY
INDEPENDENT
FORCE

wik
Knoxville, Tennesee
Represented by Donald Cooke, Inc.
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Contrasting with the mass level of the
Charlotte bank's use of radio is the program of First National Bank of Boston,
Sunday at 4:30. This bank has spent
$150,000 a year for three years to present
the Boston Pops under the direction of
Conductor Fiedler. The first year the
commercial copy on the program was
institutional. The second year the copy
had a "free enterprise" slant. Currently
it's using restrained straight selling and
George Hicks-like tales of bank officials
who have risen from the ranks. Since
both the fine music of the Boston Pops
and the First National are integral parts
of the New England town, it's easy to see
how they go together. The appropriation
of the First National for radio alone is
almost one-third larger than the average
advertising budget of a bank of its size.
This latter figure, according to the Finan-

cial Advertisers Association, is $106,412.
"

Among the 1,600 banks ypeusing broadcasting the program preference is for
news, seven to one. Sportscasts run
second.* This over-all preference for
programs is verified by a recent (October 1947) survey of the banks using network cooperative programs. The breakdown, by program types, rdn as follows:
BANKS

USING

NETWORK

Newscasts
Forum
Proftram '1
Current Affairs
Mysteries Commentary
Women's
Quiz
Sportscasts

CO-OPS
8.3
Per Cent
«9.5
1.3t
17.9
1.3
1.3
1.3

Banks were among the earliest users of
network cooperative programs. Fulton
Lewis' first sponsor was the American
National Trust of Denver, Colorado, over
KFEL.
They still sponsor him.
Although banks have a long way to go
to begin, as a group, to use broadcasting,
credit must be given to the American
Bankers Association for trying to educate
its members to the medium. From ABA's
first fling at producing a program for
local sponsorship (during the same year
that the banking group failed so miserably on the Blue Network — 1937) to
date, the association has always served
its members with either transcribed programs or scripts. Presently they have a
series of 52 five-minute transcribed programs on the agenda. These will be used,
they hope, as dramatic spots in local lyproduced bank programs. Most of their
previous transcription attempts have resulted indeficits for ABA but they expect
that this new venture will be in the black.
A bank's greatest problem is to decide
what it has to sell. Money is still the
most difficult of all commodities to buy.
Broadcasting is no help to confused thinking on the part of an advertiser. It's
direct and a personal medium. Because
newspapers are relatively impersonal
mediums, almost 100 per cent of the
banks use them.
Only 27 per cent of the small banks (up
to $5,000,000 in deposits) use radio. This
percentage rises to 83 per cent for the giant
banks of over $400,000,000 in deposits.
The rub is that there are 10,787 of the
former class of banks and only 31 of the
latter.
Banks and radio have a lot to learn on
ably.
how to get along with each other profit*/n a report to the ABA.
t While preference is high for local sporlscasU. the national
(nehmrk shoirs) broadcasts nf sporting etents do not
hold the same appeal.
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Nielsen's audimeters. His other 68 per
cent must cover 46.4 per cent of the na-

NIELSEN'S TOP TWENTY
(Continued from page 28)
homes are located in the following states
in the following manner:
State
♦Connecticut
*New York
New Jersey
Pennsylvania
West Virginia
Kentucky
Ohio
Micliigan
Indiana
♦Wisconsin
Illinois
♦Missouri
East and Midwest

Audlineters
18
150
65
145
21
28
108
77
53
34
126
22
847

♦North Carolina
♦South Carolina
♦Georgia
South

19
9
13

♦Louisiana
♦Oklahoma
♦Texas
Southwest

14
22
44

Because so many sponsors
search coverage by the sample
big cities, Nielsen reports the
his audimeter homes in big
centers as follows:

170
1138.

judge rC'
located in
location of
population

Audimeters
124

76
57
36
44
27
21
19
21
13
438

Thus 16.6 per cent of the nation is
covered by more than 32.0 per cent of
1947

nor does it report actual listening. It's
merely a record of a receiver being turned
on. Recent check-ups by advertising
agency research departments indicate
that this lack of definitive information on
who is listening is not important for nighttime ratings, since sets are seldom turned
on at night without someone's listening.
Similar daytime figures are probably
somewhat inflationary, since housewives
do turn on their radio receivers and leave
them on over an extended period while
listening only sporadically during the

Announcer, Frank Gallup

Selection of NRI homes, as Nielsen
period.
calls the families covered, is, as far as is
humanly possible, based on stratification
as to income, education, and a number of
other factors which Nielsen's organization
has found to be important. That this is
almost impossible to accomplish in a
broad sense, at least at present, is indicated by the fact that the first requirement in placing audimeters must be population. When there are hundreds of
counties represented by one audimeter
each it can be seen that stratification

"Songbird Kay Lorraine is scheduled For the
WINCHELL
biggest gal build-up —WALTER
since Dinah Shore"
"Kay

Lorraine

is the greatest modern songstress" — QUENTIN REYNOLDS

Write . . . Wire . . . Phone . . .

3lwvtif S. Qaedman
RADIO

PRODUCTIONS

19 East 53rd St.

New York, N. y.

other than for population is a tough assignment. However, within the limitations imposed by size of sample, Nielsen
does take income, education, etc., into
consideration in installing his audimeters.

Roughly therefore onc'third of Niel'
sen's audimeters are located in 10 of the
nation's top 13 cities. Baltimore, number
7, Boston, number 10, and Washington,
number 1 1, are not covered.
This city rank order is based upon the
last U. S. Census (1940). The population
of these 10 areas represent 21,791,924
individuals or 16.6 per cent of the 131,'
669,275 recorded individuals in the 1940
census. This 131,669,275 U. S. population is supposed to have increased to
140,386,509 by January 1, 1946, and the
increase in the top 13 cities is supposedly
in proportion to the over-all increase al'
though the West is recorded as having increased more rapidly than the rest of the
nation.
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53 transcribed musical ]/i hours
with special Christmas program

80

California
127
Washington
25
Oregon
18
Pacific
Total audlmeter homes

City
New York
Manhattan 32
Kings
44
Queens
22
Bronx
23
Staten Island 3
Chicago
Los Angeles
Detroit
Philadelphia
San Francisco
Pittsburgh
Cleveland
St. Louis
Milwaukee
Big city total

41

tion, since according to Nielsen's statement he is covering 63 per cent of the
U. S. A.
The audimeter records on a tape the
minute-by-minute use of the radio receiver to which it is attached. It makes
no attempt to give the number of listeners,

THE KAY LORRAINE SHOW

Nielsen's "Top Twenty" is based upon
average audience. Since the "average
audience" rating figure is just one of the
figures contained in the NRI "pocket
piece" sent to subscribers it is important
that it be explained. "Average" in the
Nielsen use means listening in the average
minute; i.e., if the program is 15 minutes
in length the number of NRI homes
listening in each minute are added
together and divided by 1 5 to obtain the
average for one minute. (Technically
Nielsen may use some other and quicker
method of arriving at this "average
minute" figure but in effect this is the
significance of this rating.) Other rating
figures which Nielsen reports are "total
audience," i.e., receivers tuned to a program at any time during its broadcast;
and a rating figure which reports listenership in areas in which the program can be
heard.
The other figure which is released with
*Slales covered only in pari by audimelers as indicated
by both Ihe territorial and the population maps.

[gW The Best Buy in
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I
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THE JOE HERNANDEZ SHOW
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!

Nightly . . . 3,000,000 listeners in
Southern California, via KMPC!
1,500,000 listeners in the San
Francisco bay region, via KYA!
Mr.

Sponsor, or Mr.

Account

Executive, this is the show that
delivers, six nights each week,
throughout the year!
The Joe Hernandez

Radio Show,

featuring Thoroughbred Racing,
is available for the San Francisco, Oakland, San Diego,
Portland and Seattle Markets!!

The Bloodstock Agency of California
954 So. La Brea Street
Los Angeles 36, Calif.
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the NRI "Top Twenty" is the NRI
homes reached per ad-dollar. This is
arrived at by projecting the reports of the
1,260 audimetcrs to the 63 per cent of the
U. S. reported upon by NR 1. No attempt
is made to relate the number of NRI tapes
to the area covered within the NRI territory by any network. The total NRI
area is used in each case. The cost factor,
according to the Nielsen organization,
takes care of the partial networks, i.e., if
the network is small the total cost is less
and this balances the low number of NRI
] homes reported listening. Thus the
I "homes-per-dollar" figure should be correct. In reporting the NRI-homes-perad'dollar, Nielsen uses the "total audience," not the "average audience." In
other words, everybody who hears any
part of a program is figured as a program
listener when number of NRI homes per
dollar is reported.
Nielsen's "Top Twenty" without projection isa report of the listening in 1,128*
homes selected by Nielsen as representative of 63 per cent of the nation's radio
homes. The cost factor, included in the
report, is the number of homes per dollar
reached by each program listen in the
"Top Twenty." There may be programs
that reach more homes per dollar but
which do not reach the "Top Twenty"
pinnacle — the audience may be smaller
but the cost may be even smaller than
that.
Nielsen's rating system is criticized
because he is heavily weighted in the over
500,000 population cities; other critics
question his audimeter distribution. Acceptance of NRI conclusions must be
based upon the fact that Nielsen has been
in the research field for a number of years,
and has unquestioned integrity. It is
noteworthy that he has built an organization to which clients have paid $40,000,000 for reports.
At the very least NRI gives an accurate
report of sets in use in 1,128 radio homes
located in areas including 63 per cent of

5,433,574
REMEMBER
they

hear

People
what
on

.

.

WIP

PHILADELPHIA'S PIONEER VOICE

BASIC
Represented

by EDWARD
60

MUTUAL
nationally

PETRY & CO.

.

the U. S. population. At the best it's an
accurate index to the circulation of a program in the area covered. The truth, as
advertising research men see it, is somewhere in between the two.
*The
difference
this figure
and thai
the many
I'lOO
auditneters
in usebetween
is accounted
for by II7S
the fact
homes hare more than one radio receiver and therefore
more than one audimeter.

HOOPER'S

FIRST FIFTEEN

{Continued from page 29)
people (1940 census) living in the 36
Hooper cities. To this figure must be
added the non-urban population which
Hooper interviewers phone while covering
their city areas. According to Hooper's
field staff this roughly increases the popu-

lation sampled by one-third (9,695,180),
making the total number sampled 38,780,722.
With the average American family
numbering slightly over four, this would
mean about 9,697,000 families in the
Hooper areas. Since 735 telephone calls
are made each 1 5 minutes in the areas in
which these families live, a quarter-hour
program rating is based upon one call for
each 13,194 families (735 into 9,697,000)
In the case of longer programs the ratio of
phone calls to population decreases and
with a 30-minute airing one family in each
6,597 is called.
In the case of daily programs, of five to
15 minutes, on which only one rating is
reported for the entire week, 3,675 calls
are made, each call representing 2,638
homes.
Hooper's ratings are based upon total
homes, not radio homes, and are therefore
likely to be a little lower than other
ratings which are based usually upon
homes with radio receivers. (According
to the Broadcast Measurement Bureau
90.4'^ r U. S. homes have radio receivers.)
A question frequently raised by sponsors and agency executives is how accurate a gauge of program popularity are
Hooper's tabulations?
Hooper not unnaturally has been interested in this question also, and has compared the ratings which he makes in some
83 city areas with his 36-city network
figures that come out of the hopper twice
a month. Nowhere has Hooper found
more than a 0.6 difference between the
reports from his 83 cities and his regular
36 areas. This, research men point out, is
below the normal permissible statistical
variation. Hooper releases, with alternate refx)rts, a graph showing the plusand-minus margin of error to which his
reports are subject. With a daytime strip
rating of 7 (average for a top soap opera)
and the normal number of telephone calls
made for a five-a-week 15-minute program (3,675) the rating is subject to a
plus or minus swing of 0.9. In other
words, the reported rating of 7 m ght, in
fact, be a 6. 1 or a 7.9.
Hooper reports to the trade and consumer press twice a month the "First
Fifteen" nighttime network programs and
once a month the "Top Ten" daytime
programs. A report ma>- come as much
as 17 or as little as II days after a program airing. The report issued on the
18th of the month covers the first week of
the month; the report issued on the 30th
covers the third week. This is Hooper's
greatest asset since it enables sponsors to
ascertain quickly the popularity of their
programs.

SPONSOR

f 4ltet52iin
{Continued from page 4)
mittee whose objective will be to suggest
ways of making a better alUaround BMB,
we were very glad to be able to sign an
unconditional subscription contract with
the Broadcast Measurement Bureau. We
have also re-signed with Hooper for the
regular Hooperating service. We had no
desire to "travel alone" but there were
some matters to be straightened out, and
we had to allow sufficient time for everything to be worked out satisfactorily.
Everything now seems to be in applepie order.
Next item. Our use of the recall technique in presenting ratings for the World
Series games was based entirely upon the
practical problems involved in getting an
estimate of the audience effectively
reached by a broadcast that lasts several
hours. The instantaneous or coincidental
telephone survey is useful for most purposes, but we believe it is not as well
adapted to the job of getting a line on the
World Series audience as is the recall
method, which enables one to get an indication ofthe total number of people who
heard any part of these long broadcasts.
The mechanics or the mathematics of
this are best demonstrated in the Nielsen
studies. Nielsen shows the difference
between the audience for the average
. minute and the total audience for any
given program — one being a momentary
picture, moving minute by minute
through the period of the broadcast,
while the other is a cumulative picture.
While we are talking about the contents of your November issue, I should
also like to make some reference to your
editorial on the relative importance of
promotion, publicity and certain other
phases of commercial broadcasting. In
the radio field as a whole, promotion and
publicity have perhaps not always been
• given the important position they deserve
in the minds of top management, but we
like to think that Mutual was among the
pioneers in correcting this astigmatism!
Mutual has had a vice president in charge
of promotion ever since Bob Schmid was
elected to that position on May 1, 1945^
and a vice president in charge of publicity since Abe Schechter was so designated on March 14, 1946.
E. P. H. James
Vp
MBS, N. Y.
A pp in charge
licity num with a
tponsors referred
of publieity at the
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of publicity is different from a pubtitle of vp. It was the latter to which
in their protests on the lack of stature
networks.
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Hit Tunes for December
(On

Records)

I REMEMBER bmo
A GIRL THAT S0-S497
. Victor Lombardo— M«i.
Tex Beneke— Vic.
Tommy Tuckei — Col. 37941

AS

AS

7269

C^esenO

YOU

SWEET
Art Lund— MGM 1 0072 . Freddy Stewart— Cap. 479
Bill Millner— United Artist*

FORGIVING YOU ^e )
rar:y^rare-^°'c.\^o'.|434\°Ve:Vc%^op^°r^^^^^^^

°n'on)
DO
COLORA
OF o-D«c.
LS Lombard
HILGuy
241 79 . Robert Scott— Mercury

3069

S KISSING HER NOW cm. )
I WONDER WHO'
20-231 5 . Ted Weemt-Perry Como-Dec. 25078
Vic.
Perry Como—
Rav Noble — Col. 37544

. Dinning Sisters- Cap. 433

?rs-^^^

?eria^b?:n^-^rc^V;0^i°Ol\^r„^y°o°st''i;;;;

LET'S BE SWEETHEARTS AGAIN

(Campbell -Poraie)

Blue Barron-MGM*
o-Maj. 7269
.Victor Lombard
*,,„,„„_vic
15010F'?^d^^'"''"?
20-2591
Margaret Whiting-Cap.. Shep
Lewis— Dec*

Guy Lombardo-Monica
Billy Leach— Merc*

Vic. XU-xavi

. Bill Johnson

MADE FOR EACH OTHER >^~>
• Desi Arnai-20.2550
Dick Farney-Mai-7273
Maria Lina Landin— Vic. 70-7245

MY

RANCHO

GRANDE

RIO

Jack Smith-Cap. 473

(Harwal-Oienon)

. Shep Fields-Musicraft 522

.

Dick Jurgens-Col. 38027

(Marks)
GES MADE
E'LL BE SOMEPeggyCHAN
THER
. Ted Weems— Dec.
Lee— Cap. 1 5001
r^. L CL »_r„l 17963

25288

°ie"r8|4/;iirWaller-'Vic. 20-2216
^"dfeltd^
Ambrose Haley— Merc. 6067

e- ^
RENTO
THE STORY OF SOR
Col. 37507 . Bobby Doyle-Sig.
Buddy Clark-XavierCugal-

e I
ZU-B

Vie
_« v.Mc
) 20-2420
(Republic

S^y'ru'ckTr^ciL*

. Victor Lombardo-Maj.

! Art Mooney-MGM*

BROADCAST
NEW

1 5079

7263

* Soon to he released.
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when you are kept informed of just what
is happening day-by-day, when we consider every sponsor analysis a living
thing and you are abreast of changing
facts of broadcast advertising life —
with P.S.

Spot Needs a Name
What's spot advertising?
That seems like a simple question, yet
most advertising agency men failed in a
recent survey to answer the question
correctly.
The reason?
It's the confusion between spot announcements and the broad field of spot
advertising. When a much-used word

SPEAKS
p.s.
With this issue, sponsor introduces a
new tradition in trade paper journalism.
The stories printed on its pages will not be
permitted to become dated. It's our duty,
we feel, to keep you informed of every
major development in broadcast advertising as it happens — even (or especially)
if it happens to one of our stories.
And so P.S. (page 12) was born. With
this section, each month, sponsor will
bring previous issues up to date. It will
report, for instance, what happened to
Teentimers on NBC (March 1947 issue).
It will tell why Balm Barr and Carey Salt
ceased to sponsor The Shadow (February
1947 issue). It will report what happened
when Revere Copper and Brass stopped
Exploring the Unknown (April 1947 issue).
This month After- Midjiight Audience
(May 1947 issue) and Lister ine Loves
Company (April 1947 issue) are brought
to date.
We feel it makes a good story better

means more than one thing there's bound
to be bewilderment.
Paul Raymer recently surveyed the
advertising field and came up with
"selective advertising" as a suggestion.
It's time for a new name. Sponsor will
serve as a clearing house. What have you
to suggest? spot.
Let's wipe out the confusion
concerning
A new name will help.

The Spot Figures Please
Nowhere in the field of radio are figures
more difficult to obtain than in the field of
spot broadcasting. Nowhere in the field
of air advertising are they more essential
to sponsors and their agencies. While
network figures are simple to chart, spot
broadcasting, being scattered throughout
the 48 states and Canada, can't be obtained by checking each station without
prohibitive expense.
N. C. Rorabaugh, through his monthly
reports on spot business, has gone further
than any other organization in reporting
spot placement, but even his figures are
only a cross-section rather than an actual
100 per cent report. Every month more
agencies and sponsors break down and

okay the release of their spot advertising
to Rorabaugh but it's a slow process and
the results leave much to be desired.
With this issue sponsor starts a Spot
Trends report (page 24) based upon Rorabaugh and developed through an exclusive
mathematical formula devised by a number of advertising agency and network researchers. All that Spot Trends purports
to do is to chart monthly spot business of
the advertisers who report to Rorabaugh.
In most categories the sample reporting is
an

adequate

cross-section.

Two answers to the industry's obtaining a truly representative report are
possible. Most logical would be a move
by the National Association of Radio
Station Representatives to have its members (through whom the greater part of all
spot business is placed) report their
monthly business. Since the report would
cover business that has already been on
the air, the representatives would lose no
competitive advantage by releasing such
information.
The other answer is one that lies with
each sponsor himself. Every advertiser
could notify his agency to report (after
the fact) the spot advertising he has used.
Since it is vital that each sponsor know
what's on the air in every market, his own
release of the information can bring him
reciprocal facts of what the other firms in
his field are doing.
In either case an organization is in
existence ready, even anxious, to correlate
and report the information available, the
N. C. Rorabaugh Company. Spot is a
vital form of advertising. The more that
is known about it, the more effectively it
will be used. It's up to the National
Association of Station Representatives to
part the iron curtain. If this isn't done,
it's up to the sponsors themselves to tell
their agencies (as so many have done
already)— "REPORT!"

[

Applause
Good Commercial Taste

A number of sponsors this season have chosen to present
programs with a minimum of advertising. This does not mean
that the sponsors in question have decided to present their
programs as public service vehicles. Rather, they have conceived the shows in such a manner that the program and the
sponsor over a period of time will become identified with each
other and will not require aggressive commercialism. Typical
of this type of presentation are the Ford Theater and the
Pause that Refreshes on the Air. The title in both cases is
tied to the sponsor. Each has won critical acclaim for its
advertising approach and while neither has achieved topranking Nielsens or Hoopers they have been building solidly
if conservatively.
62

Both sponsors have or will have other vehicles on the air
and will use them for straight competitive advertising. They
realize that radio can be used for selling and for goodwill and
are using it for both purposes but not on the same program.
Goodrich Tire set the pattern for goodwill programing last
season (sponsor, May 1947) and it's spreading — for the good
of radio and advertising and the sponsors who underwrite the
presentations — ^as well as the listening public.
Broadcasting is all things to some people and some things
to all people. Ford, Coca-Cola, Goodrich, and an increasing
number of barker-less sponsors deser\'e that extra round of
applause that isn't heard in the studios or in the homes. It's
the applause that's heard on the cash register, for not trying
to do everything with one show.
SPONSOR
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YANKEE

A Southern gentleman and a Yankee scholar . . . that's MEL
ALLEN, winner for the second successive year of the Sporting
News Award for his "outstanding play-by-play description of
the Yankee Baseball Games on WINS."
Now the versatile Mr. Allen turns to other records as he assumes the role of a disc personality on his own 2-5 p.m. daily
program.
The MEL ALLEN SHOW^ is important not only because Mel
can deliver an audience — witness the 11,000 letters in two weeks
he averaged on simple request for all star team nominations —
but also because it's the first of the WINS new bloc programming format.
Both listener and advertiser benefit from the AlEL ALLEN
SHOW^ for it calls for long range planning and listening. Thus
WINS continues its efforts to serve metropolitan New York to
the fullest of its ability.

CROSLEY

BROADCASTING

CORPORATION

WIKS
NEW

YORK

DRAWING POWER ■sxFTTnilr '

ABC Nefwbrfc
REPRESENTED

CLLYtLAWU
BY

NATIONALLY

■V.N V

H F ^A

OLEY-REED

^qqq

^^^,,^5

COMPANY

^Irepolitan Opera at Milton Goti, Tcxaco't announcer, viewi it (page 41)
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U. S. RADIO
TWO BILLION
ANNUAL
SPENDING

0. H. Caldwell, former broadcasting commissioner, estimated last
month that America spent $2,115,000,000 for radio in 1947. His
breakdown showed time sales of $350,000,000; talent costs $60,000,000; electricity consumption $220,000,000; radio receivers (retail)
$800,000,000; TV sets $120,000,000; replacement radio tubes $90,000,000; radio parts $100,000,000; phonograph records $300,000,000;
and receiver repairs $75,000,000.
-SR-

CAMELS
USING
BIG SPOT
BUDGET

Caraels is largest user of spot announcements among cigarettes today.
Other tobacco organizations are pouring cash into day and nighttime
network broadcasting.
Camels is also networking but is spending as
much for announcements as for one of its chain programs.
-SR-

PETRILLO ' S
SWORD OVER
WEB HEADS

Petrillo (as SPONSOR goes to press) is following usual routine delaying tactics on new web contracts. Tension is mounting at networks. Preparations are being made for musicians' walk-out despite
hope there won't be any.
-SR-

RADIO
MANUFACTURING
FACILITIES
CLOSE DOWN

Closing down of number of radio factories is indication that present
receiver manufacturing potential exceeds demand. Production was

CBS

built to fantastic heights during war and U. S. won't buy all sets
which can be produced. Hoped-for export business hasn't developed.
-SRTo combat both local block programing and other networks, CBS, which
developed "mood" (block program) formula, is going all out to blockprogram network. First indication of this is notification to advertisers that protection on time slots will end shortly. First allout CBS attempt to block-program is Friday night, which now
throughout the U. S. has grown to be sport-listening night,
making CBS job more difficult.
If CBS attempt to build Columbia
ratings through comedy block-programing on Fridays works, block-programing can be answer to that chain's fight for top audience ratings.

BLOCKPROGRAMS

-SRSPONSOR BUYS
TELECASTING
PUBLICATIONS
INC.

Sponsor Publications Inc. has purchased the capital stock of Telecasting Publications Inc., publishers of FREQUENCY MODULATION BUSINESS . SPONSOR will continue its established format and editorial
content with added emphasis on TV, FM and FAX. Publication of
FREQUENCY MODULATION BUSINESS has been suspended. Edward Codel,
former president and publisher of Telecasting Publications Inc., has
joined the Katz Agency Inc., national station representatives, as
head of its new television department.

Publication offices: 5800 N. Mervine St., Philadelphia 41,
monthly by Sponsor Publications Inc.
Published
SPONSOR, Vol. 2, No. 3, January 1948.
Acceptance
Subscription $5.00 a year in U. S., $5.50 elsewhere.
Advertising, Editorial, and Circulation offices. 40 W. 52 St., New York 19, N. Y.
Pa.
under the act of June 5, 1934 at Philadelphia, Pennsylvania, authorized December 2, 1947.
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PONSOR
NBC TO LEAD
IN HOOPER
NATIONAL
RATINGS

Hooper's
March or
listening
use full

RE PORTS...

SPONSOR

national ratings, which will be available some time in
April, will give NBC programs, generally speaking, largest
indices of any of four networks' shows. More NBC sponsors
web and NBC stations, averagewise, are older and more powerful .
-SR-

TRANSCRIPTION
FIRMS SET ON
MUSICAL
BACKLOG

All major transcription organizations finished pressure schedules of
musical recordings under wire. Killing pace had been maintained
until December 31, with one musical aggregation refusing New Year's
Eve bookings in order to fill six recording sessions that day. Now
e.t. organizations are prepared for Petrillo ban on recordings.
-SR-

LOUIS FIGHT
HITS COMPETING
PROGRAMS

ABC's airing of Louis-Walcott fight hit all competing programs.
"It
Pays to Be Ignorant" Hooper was down to 4.1, from 8.5. Spotlight
Revue was off 5.0, rating 2.6. "Mystery Theater" rated 5.4, off
6.5. Gillette-sponsored fight garnered 41.5 and was highest-rated
regularly-scheduled program of 1947. It increased by 5.8 rating of
"The Sheriff" which preceded it, sending it to 14, perfect indication
of what good programs do to airings which precede them.

YEAR-END
NETWORK
REPORTS
GLOW

-SRHeads of all four networks look forward to '48 with optimism which
reverses most network heads' approach to '47. While there were no
feelings of cockiness, all being certain that there would be real
battles for advertising dollar, there nevertheless was assurance
that broadcasting would do its job and get its share.
-SR-

50 KW FOR CFRB
HELPS CANADIAN
INDEPENDENTS

Canadian independent broadcasting (non-government) was given new
hope during past month by CBC (Canadian Broadcasting Corp.) grant of
50,000 watts to Harry Sedgwick's CFRB. CFRB is first independent
Canadian station to reach 50 KW.
-SR-

STEEL COMPANY
DONATES TIME TO
COMMUNITY
PROJECTS

To guarantee premium nighttime spots for civic groups, Portsmouth
Steel Corp. (Ohio) has purchased 6:30-6:45 p.m. on WPAY, Monday
through Friday. Five to 15 minutes will be available to worth-while
projects in station's area. Gesture will also serve to further
employee relations.
-SR-

SOAP OPERAS
ENDORSED

Study of "Big Sister" published in "Genetic Psychology Monographs"
by Professor W. Lloyd Warner and Dr. William E. Henry of Social Research, Inc., indicates soap operas do have stimulating effect on
listeners, both as individuals and as members of society. Most
women listeners researched by Warner and Henry feel they "learn
while they listen."
-SR-

ALL-NIGHTERS
INCREASING

Number of stations on air 24 hours daily is increasing at rate of
one a month. Latest to serve its all-night area (which is many
times a station's day or evening listening territory) daily is
WCKY. Cincinnati, which started January 1, though it broadcasts only
18 hours a day on Sundays.
SPONSOR

Today's Most Perfect

Picture of Product Behavior

GNED BY
S^^APLE DESI
ndFronxcn
..Or.RoYmo
ADVISOR
i,,CHN>CAL

Po"'

for.

U-^'^'

CONDUCTED
ce SorveYV

PANEL

BY

Audien

What

every

Advertiser

T he Oklahoma City Consumer Panel
has been set up on a continuing basis and
financed by WKY and the Oklahoma
Pubh'shing Company to give advertisers
and manufacturers the most perfect picture
ot product behavior modern research
methods can devise.
The method, the products covered and
the samph'ng were adopted after consultation withand
the research
country's men.
leading agencies,
advertisers
Four hundred families, selected for
perfect representativeness of Metropolitan
Oklahoma City, maintain a day-by-day
purchase record for some 40 commodity

wants

to

classifications, recording brand, size, number
ot units, price paid and place ot purchase.
Tabulations are issued quarterly, but
special reports for longer or shorter periods
are available at cost covering any phase of
acti\ ity possible to obtain from correlation
of the detailed purchase records and biographical information available.
Nowhere in the U. S. today is there
available to advertisers a more sensitive
thermometer and more accurate recording
of product behavior. Write today, letting
us know how the Oklahoma City Consumer Panel may be helpful in the solution
of your particular problem.
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Oklahoma
buying
your proJua in Meiropoiitan

X*

The tomparative standing of your product with tonipeiiiive brands.

^*

The number of units, price and weight
of all brands purchased.

4*

The time and place of purchase; grocery
or drug store, independent or chain;
department
store; house-to-house distributor; or other.

This information on products in 40-odd classifications isavailable quarterly. In addition special reports
-ire available at cost. >X'ricc today for the reportscovering
interested. the specific products in which you are
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COMPARAGRAPH

1 would appreciate it if you would
change the address for future mailing to
my home so that I will not miss any
copies of your esteemed publication and
will have time to enjoy it in my leisure.
Emery M. Lewis
Executiie vp
Brown & ^'xlliamson Tobacco Corp.
Louisville

89

TV-FM-FAX
SPONSOR

1 would like to take this opportunity to
tell you how 1 enjoy sponsor. When I
was in New York last month for a BMB
board meeting, I heard, on two or three
occasions, the name of your book mentioned.
A. H. Caperton
Advertising manager

BUY

MERCHANDISING

MR. SPONSOR
SIGNED

OFFERS

ON

BROADCAST

41
45

OPERA

TO

\'()u arc certainly to be congratulated
on your December issue. It is literally
packed with informative data. In fact, I
would like to have two more copies, il
you could send them to me.
Harley B. Howcott
Media director
Fitzgerald Advertising Agency
New Orleans

DOUGLAS

LEADERSHIP

MARKET:

SPOT

STEVE

CONGRATULATIONS

SPEAKS

APPLAUSE

94
94

I am gathering some information on the
idea of "planned programing" or "block
broadcasting" by radio stations.
I am referring, of course, to the idea of
stations arranging the subject material
they put on the air in an orderly, planned
fashion, for the convenience of listeners
and of advertisers.
I shall appreciate ver>' much any information you can give me on the growth
of this idea, its present development, its

Publiehed monthly by SPONSOR PUBLICATIONS INC. Executive,
Editorial, and Advertising Offices: 40 West 52 Street, New
Yorkl9,N.V. Telephone: Plaia 3-6216. Chicago Office: 410
N. Michigan, rdephone: Whitehall 3540. Publication Offices:
5800 North .\lervine Street. Philadelphia 41, Pa. Subscriptions: United State« t5 a year; Canada S5.50. SIdkIo copies 50c.
Printed in U. S. A. Copyright 1947 SPONSOR PUBLICATIONS INC.

President and Publisher: Norman R. Ulenn. SecretaryTreasurer: Elaine C. Glenn. Editor: Joseph M. Koebler.
Associate Editors: Frank Bannister. Charles Sinclair. Art
Director: Howard Wechsler. Advertising Director: Letter
J. Blumenthal. Advertising Department: Edvin D. Cooper;
(Chicago M anager I Kav Brown; (Ixis .\ngelcs) Duncan A.Scott
ACo.,448 S.Hill St.; (San Francisco) Duncan A. Scott A Co.,
Mills BIdg. Circulation Manager: Milton Kaye.
COVER PlCTl'RE: The air audience looks over the .ihoulders
of Milton Cro!is at the opera each Saturday afternoon

use b>- the major networks, and the
names of any stations that have used the
idea independently.
John B. Mack, Jr.
Director
Public Relations Onincil, N. Y.

WWSW
delivers
in
Pittsburgh
! "More L. P. D."
That's More Listeners Per Dollar in
this rich industrial market you
can't afford to overlook.
These are the facts. * WWSW leads
Pittsburgh stations in sports ... in
public-service features ... in onthe-spot coverage of local events
... in value for your advertising
doUar.
WWSW belongs on your station
list. Allow us to prove it I
♦ASK

FORJOE

for evidence!

SPOPiJSOfi reported on lih}ek Prnijrtiniing in its "Fait
Farti"
(./ii/.v IU^i7) and October
Ii)'i7 issues.

COMPLETE

FILE WANTED

Would it be possible to obtain a complete file of Sf'ONSOR for our agency
library? Somehow in the travels of our
agency copy, the library has suffered, and
Mr. Evans particularly is most eager to
{Please turn to page 6)

Pittsburgh's Leading Independent Station

Hotel Keystone. Pittsburgh. Pa.

SPONSOR

«

(KCMO
Mid-America

is many

'/2 millivolt contour map

— 50,000 watts non-directional)

markets in one — metropolitan, urban and rural. And KCMO,

sas City's most powerful station for Mid-America,

Greater Kan-

covers this entire area . . . reaching out far

beyond the V2 millivolt contour to a mail area (based on first 3 months' operation) which includes:
700 counties in Missouri
79 counties in Kansas
42 counties in Nebraska
70 counties in Iowa
This is 150 counties more

19 counties in Oklahoma
30 counties in Arkansas
23 counties

in Illinois . . . plus

18 other states not tabulated.

than the 213 counties in the V2 millivolt area.

With 50,000 watts day, non-d/'recf/ona/, and 10,000 watts night, KCMO,
and only KCMO, offers you one-station, one-rate coverage of this important
industrial and agricultural area.
National
Representative:

JOHN

E PEARSON

CO.

• ••••••••••

KCMO

.^^

4 • •

• •

Base mop courtesy
Broackasting Magazine

Kansas City, Mo. * Basic ABC for Mid-America
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(Cx)iUiyiu€d from page 4)
have a complete file.

Also, do you pro-

duce binders for aDorothy
year's file?Ca.ntrell
Account Executive
Albert Evans Advertising
Fort Worth
Bark Utiut are trarct but the h'rani' agmey filet hate
brrn hroiuihl up to date. .\o binderi am liable yel.

TRANSCRIPTION

CORRECTIONS

Just a note to let you know how very
much I enjoyed the transcription article
in the November issue.
A couple
know
about: of corrections >'ou ought to
(1) Singin' Sam, not the Mullen Sisters,
does series.
the commercials in the Singin'
(2) Sam
Captain Stubby and the Buccaneers is
no
longer handled by Transcription
Fin ley.)
(3) Sales. (Now distributed by Larry
Recorded announcements by talent
on all Transcription Sales features are
available for clients' use not only as a
(4) part of the programs proper but as
spot announcements on the same and
other stations in the purchased programcharge
markets.
There's
tional
for spot
use. no addiOn the Wings of Song series, Emile
Cote and the Serenaders are available to do personal appearances for
clients in purchased program markets.
Again, congratulations on a mighty fine
article in a mighty fine magazine.
Edward Hochhauser, Jr.
Eastern Division Manager
Transcription Sales, Inc., N. Y.

GOOD MOSIC IS A HABIT

Good music forms good listening habits . . .

attracts music lovers . . . keeps them listening . . . knits them into an
intensely loyal, responsive audience. More than half a million music-lo\ ing
families in the New Y'ork metropolitan area time habitually to
WQXR-WQXQ . . . comprise "A City Within A City" in the worlds richest
and greatest market. A record number of advertisers, using the
sales-producing impact of good music, are tapping this vast source of
purchasing power. Their increasing sales are proof
that good music is a powerful selling force. For
greater sales, use WQXR-WQXQ

. . . the stations

WQXR

distinguished for good music and the news
^„j ^ ^^ j;,^,,,,,, ^.^^^.^^
bulletins of The New York Times.
Radio Stations of The New York Times

LOCAL

PROGRAMS

We're sorcy that WKNA missed a listing in your November tabulation of advertising by categories. Perhaps the
questionnaire failed to arrive.
Checking the tabulation we find that
only San Francisco, Chicago, Yakima,
Los Angeles and Fort Worth have acrossthe-board programs of 30 minutes or
longer. We think that WKNA's accomplishment in joining this list of large
cities is noteworthy.
The Valley Bel! Dairy of Charleston
sponsors "The Valley Bell Swap Shop of
the Air" Monday through Friday 12:30{Please turn to page 12)
SPONSOR
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new and renew
yVe<t( /^aiioHai Spoi Bud^He44.
PRODUa

SPONSOR
Block Drug Co
Bon Ami Co
Doublcday Co

Polygrip
Cleanser
Dollar Book Club

Emerson Drug Co
Foster Mllbum Co

Bromo-Seltzer
Doan's Pills

Garrett Wine Co

Virginia Dare wines

Hercules Powder Co

Texctone

Hudnut Sales Co.

Rayve Shampoo

National Biscuit Co
Hiels Bros
Schenley Distillers

Shredded Wheat
Plel's Light Beer ;
Wines

Stanback Co Ltd

Stanback headache

Standard Brands Inc

powders
Chase
& Sanborn
coffee
Bluebonnet
Margarine
Anacin

Sterling Drug Co (Whitehall
Pharmacal dlv)
William H. Wise

AfeuA

Books

STATIONS

AGENCY

CAMPAIGN,

start, duration

Cecil & Presbrey
12
BBD&O
12-15
Huber Hoge & Son
20-30
BBD&O
^^
40
Street &' Finney
20-50
Ruthrauff & Ryan
,
20

K.t. spots; Jan 1; 13 wks
Spots in women's participations; Feb 1; 13-52 wks
15-min spot cellation
program;
Jan 15; 13 wks (with 2-wk canclauses)
E.t. spots, breaks; Feb-Mar; 8-52 wks
E.t. spots, breaks In expanding campaign In rural
markets; Jan 1; 52 wks
E.t.13 spots,
breaks In nighttime availabilities; Jan 15;
wks

Fuller, Smith & Ross
ClearyWlUlams &
Roche.

10-15

McCann-Erlckson
William p;sty

25-50
5-10

Biow
Piedmont

25-40
60

Early a.m. spot programs in southern markets; Feb
1; 13-52 wks
E.t. spots, breaks, local programs; (expanding current
campaign) Jan 15; 13-52 wks
Spot programs, morning hours; Feb 1; 13-39 wks
E.t. spots in expanding campaign
In southeastern
markets; Jan 15; 52 wks
5-mln e.t. programs in nighttime availabilities; Feb
1; 13Donald.
wks
Peter
15-mln e.t.; Feb-Mar; 13-52 wks

J. Walter Thonipson
Ted Bates

5-10
50

E.t. spots in test campaign (may expand later); Jan
1-15; 13 wks
E.t. spots; Jan 12; 9 wks

Dancer-FitzgeraldSample
Huber Hoge & Son

25-30

15-20

E.t. spots, breaks; Jan-Fcb; 13 wks

30-40

15-min spot cellation
programs;
Jan 15; 13 wks (with 2-wk canclauses)

On ^eiuPH^Uu
AGENCY

SPONSOR
Appalachian Coals Inc
Brotherhood of Railway
Trainmen
'Champion Spark Plug Co
Famsworth Radio & Television
t;orp
Ferry- Morse Seed Co
Ford Motor Co
General Electric Co
Lambert Pharmacal Co.
Ludens Inc
PhUip Morris & Co Ltd Inc

Haehnle
William Von Zehle
MacManus, John & Adatns
Warwick & Legler
MacManus, John & Adams
J. Walter Thompson
Young & Rubicam
Lambert & Feasley
J. M. Mathes

NET

STATIONS

MBS
ABC
ABC
ABC
CBS
NBC

215
82

Champion Roll Call; Fri 9:55-10 pm; Jan 2; 12 wks
Metropolitan Auditions of the Air; Sun 4:30-5 pm; Jan
4; 20 wks
Garden
Gate; Sat 10-10:15 am; Jan 17; 16 wks
Fred Allen; Sun 8:30-9 pm; Jan 4; 52 wks
House Party; MTWTF 3:30-3:55 pm; Dec 1; 52 wks
Abe Burrows; Sat 7:45-8 pm; Jan 3; 52 wks
Strike It Rich; Sun 10:30-11 pm; Nov 2; 52 wks
Horace Heidt; Sun 10:30-11 pm; Dec 7

160

Biow

time, start, duration

Alvin Heifer News; MTWTF 7:15-7:20 pm; Dec 1; 52 wks
Dorothy Fuldhelm News; Sat 5:45-6 pm; Nov 15; 52 wks

161
162
161
165

CBS
CBS
CBS
NBC

PROGRAM,

105
75

67
* Extended contract.
(Fifty-two icfekt generally meant a 13-week contract with optiom for 3 luceetiive 13-XDeek renewalt. It't luhject to cancellation at the end of any 13-week period)

HeHe44MiU

On

Aetwo^Ju

SPONSOR

AGENCY

American Express Co
Anchor-Hocking Glass Corp
Armour & Co
Bristol-Myers Co
Colgate-Palmollve-Peet Co

J. M. Mathes
W'illiam H. Weintraub
Foote, Cone & Belding
Young & Rubicam
Doherty, Clifford & Shenfield
Ted Bates
Sherman

Continental Baking Co
Curtiss Candy Co
E. I. du Pont de Nemours
Co Inc
F. W. Fitch Co

'ANUARY
.^*>^*..A

&

& Marquette

NET

161
134
197
133
141
142

NBC
^
CBS
NBC
CBS

L. W. Ramsey

NBC

w^rtiWrt '^'->'^j«j(yfrV»MC'^N'''Vr^^«C9j:?HW*««C«pflR:^e9Sa?p5953??^^^

144

NBC
NBC

Ted Bates
C. L. Miller
BBD&O

1948

STATIONS

ABC
CBS
MBS
NBC

70
141
150
47
147
158

PROGRAM,

time, start, duration

Vox Pop; Wed 8:30-9 pm; Dec 31 ; 13 wks
Crime Photographer; Th 9:30-10 pm; Nov 1; 52 wks
Oueen for a Dav; TTh 2-2:30 pm (alt 15 min); Dec 2; 13 wks
Duffy's Tavern: Wed 9-9:30 pm; Dec 24; 52 wks
Mr. District Attorney; Wed 9:30-10 pm; Dec 24; 52 wks
Can You Top This?: Fri 8:30-9 pm; Jan 2; 52 wks
Kay Kyser; Sat 10-10:30 pm; Jan 3; 52 wks
Dennis Day; Wed 8-8:30 pm; Jan 7; 52 wks
Sports Newsreel of the Air; Fri 10:30-10:45 pm; Jan 2;
52 wks
Judy f^nova; Sat 9:30-10 pm; Jan 3; 52 wks
Grand Slam; MTWTF 11:30-11:45 am; Nov 24; 52 wks
Warren Sweeney News; SS 11-11:05 am; Dec 28; 52 wks
Cavalcade of America; Mon 8-8:30 pm; Dec 22; 52 wks
Fitch Bandwagon;

Sun 7:30-8 pm; Dec 28; 52 wks

SPONSOR
f General Foods (>>rp
Andrew Jerftens Co

MBS

Benton & Bowles
Robert W. Orr

LeTer Bros Co (Thomas
Lipton Inc div)
Manhattan Soap Co

J.

ABC
CBS

Young & Rublcam
Duane Jones

110
218
210
160

CBS

Minnesota Valley Canning Co
National Biscuit Co

Leo Burnett
McCann-Erlckson

Ncstlo's Milk Products Inc
Norwii-h Pharmacal Co
Radio Hlblo ClaNN Inc
R. J. Reynolds Tobacco Co

Compton

Lawrence C. Gumblnner
Stanley G. Boynton
William Esty

Sealtest Inc
Standard Brands

McKee & Albright
J. Walter Thompson

Sterllnt Drug Co

Dancer-Fitzgerald -Sample

Sun Oil Co

Pedlar & Ryan
Roche, Williams & Cleary

Tillamook County Creamery
Assoc
Wesson OU & Snowdrift Sales
Co Inc
Wesdnfthousc Electric Corp
William Wrldley Jr Co
Young
Air People« Church of the

PROGRAM,

STATION

AGENCY

NBC
ABC
ABC
MBS
AB<:
NBC
ABC
NBC
NBC
ABC
NBC

Botsford. Constantlne &
Gardner
Kenyon & Eckhardt

234
160
159
202
136
250
151
236
144
75
148
143
202
141
147;
140
141

185

Paul

152
199

wks
Ted15 Malone;
MTWTF 11:45-12 am; Dec 29; 52 wks^"""^^
Gene Autry; Sun 7-7:30 pm; Dec 28; 52 wks
YounC Peoples Church of the Air; Sun 9-9:30 am; Nov
30 ; 52 « ks

STATION

Foote. Cone & Belding
J. Walter Tliompson

The Boston Store

Mark Mautner &
Berman
SUbcrstcin-Goldsmith

Broadway House of Music
Bulova Watch Co
General Foods Corp (Sanka)
A. Gettelman Brewing Co
Gimbels (Milw.)
Glrard Chevrolet Co
Hat Research Foundation
Robinson Lloyds Ltd
(wines)
Perma-Stone Corp
Powell-Campbell Shoe Co
Ed Schuster Stores
Sears- Roebuck

Campbell-Ewald

WABD,

N. Y.

WTMJ-TV, MUw.
WABD, N. Y.
WTMJ-TV, MUw.
KTLA, L. A.

Smith,
Bull &
McClreery

ScDtt-Telunder

A<f€HC4f

MUw.

WTMJ-TV, Milw.
WFIL-TV, Phila.
KTLA, L. A.
WCBS-TV, N. Y.

Cramer- Krasselt
Mayers

Trilling & Montague
(Norge dealers)
Wfstern Fuel Co

Ne44A

WTMJ-TV,

Wiley, Frazee &
Davenport
Direct
Sterling

Scott-Telander

WCBS-TV, N. Y.
WABD, N. Y.
WTMJ-TV, Milw.
WABD, N. Y.
WTMJ-TV, Milw.
WTMJ-TV, MUw.
WABD, N. Y.
WTMJ-TV, Milw.

Direct
Blow
Young & Rublcam
Scott-Tclander
Grey
Direct
Edward Shapiro

Socony- Vacuum OU Co
(Wadbam dlv)
Transmirra Products Corp

Whiteman

Club;

MTWTF

4:15-4:30

pm;

Academy Theatres, L. A
Allda Products Co, Tujunga, Calif
American Frigid-Dough Inc, Oak Park, lU
American-Marietta Co, Chi
Appalachian Coals Inc, Clncl
Arnold Bakers Inc, Port Chester, N. Y.
Associated Products Inc, Chi
Hroadway-.Spring Arcade Building Corp, L. A
Urock ik Co. Phlla
lirown Brothers Ltd. Toronto
<Uilifomla Dew Distilling Co. L. A
Cella Vineyards, Fresno, t^lif
Chicopee Mfg Corp (Lumite dlv), N. Y
<;ircus Foods Inc, S. F
Claridge Food Co, N. Y
Coast Van & Storage Co, L. A
C<ilgiite-Palmollve-Peet Co, Jersey City
C«H)perative Mattress Assn, L. A
Craig OU Co, Oakland

8;

PROGRAM,

lime, start, duration

Film spots following news, preceding sports; Dec 29; 13 wks (r)
(n)
N. 21Y.wks
Yankees
baseball games; as scheduled; April thru Sept;
How to Do It; Sun 8:45-9 pm; Dec 7; 13 wks (n)
Weather spots; Dec 3; 13 wks (n)
Weather spots; Dec 17; 11 wks (r)
High school basketball games; Fri 7:55-10 pm; Dec 5; 13 wks (n)
Time signals; Dec 3; 52 wks (n)
Spots; Jan 1 ; 8 wks (r)
Wrestling matches; Th 8:30-10:30 pm; Dec 4; 13 wks (n)
Sports Parade (Blm); Sat 8:15-8:30 pm; Dec 10; 13 wks (n)
Television Newsreel; Sun 8:15-8:30 pm; Dec 7; 13 wks (n)
Spots, preceding and following TV sports; Nov 14; 13 wks (n)
Film spots; Dec 13; 13 wks (n)
Film spots, before and after Madison Square Garden events;
Dec 20; 6 wks
Spots; Dec 9; 12 wks (n)
Boxing matches; as scheduled; Dec 10; 13 wks (n)
Spots; Jan 6; 52 wks (n)
Schuster's Open House; Wed 8-8:15 pm; Dec 3; 52 wks (n)
Spots
wks in
(n)"Shopping at Home": Sun 8:40-9 pm; Nov 14; 52 wks (n)
Spots; as scheduled; Dec 8; 52 wks (n)
Marquette U. basketbaU games; Sat 8:30-10 pm; Dec 13; 13

WTMJ-TV, MUw.
WABD, N. Y.
WTTG. Wash.
WFIL-TV, Phlla.

Spots in "Small Fry"; Tu 7-7:30 pm; 13 wks (n)
Mar 18
(n)
Phila.
Warriors
basketball games; as scheduled;

WTMJ-TV,

Spots; Dec 4; 13 wks (n)

Milw.

Nov

/lpfiaUiUM/e4ii4.

SPONSOR

Dec

^^UidUoH.

American Tobacco Co
Peter Ballantlne & Sons

Botany Worsted MlUs

American Album of Familiar Music; Sun 9:30-10 pm;
•Tsri 25* 52 wks
Big Town; Tu 8-8:30 pm; Dec 30; 52 wks
Sunoco
52 wks Three Star Extra; MTWTF 6:45-7 pm; Jan 19;
Tillamook Kitchen; Sat 9:45-10 am pst; Jan 3; 52 wks

ABQ
ABC
CBS
MBS

AGENCY

SPONSOR

Paul Whiteman Club; MTWTF 4-4:15 pm; Dec 29; 13 wks
Fat Man; FrI 8-8:30 pm; Feb 13; 52 wks
Radio Bible Class; Sun 10-10:30 am; Dec 28; 52 wks
Paul Whiteman Club; MTWTF 3:45-4 pm; Dec 29; 13 wks
Bob Hawk; Th 10-10:30 pm; Jan I; 52 wks
Grand Ole Opry; Sat 10:30-11 pm; Jan 3; 52 wks
Village Store; Th 9:30-10 pm; Jan 1; 52 wks
One Man's Family; Sun 3:30-4 pm; Jan 4; 52 wks
Charlie Mcfjirthy; Sun 8-8:30 pm; Jan 4; 52 wks
Bride and Groom; MTWTF 2:30-3 pm; Jan 5; 52 wks
Walt! Time; Fri 9:30-10 pm; Jan 23; 52 wks
Manhattan
Mcrry-Go-Round; Sun 9-9:30 pm; Jan 25;
52 wks

33

253

A/e44f. cutd Ho^taim^d 04t

Juvenile Jury; Sun 3:30-4 pm; Dec 7; 52 wk«
Walter WInchell; Sun 9-9:15 pm; Dec 7; 52 wks
Louella Parsons; Sun 9:15-9:30 pm; Dec 7; 52 wks
Arthur Godfrey's Talent Scouts; Mon 8:30-8:55 pm; Dec
29; 52 wk«
Romance of Evelyn
Winters; MTWTF
10:30-10:45 am;
Nov 17; 52 wks
Rose of My Dreams; MTWTF 2:45-3 pm; Nov 17; 52 wks
Fred Waring; FrI 10-10:30 am; Jan 16; 26 wks
Paul Whiteman
Club; MTWTF
3:30-3:45 pm; Dec 29;

NBC
CBS
NBC

7Pac

McCann-Erlckson
Ruthrauff & Ryan
Erwln. Wasey

lime, start, duration

PRODUCT

AGENCY

(or service)

Movie chain
Cosmetics
Frozen Ready-to-Bake Pastries. . ,
Paint, asphalt products
Coal
Raisin tea loaf
Cosmetics, toiletries
Cooperative merchants
Frozen French Fried Potatoes
Stationers
Orange wine
Wine
Lumlte screening, plaatlc fabrics.
Circus Peanuts
Meat products
Moving & storage
Lustre-Creme Shampoo
Institutional
... Petroleum products

{Please turn to page 62)

Tullis,
A.
JamesH'wood.
Rouse, L. A.
Swanev, Drake & IJement, Chi.
Ruthrauff & Ryan. C:hl.
Haehnle. Clncl.
Walter Weir. N. Y.
Norman A. Mack. N. Y.
Charles .\. Stahl. L. A.
Richard A. Foley, Phila.
. Vlckers & Benson. Toronto
Harry J. Wendland. L. A., for natl adv
McNeill & -McCIeery. L. A.
. Geyer. Newell & Ganger, N. Y.
BBD&O. S. F.
Al Paul Lefton. N. Y.
Irwin-McHugh, H'wood., for regl adv
Lennen & Mitchell, N. Y.
John Freiburg. L. A.
.TuUu, H'wood.
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IT TAKES
MORE THAN

M

to dttrdct dnd hold
an dudience/

^*
^

^/>w-/<?»M coi//ifTm*f?^!/!^^

People listen to certain radio stations more
than others because they like what they hear.
For example, Des Moines has four* radio stations, each of which has daytime coverage
throughout the nine counties emphasized on
the map at the right. In addition other stations "come in" with sufficient strength to
warrant very considerable audiences.
Normally you might expect Vi HO to get 25%
of the audience in these nine counties. The 1947
Iowa Radio Audience Survey shows, from 5:00
a.m. through 6:00 p.m., WHO^s 9-county ai'erage percentage of all radio listening is 66.4% !
There is only one answer to such listener-preference. That answer is Top-Notch Programming— Outstanding Public Serrice. Vi rite for
your copy of the 1947 Iowa Radio Audience
Survey and see for yourself.

WHO
*for Iowa PLUS +
DES MOINES

. . . 50,000 \^ ATTS

Col. B. J. Palmer, President
*At the time of the 1947 Iowa Radio Audience
Survey — May, 1947.
JANUARY

1948

„J^.,.. II..I it^ „.„„.„ K.. . ,.~..l

P. A. Loyet, Resident -Manager
FREE

& PETERS,

INC, National Representatives
11

1 4l|-Wk SBiKl ]

COVERING

1 :()() p.m. on WKNA. Ninety per cent
()( the mail received at the station by this
pn)<jram bears the name of the sponsor.
Frank E. Shaffer

KEY METROPOLITAN
MARKET AREAS

Program director
WKNA, Charleston, W. Va.
First, let me say that I believe sponsor
offers the most interesting radio trade
news of any publication on the market

V AfS

THE AIRLANE TRIO
"Good listening music" — in the
inimitable style of The Airlane
Trio — Hammond Organ, Accordion and Guitar — is available for

FM
through Lang-Worth exclusively. Other outstanding features
in Lang-Worth's Service of
4000 high-fidelity selections
include:
D'Artega and the Cavalcade of
Music, Vaughn Monroe, The
Silver Strings, Blue Barron, Lew
White, The Emile Cote Glee
Club, Los Amigos Pan Americanos, Chiquito, Chuck
Foster

today. We think it's doing a most remarkable job. I've only found one
instance of sponsor slipping up, and I am
ready to admit it may not be your fault.
In the November issue, you present an
index of locally-produced programs available for sponsorship. In the Middle
Atlantic section, WCAE is not represented despite the fact (although I hate to
admit it) that we, too, have a few programs available for sponsorship.
I personally can't recall being contacted by sponsor for information. I am
ready to admit, as I said before, that perhaps any questionnaire you may have
sent might have been mislaid or lost here
at the station; or didn't you contact the
station for information.
I realize it's too late for inclusion, but I
would appreciate being included in any
further similar indices.
John
Wilkoff
Promotioyi
manager
WCAE, Pittsburgh
Vb
I found the issue of sponsor with The
Ohio Story more interesting than The
Philadelphia Story.
John F. Royal

. . . The

Lang-Worth

Sym-

phony, Anita Ellis, Szath-Myri,
Bertrand Hirsch, Harry Horlick, The Lang-Worth
ters, Claude Thornhill

Choris-

. . . Tommy Dorsey, Foy Willing, Count Basie, Shep Fields,
Joan Brooks, Howard Barlow,
Johnny

Thompson,

Frankie

Carle, "Dinner Music"
. . . and many

more.

LANG-WORTH
INCORPORATED
113
IS

W.

57th

St., New

York

NBC, N. Y.
That article you had on page 39 plus in
the September issue of sponsor, dealing
with the problem of VV'/iaf's Wrong With
Insurance Advertising?, was a peach.
We would like to get it into the hands
of insurance companies in Canada and
wonder if there is an\ wa\ by which we
could obtain about 50 reprints. Or, failing that, sufficient tear sheets from copies
of the magazine. What would the charge
be?
You have a dand\ magazine and there
is a lot of good, useful selling material in
it. Keep it coming.
A. A. McDermott
Horace N. Stovin & Cj).
Toronto
{Please turn to page 14)

WKAP
KVET
WSID
WORL
WEAK
WTIP
WGTL
WSBC
KSIX
WJBK
WBBC
KNUZ
WLAN

Allcntow n
.\ustiii
Baltiinorr
Boston
Charleston, S. C.
Charleston, W. Va,
Chicago
Charlotte

Corpus Christi
Detroit
Flint
Houston
Lancaster

KWKW
WCCM
WNEX
WHHM
WMIE
WMLO

Los Angeles
1 .owcli - Lawrence
Macon

WMIN
WBNX
WLOW
WDAS

Minn. -St. Paul
New York
Norfolk
Philadelphia

KARV
WWSW
WRIB

Phoenix
Pittsburgh

KXLW
KONO
KUSN
KEEN
KFMJ
CKNW
WWDC
WHWL
WTUX

Memphis
Miami
Milwaukee

Providence
St. Louis
San Antonio
San Diego
San Jose
Tulsa
\ an('()U\«'r. B. C.
Wash.. D. C.
\\ ilke."i-Barre
W ilmington

For joe &

Company

Nation si Representatives

Chicago • Philadelphia
NewLosYork
Ange• Washington • Baltimore
Pittsburgh • es • San Francisco
SPONSOR

in Nev\^ England

the ^ocai ;4^i^inacic^
Gets the Warmest

^^Istening

to the local station is an old

New England custom —

as much a part of

the community life as the annual town meeting or the high school graduation.

Reception

homes of New England —
with the kick of a mule.

a sales impact

The Yankee Network is "sell-ective". You
can buy the complete network of 23 stations from Bangor to Bridgeport or you can

Here's an important fact to remember
about radio reception in New England: the

buy any group of individual stations.
The home town station is an essential

Yankee Network's 23 home-town stations
bring your message into 89.4% of the radio

with New

/icce/itaticc U

THE YANKEE

England people and a must with

the advertiser trying to reach them.

NETWORK'S

'P<xu*uici(c<M,

The Yankee Network, Inc.
Member
21

BROOKLINE

JANUARY
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1948
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AVENUE,

BOSTON

of fhe I^{j\\jo\ Broadcasting System

15, MASS.

Represented Nationally by EDWARD

13
PETRY & CO., INC.

10.000 WATTS

A NAME

FOR SPOT

I have just read, with a great deal of
interest, your editorial "Spot Needs a
Paul Raymer's "selective advertising"
doesn't, to me at least, quite hit the bell.
It sounds a trifle too "exclusive." I take
the liberty of offering my humble sugName."
Why not call it "market advertising"?
gestion.
Upon reflection, I think you'll agree that
this term properly describes it. After all,
so'called "spot advertising" is nothing
more or less than advertising designed
specifically to cover certain "markets" at
the advertiser's and agency's discretion.
It also would eliminate any confusion
arising between announcements and programs. C. Wylie Calder
Manager, WHAN
Charleston, S. C.

Yes, indeed, "Spot Needs a Name"!
Around here, "spot" means radio spx)t
announcements.
The other thing often

i

^n^^^G

^/.eSwingisto^^lnK
WHB

is swinging

high because

...

Throughout every period of its broadcast time, WHB
is the area's highest Hooperated

station.

In the vast and incredibly rich Kansas City
Marketland, WHB
number

reaches effectively the greatest

of listeners per advertising dollar, has

the lowest cost per thousand listener rate.
WHB

ONE

BANK

SOLUTION

1 was \er> much interested in the
article, Bankers' Mystery, appearing in the
December issue of sponsor, and could not
refrain from writing you of our experience
at KSFO which, 1 believe, takes some of
the mystery out of financial advertising.
The Morris Plan Company of California, with offices in San Francisco and
Oakland, has, for many years, been a big
advertiser, using all media, including
newspaper, outdoor, street car, and direct
mail, with varying degrees of success.
Radio had never been used nor considered
on a consistent basis but had been used

will soon be offering greater power,

a better frequency and

referred to as "spot advertising" is always
called either pin-point advertising or
area advertising.
We think either of
these names might well be generally used.
They are really descriptive, easy to say.
H. R. Lauder.milk
McCormick' Armstrong Co.
Wichita, Kansas

full-time operation!

spasmodically and consisted chiefly of
See your John Blair man today, and join
the Swing to WHB

spot announcements.
Last year, the Morris Plan people were
keenly interested in increasing the number
of their thrift savings accounts. Many

in Kansas City!

WHB
MUTUAL NETWORK

•

COMING!
• 10.000 WATTS DAY-5,1
710 KILOCYCLES
• FULL TIME

WATTS NIGHT

campaigns and media were thoroughl)'
discussed and finalh', in collaboration
with their agenc> , Leon Livingston, radio
was given the nod. With sound judgment, a program of the widest possible
appeal was chosen, so with eyes on the remarkable record of other KSFO adver{Please turn to page '^0)
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To the best of our ability we shall operate in the public interest, convenience
and necessity.
All citizens shall receive equal consideration in regard to their constitutional
rights whether of minority or majority groups.
Recognized religious groups shall enjoy equal access to KVOO microphones
and shall receive equal consideration and respect for the sanctity of their
rituals and beliefs.
The good things in life will be presented in the best light at all times while
the mean, the sordid and the evil aspects of life will be minimized.
Medical and professional information and/or advice will be broadcast only
by authorized speakers and as a service of the station.
The normal relationship of the sexes and family life will be referred to
and/or portrayed in accordance with established customs of good taste and
decency.
Newscasts, political broadcasts, matters of public interest and controversial
issues will be presented factually without dramatization.
All commercial copy must comply with good business practices, professional
ethics, KVOO Standards as herein outlined, and be acceptable listening in
mixed company of the sexes.
The amount

of commercial copy allowable on any sponsored program or

within any time period will be governed by the quality and method of presentation and its fitness for the program within which it appears, except;
Straight commercial copy which does not provide entertainment or educational
value will be limited to the following time:
5
10
15
30
45

minute
minute
minute
minute
minute

programs
programs
programs
programs
programs

(4:30)
(9:30)
(14:30)
(29:30)
(44:30)

1 :30
2:00
3:00
4:00
4:30

minutes
minutes
minutes
minutes
minutes

commercial
commercial
commercial
commercial
commercial

60 minute programs (59-.30) 6:00 minutes commercial
We shall at all times be attentive to the desires and needs of our listeners,
and try, to the best of our ability to perform our license and citizenship
obligations in a manner worthy of the trust which is ours.

OKLAHOMA'S
EDWARD

JANUARY

GREATEST

STATION

RETRY

INC.

& CO.

NATIONAL

REPRESENTATIVES

1948
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WMIX
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(See Mf Sponsor, Donald Bryant of Hudnu« Sales, SPONSOR,
S
•

October 1 947, paae 12.) Why did William R. Warner (Hudnut
parent company) drop its network programs?
Are ttiey out oF
radio for a long time?

The thinking beliind Hudnut promotion is that new audiences must coH'
stantly be reached. What builds a networi< radio program is the habit of
listening, a faithful audience week after week. But Hudnut feels that
what makes cosmetic sales is audience turnover, not audience consistency.
Hudnut dropped its two network programs, Jean Sablon and Sammy
Kaye, when it felt that it had reached the saturation point in new buying
among listeners to this pair of sugary, ballad programs. The ideal
format, as this cosmetic manufacturer sees it, would be a program that
had a different audience every broadcast. The nearest approach to this is

THE RICH

spot campaigns and that's what Hudnut has turned to in 40 to 50 markets.
Everything from music to newscasts, including women's participating
programs and luncheon shows, are being used. These spot campaigns are
being backed with window displays, counter cards, and are tied into

DOWNSTATE

magazine color advertising. Radio plans for 1948 include regional broad'
casting over the Don Lee system.
The shift to spot and magazines will cost 30 per cent more for advertising than was spent in 1947, or nearly $5,000,000.
Hudnut is not sour on network radio. The web programs curtailed
the downward cosmetic sales curve. The report for the first nine months

ILLINOIS
MARKET

of 1947 indicates that Hudnut's sales increased 78 per cent. But when
the shift to spot was pretested in Pittsburgh with Rayve shampoo the
change of pace brought a 240 p>er cent increase in sales in the Smoky City .

WMIX-AM
WMIX-FM
"Southern Illinois' Most Powtrful
Radio Voic«"

No. 2 Radio Center, Mt. Vernon, III.

th«

only

entire

stations that cover the

rich

Market with

Downstate
both

AM

Illinois
and FM

at one sinsle low rate.

To Hudnut's that confirmed the fact that turnover's their answer.

P

(See

"Crime

Pays,"

SPONSOR,

January

1947,

page

24.)

SWhy
did Balm Barr and Carey Salt drop "The Shadow"?
Why
•
did "The
Shadow"
become
a network
(MBS)
cooperative
program?
How is it doing for Blue Coal?

Balm Barr decided to discontinue its network advertising tThe Shadow
|MBS)) because it just hasn't the budget to do both broadcasting and
black-and-white. Its the opinion of Barr's advertising manager, Jerome
H. Mitchell, that cosmetics require a visual campaign to complement radio
promotion. He says that the stories of Lady Esther and Campana, both
of which spent all their initial budget on the air, are different in that the
competition wasn't the same when they were introduced as it is today.
All Balm Barr's budget will go into rotogravure. The fact seems to be
that the Barr organization is still trying to find the merchandising answer
to it's problem and will continue testing media and copy slants for some
time to come. The Shadow didn't fail to sell Balm Barr, Balm Barr just
didn't know what they wanted it to do.
Carey Salt, which also decided to withdraw from sponsorship of The
Shadow, did so because it felt that while the program had a great number
of listeners it wasn't adapted to their needs. The rumor that Carey
felt that a general recession was in prospect is denied b> R. W. Streeter,

940 Ice

94.1 mc

advertising manager. He states, "We anticipate about the same general
trend in volume for at least the next year, with the gradual increases con-

National Representative

tinuing." The idea of sponsoring a mystery scries never did sit well with
conservative executives of the Carey organization. However, they

John E. Pearson Company

recognize radio as a potent advertising medium and will continue to use
it as part of Care>- advertising. Spot broadcasting will get almost as
much mone\ as The Shadow did last season.

18

SPONSOR

a natural tcs^t market
Leading drug and grocery firms (names sent on request) in growing numbers
^

are turning to the rich Ark-La-Tex to test their new products. Here in North
Louisiana, East Texas and South Arkansas are nearly 2,000,000 people with
more than $1,000,000,000 effective buying income. Shreveport is the distribution
center for, and KWKH

KWKH

sa,aaa

SAtevefnytt

JANUARY

■ I ■ lAalii Ihar Ik. .

cultural and petroleum wealth of this great tri-state area.
is the Number One station in a Number One market.

rr

■is SHIIVirORT

WATTS

RtpresenTed by The Branhain

1948

is the only station that influences all the industrial, agri-

Co. J

Big,

50,000-watt

11 counties in Arkansas, 12 counties in Texas
and 26 parishes in Louisiana (1946 BMB — 50°o100%). served exclusively by Shreveport and
KWKH.

19

After Carey and Barr had withdrawn from The Shadow sponsorship.
Mutual made a determined effort and did take over control of the program
coast to coast. MBS didn't see the sense of permitting an independent
producer (Charles Michelson) to sell a program on the Mutual network
despite the fact that he controlled radio
writing. With no regional sponsors on
on permitting them to offer The Shadow
areas where its major sponsor, D. L. &
wasn't broadcasting.

rights except Blue Coal's underthe line, they sold the producer
as a c(X)perative program in all
W. Coal Company (Blue Coal),

The MBS co-op department sold over 50 sponsors almost as soon as
the announcement of its availability was made. Local sponsors include
building contractors, plumbers, banks, soap companies, bakeries, tailors,
and photographers. Current rating for the program is 10.8 (Hooper,
December 7).
Blue Coal is still getting everything out of the program it could hope
for. Coal business, however, is no test for broadcast selling at present, of
course, since the fuel shortage throughout the country continues.

P

S

(See "Revere Explores the Unknown," SPONSOR,
0

April 1947,

p^se 23.)
What has happened to "Explorins the Unknown"?
What are Revere Copper and Brass' plans for radio advertising?

Revere Copper and Brass dropped Exploring the Unknown after running
it 13 weeks longer than originally planned. The frequency discount
enabled them to use this period at a small fraction of what their regular

ASK YOUR
WAAT MAN
ABOUT

WATV

operation had cost them. They did not shift to daytime radio (as reported inthe story) because they are not ready productionwise to fill even
the market developed by their institutional campaign on Exploring.
Revere is scheduled to return to the air by September and the daytime
program will be handled by St. Georges & Keyes and Sherman H. Dryer
Productions.
The new campaign will start on a regional basis.
Since the Mutual Broadcasting System was unable to resell Exploring
it was moved to the American Broadcasting Company where a sale was
said to be imminent. The sale did not materialize and the program is
continuing sustaining on Sundays at 7:30 p.m. The spot which Exploring
had held down on MBS is now occupied by Parkyakarkiis, a cooperative
program sponsored by local advertisers throughout the U. S.

(See "$500,000
•

SERVING NEW
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program sells $8,000,000 in teen-age dresses,"

SPONSOR, March 1947, page 27.) Why did "Teentimers'
Club" leave the air? What's happened to NBC's only program
with local retailer cut-ins? Does "Teentimers' Club" return to
the air and when?

In order for Teen-Timers, Inc., to retain its program on NBC it was
necessary to resell stores in key broadcasting areas consistently. Jules
Rubinstein failed to obtain renewals in certain areas so was not able to

p.s

renew the program last fall. Retail merchandisers point out that any
campaign which requires renewals from every one of the cooperating
department stores is doomed to eventual blow-up. The fact that Teen'
timers' Club ran as long as it did on the senior network is a tribute to
Rubinstein's selling genius.
Teentimers' Chib comes back to the air on Mutual, on February 14 at
11:30, same day of the week it was on NBC but a half hour later. It
will have a minimum of 150 stations on the program. MBS stations are
trained to sell ccxjperative programs and are said to be doing part of the
Rubinstein missionary work themselves. Rubinstein will do even more
promotion on the Mutual program than he did on NBC.
formula is said to be the same.

The show
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AMERICA'S ^1 BAND ON AMERICA'S ^1 SHOW

(THE ROYAL
CANADIANS
with Guy, Carmen, Lebert Lombardo.
DAVID ROSS, NARRATOR
Poet-Laureate of the air.
THE
TWIN
PIANOS
With Fred Kreitzer. Paul Rickenback.
L03IBARD0
VOCAL
TRIO
Three voices blended in harmony.
THE LOMBARDO
^lEDLEV
jV sure-fire audience builder.
LOMBARDO
VOCALISTS
)on Rodney and Kenny Gardner.
THE FAMOUS LOMRARDO
PICTURE
STORY
> tapestry in story and song.

More than a band, here's a
star-studded half-hour of musical showmanship at its sensational best. Now offered for
local and regional sponsorship.
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TRANSCRIBED BY ZIV MEANS THE
GREATEST
IN RADIO
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Mr. Sponsur:

Remember the
story about...

J

the flake of snow

that rolled
Sl<^|»li4'ii A. Il4»ii;j(las
Director of Sales Promotion and Advertising, Kroger Co.

' I *he Kroger grocery organization, whose 2,545 stores in 18 midwest and southern states make it one of the country's largest,
sells to just one customer. She is a Steve Douglas creation, the
mythical young matron chiistened "Mrs. Tom Smith," and her
wishes aie law in the Cincinnati headquarters of the chain.
Kroger expects to gross $728,000,000 this year by selling hundreds
of thousands of Mrs. Smiths just what they ask for at the grocery
counters.
That's

the

story

of W-W-D-C!

Starting in pretty shyly . . . then
growing

more confident as clients'

business

boomeci

. . . we

rolled

right along! Today, to do a low
cost sales job in the great Washington market . . . you need the
audience

that, in vast numbers,

listens to and
1450

is influenced

by

on the dial!

Only one other station in
Washington has more
loyal listeners

WWDC

AM-FM— The D. C. Independent

It is Steve Douglas' job to make the Mrs. Smiths in the
Kroger 18 states conscious of the fact that she will find all the
national brands at Kroger's as well as sell her on the more profitable house brands. Douglas last October reversed his field and
spent a young fortune promoting national brands. Not only did
he use national publications to tie up Kroger and all the nation's
famous brands but he planned spot radio promotions in a number
of his areas selling the "Kroger's for national brands" idea.
While this special campaign was building new customers for
Kroger's, two daytime serials were continuing to sell house
brands of coffee and bread for the grocery chain. These two programs*, Linda's First Love, the coffee show, and Edifor's Daughter,
the bread-selling vehicle, are broadcast from e.t.'s over 41 stations
in key midwest and southern markets. Both have been pushing
the sales curve on coffee and bread as well as other Krogerowned products higher and higher for more than 10 years.
Both Linda and Editor's Daughter are richly promoted at the
point of sale and this has resulted not only in top drawer sales
results but in local Hoopcratings averaging between 10 and 11.5.

Nobody in Steve Douglas' 75-person department issatisfied that
they are doing the complete promotional and advertising job.
Like Douglas himself they all say, "even if we are spending more
than other grocery chains, it isn't enough. "
*Thrse programs nrr rrprrsrnird in Ihf rrsf of the nnlinn (.70 slntrs'< fcv Hitrrv S. GitodntnTt.
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HERE'S THE

M Look
AT NORTHEASTERN

OHIO

Styles change with the years. And so
does radio coverage of your markets.
Here, in Northeastern Ohio, with new
power . . . 50,000
watts . . . beamed
to
blanket three important marketing areas,
Radio
Station WGAR
now
reaches an
audience

of more

than

two

and one-

quarter million listeners, representing 40%
of Ohio's buying income.
Here, with more than three billion dollars
to spend, is a market you want to reach
with stepped-up, pepped-up selling . . . the
kind of selling for which you'll pick WGAR
as you take a new look at Northeastern Ohio.

w&mmm^
CLEVELAND

MOST

POWERFUL

SIGNAL

OF

ANY

CLEVELAND

STATION

;n Cleveland ... in Akron ... in Canton

Representee/ Nafionally by EDWARD

JANUARY

1948

PETRY

& COMPANY
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IS THE FIRST WITH
The profitable operation of your FM station is the first interest of Westinghouse.
Because a Westinghouse station was the world's first . . . because Westinghouse
operates its own FM stations . . . because Westinghouse builds both FM transmitters and home receivers . . . because we believe in the future of FM and, more
important, in its immediate possibilities . . . because of all these things, we want
to help you build a listening audience for your new Westinghouse-equipped
FM station.
On these pages, you will find concrete evidence of this interest. Here is a new
FM promotion plan — the first real one offered to the broadcast industry — designed
specifically to build your listening audience.
All of the resources of four Westinghouse divisions — Industrial Electronics,
Home Receivers, Radio Stations, and Advertising and Sales Promotion — have
been pooled to create this plan. It gives each of you who own a Westinghouse
FM transmitter a sound, thoroughly tested plan that would cost you upward of
$10,000 if you were to duplicate it yourself.
Find out more about this program . . . it's the hottest thing in broadcasting
since FM itself! Write, on your business letterhead please, to your near-by
Westinghouse office or directly to Westinghouse Electric Corporation, P. O.
Box 868, Pittsburgh 30, Pennsylvania.
j.02117

PLANTS

\

from

IN 25

CITIES . . .

studio. ..to

ouse

OFFICES EVERYWHERE

station. ..to

home

1^

PROMOTION
TO

PROMOTE

NEW

FM

PLAN
YOUR

STATION

a new promotion package to help you gain
listener attention and build your audience
Here's a promotion package of 47 ideas to build good will, identification
and listener acceptance of your new FM station.
It gives you ideas — and specific help — on every phase of station promotion. And this plan is also backed up by a strong, co-ordinated program
developed for Westinghouse radio retailers that will help you promote
FM in your community.
Here's }A^hat this new
Newspaper

advertisements
Window

Consumer

9 r.vT

Newspaper

displays

booklets

Programming

aids

FM plan offers:
publicity

Car and window

Demonstrations

Radio spots
Contests
Dealer support

and movies

Studio party guide

cards

There's a lot more to it than this .
The man behind the pen is signing a contract for Spot Radio — one
the most profitable of all forms of advertising. But the signing of the
contract means more than that — a lot more. It means that
plenty of hard work has been done — somewhere, by some one.
Yes — there's a lot more to it than fountain ^x^ns — or contract
forms, or sales charts, coverage maps and station lists.
There's training and experience, timing, associations, persistence
maybe even a little luck. But primarily . . . it's a simple matter of
knowledge and hard work . . . the two factors that produce
most of the results most of the time . . . the two factors that make
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Soft Drink
Leadership
hoiv" radio has
changed the picture
and the outl<»ok
for 194a

over-ai)

The average American consumes 155 bottles of soft

drinks each year. His maximum consumption ibetween
s
the ages of 19 and 24.
In this age group Pepsi-Cola leads the
field — and the leadership was achieved
through a broadcast jingle.
In other age groups the battle hasn't
been joined yet. Here Coca-Cola far outstrips all contenders and is spending in
radio currently four times as much as any
other drink.
In 1948 the Coca-Cola advertising budget will be $18,000,000, which is $5,000,000 less than the advertising department
had hoped for. Since a good part of this
appropriation is in the uncheckable category most advertising reporting services
will show figures of less than half this
amount. Actually Coke will be spending
as much for broadcasting alone as the
entire reported budget of 1947. CocaCola has four programs on the air aside
from what individual parent bottlers* will
be spending themselves on broadcasts like
sporting events in the Philadelphia area.
These programs and their annual costs

Kf E H

*Parenl bolllers are corporationt conlrolling bottling
righU in great sections of the U. S. and franchising
actual bottlert.
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(sans discounts) arc

CONCENTRATED
ATTACK
WILL DRIVE YOUR
PUNCHES
HOME
LOCAL

& NATIONAL

ADViRTlSINC

THIS

MONTH

AIMED

AT THE

HOME

MARKET

Coke on the Air
Program
Tali-nt & 'linuPauNfThat Refreshes*
$1,352,000
Spike JoneH (Spollleht Time) $1,040,000
Morton Downey
$ 708.000
Claudia & Davidf
$1,250,000
*h'raluriiiij I'ercy Faith.
t Theorelically placed by local botllm at local rales but
artually paid for by Coca Cola.

TAKE

Thus $4,350,000 will be spent on radio
if the programs or their equivalents continue throughout the entire year.
The only rub in this tremendous use of
the broadcast medium is that the youth

4

market, which is any cola drink's vital
consuming group, is not being reached by
any of these four programs. Coke's markets, as the great Atlanta firm itself
characterizes them are, At Home, At
Work, Youth, Special Events, and Route
although they do not list them in this
order of importance.
The home market is reached by the
daily Claudia and David and the Percy
Faith program on Sunday. Spike Jones
may be addressed to the "at work" market but by what kind of thinking at the
D'Arcy agency or at the Coke advertising
department no one knows. Whom Mor-

Use Your ^*Take Home"
Broadcastin3

sets

seven

and

Kit * To Insure 'Take Home"

a half cents

out

of

each

25

that

Dr.

Pepper

spends

Success
on

advertisin3

ton Downey is supposed to reach (he's on
the air at 11:15 p.m. e.s.t. three times a
week) is another question mark.
The "special events" market is not
reached by any air advertising of the
Coke parent company, but as indicated
previously a number of the big bottlers
slant air advertising at this business
through their own broadcasts of sporting
events.
Coca-Cola's failure to recognize the importance of the teen-age group, whose
habits, according to a Ps>chological Corporation surve> , determine the drinking
habits of the 19-24 group, is felt by many
to be the Achilles heel in their promotional thinking.
The impact, however, of reaching the
radio audience twice a week between 6 and

Spike

Jones

and

his

City

Slickers

are

part

of

Coca-Cola's

multi-million-dollar

radio

schedule

10 p.m., the late evening audience three
times weekly (Downey), and the daytime
listeners five times weekl)- (Claudia) is
bound to be tremendous. Previous programing b\' Coke has never had much of
an audience. The Spotlight Bands (at
times MBS and at others ABC) usually
had a Hooperating of 2. Morton Downey
(^MBS) in the daytime also was rated at 2
or less. The Sunday afternoon Andre
Kostelanctz-Lil\' Pons program on CBS
did better than 2 (it hovered around 5
most of the time it was on the air.) No
Coke program, starting with its air debut
featuring Jessica Dragonctte as the CocaCola girl in 1927, ever attracted a mass
audience. Coca-Cola's current rating
story is better than it has ever been
before, with Nielsens in the IDs and
SPONSOR

Hooperatings in the 7s.
Coca-Cola falls down on promoting its
broadcast advertising — and since pointof-sale tie-in material is an essential part
of using the air to sell, the leading soft
drink firm in the world obtains only part
value for its radio dollar. The firm is so
big that point-of-sale material is planned
a year ahead of its distribution. That
makes it very difficult to promote radio
effectively. As one promotion man in
Coke's

advertising

department

stated,

increase in price to seven cents in most
markets while Coca-Cola has turned
handsprings trying to keep its dealers to
the five cent figure. The Pepsi jingle,
written by Austen Croom-Johnson and
Alan Kent, made the nation conscious of
a 12-ounce cola drink at a nickel. The
jingle became so popular that it was even
played without words on stations which
refuse singing jingles— they played the
tune and the listeners themselves supplied the words.

Harry Resor and his Clicquot Eskimos did one of broadcasting's greatest selling jobs.

"We can't know if the programs will be on
the air a year from now, so we've never
discussed merchandising our programs
beyond using newspaper advertising to
introduce the new vehicles to the radio
audience."
The reverential manner in which the
entire Coca-Cola organization approaches
the advertising of the product leaves the
entire field open to an aggressive competitor. Neither on the air nor in print
may any claims be made for the product
beyond the fact that it offers "the pause
that refreshes."
The youth market has been captured by
Pepsi-Cola in many big cities, including
New York. In fact, at the end of 1946
Pepsi was the number one cola drink in
metropolitan New York. It has lost some
headway all over the country due to the
JANUARY

1948

gram

and

its anti-juvenile delinquency

Pepsi-Cola will spend about $2,000,000
on
advertising in 1948. Its big problem
pitch.
is maintaining a bottling organization
that's satisfied with its margin of profit —
which it hasn't been able to do for some
time. A rebate of two cents per case reportedly isbeing paid them currently to
keep peace in the family. This doesn't
help too much in areas where cutthroat
battles are going on between oth.-r 1 2-

His musical signature

meant

ginger ale ts millions

ounce bottled cola drinks and Pepsi. In
Chicago
Royal Crown Cola (Nehi Corsugar restrictions. It also just hasn't
poration) upset the market by dropping
made the grade with any form of broadthe price back to a nickel and making the
casting except the jingle. That's now news known by extensive advertising, on
been changed so that there's no more
nickel in it. The last program Pepsi-Cola the air and via black-and-white. In
tried — on Mutual for 13 weeks starting Akron, the Pepsi bottler is said to be
February 24, 1946— was a liberal program giving away one case free to a dealer for
each case he buys in order to fight Royal
with Quentin Reynolds called Let's Talk Crown. Chicago and Akron are just
It Over and was such a quickie that it
went on the air before a name had been straws which indicate that the cola business is heading for a slugfest before
selected for it. Overtly it was an attempt
to reach the youth market. Reports another year is over.
Royal CrouTi, which rates third am )ng
within the industry indicated that a basic
motivation probably was a desire to cola drinks, like Pepsi, places its confidence in spot announcement broadcastmake a political impression which would
net them more sugar for their product.
ing (on some 250 stations). The announcements designed and placed by
One thing is certain, Mrs. Walter Mack
Batten, Barton, Durstine & Osborn stress
(Ruth Meier), wife of Pepsi's president,
29
{Please turn to page 90)
worked feverishly publicizing the proPepsi was hard hit by the war and
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la Station Breaks
pi*oiti€»tioiial tolloiv-tliroiijyfh

spot

Benrus is a radio-made watch.
The Lazrus-headed tick-tockery (there are Benjamin, Oscar

M., and Ralph Lazrus) wasn't a factor in
the watch business prior to its sponsorship
of time-signals; today it spends 80 per
cent of its ad-dollars for broadcasting.
And a sizable share of its $1,150,000
budget goes tt) promote its air'advertising
at the point of sale.
Each air-dollar must be spent the hard
way, because Bulova continues to have
powerful key stations sewed up tighter
than Stalin has Russia. Every good station Benrus signs is obtained the hard
way, but KDKA, Pittsburgh, WGY,
Schenectady, and WCAU, Philadelphia
were won away from competition. Benrus
frequently buys time on the sfecond or the
third station in a town, feeling that a spot
before Crosby or Winchell is much better
than second-rate spots on the number one
outlet. Benrus recently shifted from
WMC, the NBC outlet in Memphis, to
WMPS, the ABC station in that city.
WMC had increased its rates and Benrus
could get 10 spots on WMPS for less than
it was paying for five on WMC. The
shift, besides saving ad-dollars, reflected
thinking at Benrus. They have records
that indicate that repetition is more effec-

expect the air actually to sell their
watches. They are convinced that the
actual sales are consummated by the
jewelers, not the advertising. On the
other hand when a consumer goes into a
store and asks for a Benrus, or any other
watch, it conditions the retailer just as
much as, if not more than, it influences
the final watch sale.
Benrus wasn't original in its use of air
time. Bulova was doing a terrific job
with broadcast advertising and the Lazrus
company felt they could do likewise.
They bought a good many time signals on
a good many stations and found, just as
Arde Bulova and Milton Blow (the
Bulova agency) had discovered before
them, that time signals sold timepieces.
They hadn't the Bulova budget to
spend but they were perfectly happy to
sell less than the big Bulova operation.
At the outset just their being on the air
brought people to jewelers to bu\'
watches. That didn't continue long and
the trend then ran to the firm with the

most air advertising — Bulova. Benrus
then decided to roll up its sleeves and
bring in an air promotion specialist,
Adrian Planter, to spark-plug their advertising. Even before that Benrus had
started to tie in with air transportation.
tive than big audiences. If there's a Since the public was being educated to the
choice between reaching a mass audience fact that airlines flew on split-second
a limited number of times and a smaller
schedules and since Benrus had disgroup more frequently their tendency is
covered that buyers of watches valued,
to buy the station with the lesser circula- above all other things, accuracy, the catch
tion.
line, "official watch of famous airlines,"
It pays off.
plus rotated mentions of the airlines which
Despite the fact that no black-and- Benrus has tied up — Delta, Northwest,
(Please turn to page 79)
white advertising is used, Benrus does not
JANUARY
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(top) Point-of-sale clocks emphasize

airline time

(center) Benrus officials see "Miss Embraceable" to plane
(above) News tape pulls eyes to Benrus airport time
(below) Benrus air give-aways are promoted by dealers

M market
JANIJAKY
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National coverage by FM stations is still far away but the 288 stations on the air cover over 60 per cent of the nation's most profitable
markets. True, most of these stations are operating with interim
power but 80 per cent of them are moving along towards fulfilling their
license requirements within the next six months. Many expect to be
operating with full power before March 1 . According to the Federal
Communications Commission, on December 3 there were actually 331
FM stations on the air, but this figure includes some educational
broadcasting stations which, while helping to develop FM listenership,
are not available for advertising.
Partial power and part-time operation (many stations are not on the
air the full 18 hours that most standard broadcasters operate) may
seem to shadow the outlook for frequency modulation. They don't.
Progress is being made. Ingenuity is replacing network programs in
building FM listening just as sports have made a major contribution
to TV growth, so also are they building FM listening in many areas
that have no television — and which because of location may be without
visual entertainment on the air for many years to come. In a number
of cases FM station operators have gone out and signed on an exclusive
basis events that have for years been standard broadcasting features.
Station WIZZ in Wilkes-Barre for instance signed 161 professional
basketball and baseball games this season. This station is trying to
prove that it's a whiz in promotion and claims that it is absorbing 3 to
4 per cent of the national production of FM-AM receivers and a healthy
quantity of tuners (devices which enable AM set owners to receive
FM programs). Besides reaching home listeners (WIZZ claims 40,000
FM-AM receivers in its service area), the station has started what
it calls "Transcasts," which will ultimately
place FM sets in all the trolleys and buses
in its area. This "Transcast" installation
differs from previous demonstrations in
trolleys (Cincinnati) in that speakers are
placed throughout each vehicle so that
WIZZ's programs are heard throughout
the vehicle with about equal intensity.
Like WIZZ, WWDC-FM in Washington, D. C, is out promoting FM in every
way possible. It goes to its full power in
the latter part of January and expects as
part of its promotion prior to that time to
have a special section in one of the local
Tiewspapers that will run to 20 pages or
32

® Towii5« with I FM outlet
@ Towns with 2 F>l outlet
(^ Towns with :t FM outlet
Numbers indicate number of FM outlets in town.

larger. WWDC, the FMer's parent station, is typical of the operators who are
going all out for the staticless type of
broadcasting. It's a 250-watt operation
which is doing a top program job but
knows it isn't covering every part of the
Capital market. With FM, it's putting a
signal (even under interim power) in
places in which WWDC itself isn't even a
noise. Stations like this have a great deal
to gain by complete consumer acceptance
of FM and really roll up their sleeves to
tell the public why FM is better.
The set-production bottleneck is loosening up each month as set manufacturers

lick the problem of producing combination FM-AM sets at reasonable prices.
The tuners (of which Pilotuner is a
leader) are educating future buyers of
combination sets, for while these tuners
cannot deliver program quality any better
than the reproducing facilities of the AM
receiver to which they are attached, they
do eliminate the static. In many areas
this is just as important as the full-range
quality of the sound that comes forth
from the speakers.
In 1946 over 1,000,000 combination
FM-AM receivers were produced i Radio
Manufacturers'

Association

figures).
SPONSOR

Two hundred and eighty-eight frequency modulation stations reach a market representing 60 9^ of profitable areas throughout United States

These do not include tuners, which are
said to have run as high as 150,000 during
the year. Most of these sets and tuners
have passed into homes, because over 65
per cent of all the FM stations on the air
go out of their way to sell receivers.
Twenty'seven per cent of the stations
now operating are acting as sales agents,
although half of this 27 per cent clear the
sales through local dealers in order to retain the good-will of these local merchants. Every time a new station makes
its bow, Pilotuner is in there pitching not
only with special advertising copy but
making a tie-up with the station and the
JANUARY

dealers. The tuner is not a long profit
item, the dealer's margin being around
$7.50, but since some dealers have sold as
high as 40 in one day when a new station
opened a market, the short profit can add
up to a long one.
Typical of the number of sets which
will be in cross-section areas throughout
the nation on February 1 are the reports
for the following areas (stations operating
in each area indicated) :

Fort Dodge, la.

KFMY

10,000

Grand Rapids

VVLAV-FM
WFRS
WHCU
WMBH-FM
\V.\BF

25,000

Ithaca, N. Y.
Joplin, Mo.
New York

WBAM
WCBS-FM
WGHF
WFUV
WGYN
WMGM
WNBC-FM
WQXO
WNYC-FM
Oklahoma

Town
.\bilene, Tex.
Beckley. W. Va.
Bethlehem, Pa.
Columbus. O.

Station
KRBC
WLJS-FM
VVGP.\
WELD

Sets*
5.710
13.000
7,500
13,000

17,000
4.500
200,000

City

KOCY-FM

6,600

KOMA-FM
KTOK-FM
WKY-FM

{Please turn to page 72)
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Selling The Supplier
Live stock must move to this Wilson Co. plant

Flow of iiiali^riaK to llio iiiaiiiifa<*furer. processor, or ri'iailer €*airt be taken for {[^ranted

Sy^^^fei-^ *

Market

reports

direct

from

yards

sell

farmer

Buyers and sellers don't like
f»I»ll each other. This has been
proved true at the consumer
level. It's even truer at the wholesale
and distributing level. A survey made by
Grey Advertising of the relations between
department stores and their sources of
supply indicates that, by and large, suppliers dislike department stores and their
buyers. Further investigation proved
that relations between buyer and seller
have been deteriorating for years and
reached an all-time low during the war.
In a few cases department store managements, realizing the problem, have
made a special effort to correct the
mental conflict between their executives
and sales staffs of organizations serving
them. This effort has taken the form of
personalized direct mail which keeps the
manufacturers constantly aware of what
the stores are doing to promote the manufacturers' products. In these letters are
included copies of black-and-white advertising, pictures of window displays, and
copies of commercial continuity used on
the air for the products. Sometimes recordings are sent to the manufacturer
(transcribed at a speed that can be played
on any phonograph) . A number of stores
have found that shipments are especially
good from suppliers who have received recordings ofbroadcast advertising used to
sell their lines.

Listening before luncfi is a farmer's habit

34

Alexanders' in New York used a TV
series over WABD and prior to each telecast invited a group of their supply
sources to a dinner. The president of the
store at each dinner explained that he
thought that a retailer forward enough in
its thinking to sponsor a visual program
on the air deserved special consideration
from the manufacturers whose products
the store handled.
The entire telecast

campaign was geared to giving Alexanders' the reputation of being a modem
up-to-the-minute merchandiser. It did
just that and the relations between
Alexanders' and its sources of supply are
said to be on the highest level in the retail
field.
While the Allied Stores' TV tour of 22
of its stores was basically a merchandising
gimmick, it resulted in increased respect
on the part of suppliers for all Allied
outlets. This was expected, as far as
those suppliers that participated in the
traveling show were concerned, but it surprised Allied to discover that the tour had
a beneficial effect on the relations between
Allied stores and all their sources.
Supplier relations have taken their
place alongside consumer and employee
relations as a major advertising job.
Broadcasting's contribution to improved
management and labor relations has been
covered in a previous report (sponsor,
August). The supplier problem goes far
beyond building retailer-wholesaler mutual respect. Big corporations which buy
from fanners have also found that they
have a supplier problem of enormous proportions. Milk companies (sponsor,
November) are very aware of the job on
their hands and have booths at State and
County fairs in all dairy areas. They
broadcast from these booths over local
stations and their programs are addressed
to the dairymen from whom they buy
raw milk.
What is true of milk farmers is even
truer of the men who raise beef cows.
The farmers who breed and raise live
stock for meat packers have long looked
u pon the big butchers of cattle, sheep, and
pigs with less than friendship. Armour,
Swift, Cudahy, and Wilson purchase over
[Please tur>\ to page 74)
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CKLW
LvOCATED
CKLW

on, and bounded

by Lake Erie, Lake Huron

and the Detroit River,

beams its 5,000 watt clear channel signal via the water route to a ten-million population area

with a radio-homes and buying-power
watts day and night. A

percentage second to none in America.

middle-o(-the-dial frequency of 800 kc. That, coupled with the lowest

rate of any major station in this market, has made and continues to prove CKLW
Number

One

The power of 5,000

the Detroit Area's

radio buy.

Guardian Bldg., Detroit 26
J. E. Campeau, President

Adam J. Young, Jr., Inc., Sat' I Rep.
H. N. Stoi'in eS Co., Canadian Rep.

5,000 Watts Day and Night— 800 kc— Mutual Broadcasting System
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NBC

netivon

most popular . . . according to Hooper Program
Surveys. Year after year NBC has carried
an overwhelming majority of the most popular [)rograms on the air. Today, 19 of the
25 highest rated programs are on NBC.
fNost listened to . . . according to the Broadcast
Measurement Bureau, the industry's officia'
audience gauge. BMB. in a completelv ini
partial survey of actual listeners to all net
works, found that each week NBC reache^
nearly 3,500,000 more

radio families ir

the evening and over 2,500,000 more radi(
families in the daytime than the seconc
network.

jiiost effective ...

in the judgment of adver

tisers. Last vear. according to Publisher?
Information Bureau, gross expenditures fo
network

iaeilities hv the hundred

larges

radio advertisers, were S65.000.000 o
MC— nearly

313,000,000 more than o

the second network. Further. NBC not onl
delivers larger audiences and more popuU
shows,

but

on

a straight

facility costs and BMB
livers more

comparison (

families, NBC d

listeners per dollar,

both

di-

and night, than the network with the se
ond largest audience.

\fthe stars
A?^' 1:..:^

These are the stars
of the 19 NBC programs which
today ore among
top

25. (HOOPER

radio's

REPORT NOV. 15-21)

KEY

1. Boh Hope
2. Jack Benny

3. Fibber McGee and Molly

4. Charlie McCarthy
5. Amos Vi' Andy
6. Fred Allen

-^

:%

7. Red Skelton

8. Mr. District Attorney
9. Ralph Edivards
0. Al Jolson

y

1. Alice Fare & Phil Harris
2- Duffy s Tavern {Ed Gardner)
3. Burns & Allen

10

14. The Great Gildersleeve
5. William Bendix

12

6. Frank Sinatra
7. Henry Aldrich
8. Judy Canova

p.
Jack Carson & Eve Arden
1
AWINGS

BY SAM BERMAN

America's No. 1 Network

the National Broadcasting Company
A service of Radio Corporation of America

.il-attUn It.! il,.

.^ h.. . „ — ,
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Spot placement in November was fractionally off — .23 points nationally.
Food was up 5.9, soaps, cleansers, and toiletries up 2.96 All other industry
classifications were off: beverages and confectionery, .60 points; tobacco,
9.72; drugs, 5. 1 ; miscellaneous, 4.53. Automotive placement took the greatest drop, its index being off 35.5 points. Some sponsors who increased their
station lists during the month were Birds-Eye (from 99 to 104 j, Junket

spot
trends

(from 1 to 35), Swift's Ice Cream (49 to 84). Minute Rice and Minute Tapioca came back to the medium, the former with a 53-station schedule and the
latter with 17. November is traditionally a preholiday month and spot
placement is seasonally off. The drop affected practically all areas, only
New England doing better than October and then only fractionally (.48).

Based upon the number of spots (prosrams and
announcements) placed each month by all
sponsors indexed by Rorabaugh Report on
Spot Radio Advertising. Spots reported
September
1947 are used as base, or 100.

1947-48

AUG
1 SEP
Based

1 OCT

upon repo rt5 from 27

An

upswing will not _be noticeable until this month's reports are made.
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NOV 1 DEC
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MAY

APR
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Rocky Mountairt
101.12
100'For thi
— s total a sponsor is regarded as a single corporate entity no matter how
many50 di verse divisions it may include. In the industry reports, however, the same
sponsor may be reported under a number of classihcationt.
I2.(i 100.01
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Tobacco

50^

4,

Automotive

6 Sponsors Reporting

250—
200—
150—

Soaps, Cleansers
and Toiletries

17 Sponsors Reporting

2502

200-

Beverages and
Confectionery

ponsors Reporting
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Paul W. Moreney, Vice-Pres.— Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr.— Sis. Mgr.

WTIC's 50,000 waHs represented nationally by Weed & Co.
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m£RAGLL
NEBRASKA

\

^Y

KMBC

MISSOURI
CITY

KANSAS

Red area shows solid respoost
from counties
within contours
KFRM'j
estimated
half-millivolt
Dark area shows response froo
listeners outside KFRM's esd
mated
half-millivolt contours

KMBC
KFRM
of Kansas City

for Kansas Farm Coverage
Nationally Represented
by Free

8c Peters, Inc.

KFRM, KM EC's 5,000-watt daytime affiliate station for rural

KFRM's programming by KMBC
of Kansas City. A study of th<

Kansas at 550 Kc, was born De-

accompanying map, which super

cember 7— full grown, complete
with audience. In just 7 days, listeners in 208 counties in 7 states

imposes KFRM's estimated half
millivolt contours on its firs
week's mail map, shows how th

had been heard from. That's quick
proof of a big audience. Quick

youngest member of the KMBC
KFRM team has hit the jackpc

proof of listener acceptance for

for listeners and advertisers alik(

OIL and the Opera
What appears^ to
be only a piiblii*
service is one of
radios most effective
selling veiiieles

JANUARY

Very feweverof have
Texaco's
45,000
dealers
listened
to
the Metropolitan Opera, but
a great majority of this gigantic distribu'
tion organization would gladly pay an
extra penny per gallon rather than have
the Texas Company drop air sponsorship
of what is today the world's greatest
"good" music organization.
The wedding of the Texas Company

nation's barbers, is now an American
institution. The musty resplendency of
Park Avenue "art patrons" is now just an
opening-night phenomenon at the opera.
Even the stars, who for years have been of
foreign origin and/or appellation (the
latter to achieve acceptance as foreign),
are at present almost half of American
birth and nomenclature. The recent production of Madama Butterfly (December
13) had James Melton of Moultrie,
Georgia, singing the male lead, Benjamin
Pinkerton. Other U. S. talent included
Irene Jordan of Birmingham, Alabama, as
Kate Pinkerton; John Baker of Passaic,

and America's great musical dramatic
company is a perfect blending of business
and art. Both the opera and the oil company have profited hugely from their
joint air enterprise. Sale of millions of
gallons of Texas gasoline and oil is directly New Jersey, as the
sioner, and Thelma
traceable to their Saturday afternoon
broadcasts. The opera, formerly the New York, as Suzuki,
plaything of the 400 and the delight of the San. The balance of

Imperial CommisAltman of Buffalo,
servant to Cio-Ciothe cast came from

1948
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all over the globe. CiO'Cio-San, Madama
Butterfly, was Licia Albanese; Goro, the
marriage broker, was Alessio de Paolis;
and the Uncle Priest was Melchiorre
Luise all three of Italy. Sharpless, the
U. S. Consul was John Brownlee of Melbourne, Australia. Yamadori, a wealth)
suitor, was George Cehanovsky of Russia.
Last season (1946 1947) saw all performances 97per cent sold out. The subscription audience accounted for 85 of all
the seats. Total receipts were $2,829,688,
and there was a net profit for the season of
$1 1,808 which meant that there was no
postseason passing of the hat among the
members of the Metropolitan Opera Association who in the past have been called
upon to make up deficits as high as a half
million.
There is little doubt but that it is the
year-after-year broadcasting of the Saturday afternoon performances that has
changed both the color of the ink on the

Texaco

opera ledgers and America's appreciation
of opera. Its live and radio audience has
increased year by year. The Metropolitan Opera has been on the air regularly
now for 16 years, the last eight of which
have been underwritten by the Texas
Company. Because of the understanding
nursing of Henry Souvaine, who has produced the air-package since it first was
sponsored (1933-1934) by the American
Tobacco Company, the Metropolitan
Opera broadcasts are not stand-offish presentations of classical music. Instead
they're three-ring musical programs.
The opera itself is the main ring but
there's the first intermission. Opera News
of the Air, a sort of air musical magazine
edited by Boris Goldovsky, New England
musical authority. He usually has two
guest stars. On the occasion of the
Madama Butterfly airing he had Irra
Petina and Jerome Hines. The second
intermission feature is generally the Opera

gas stations proudly display this poster feeling

it gives them

"class" appeal

Quiz. Olin Downes, New York Times
musical critic, asks questions sent in by
the listeners of a musical board of authorities, of which Sigmund Spaeth, Robert
Bagar, and Robert Lawrence, all writers
on things musical, are usually a part. The
third extra added attraction is the Opera
Round Table, an informal session at which
the Opera Quiz authorities, producer
Henry Souvaine, and guests kick around
things operatic. It's all easy, ad lib, and
unrehearsed. Over 1,000 questions per
broadcast (20,000 for the 18-week season)
are sent in for the Opera Quiz alone, which
is indicative of the appeal of the intermission features.
In theory, Texas Company's sponsorship of the Metropolitan Opera is not
straight commercial advertising. In fact,
it's as commercial as anything on the air
and delivers sales at a lower cost than
many of the popular top-bracketed star
programs that have been sponsored by
Texaco. While the results may not be as
great as those achieved by Ed Wynn, the
Texaco Fire Chief program at its height,
they equal per dollar of cost any other
program that Texas has sponsored, including Fred Allen. The Metropolitan
Opera costs Texas $407,357 for its 18week season — $180,000 for talent and
$227,357 for time. During each season it
reaches some 10,000,000 listeners— that
is, during the 18 weeks at least this number listen and hear part of one of the
three-hour airings. Its actual rating has
gone up steadily, the average Hooperating
last season being 4.2 whereas in 1944-1945
it was 3.0. This rating (as all Hooperatings) is for an "average minute" during
the broadcast and does not take into consideration audience turnover, which during
any
three-hour
broadcast is considerable.
The effect of Texaco's sponsorship of
this 18-week season is felt all year 'round.
One truck fleet owner whose gasoline purchases run into millions of gallons per year
admitted he had shifted to Texaco because his wife said that any company who
sponsored such a fine program must produce a good gasoline— and after all he
"wanted to keep peace in the family."
It's a general consumer feeling that any
firm that sponsors such a broadcast as the
Metropolitan Opera must have its heart
in the right place. The urge to buy
Texaco gasoline. Marfax lubrication, or
any of the other 698 Texas Company
products doesn't result from commercial
reasons-why on the air so much as just
because the oil company sponsors the
broadcasts. While other sponsors of good
musical programs
have dropped
their
SPONSOR

^1

Milton Cross acts as interlocutor on an "Opera Quiz" session

underwriting of these events — with the

k

Typical "Opera

News

oF the Air" with producer Souvaine (left) supervising

tan Opera coming to us through radio.
How can we help but use the best gasoline

exception of Reichhold 's sponsorship of the
Detroit Symphony over ABC — the Texas
board of directors, not the advertising
manager (D. W. Stewart) or the president
(H. T. Klein), votes the renewal of each

one can put into one's most cherished
treasure — an automobile."
From Atlanta, Georgia: "This program
is a distinct service to the American public

year's contract. They also bought the
program in 1940 when it was first proposed to them.
Typical unsolicited comments from
listeners show how the Metropolitan
Opera broadcasts sell Texaco. From a

... 1 appreciate the Texas Company's
generosity in this gesture of true public
service. It may be of interest to you that
the three members of my immediate
family intend to remain faithful to Texaco
Sky Chief gasoline for the family auto-

Los Angeles listener: ". . . we Americans
are mighty lucky to have the MetropoliMillions

saw

this

ad

:lass

magazines

From Long Island City: "... Please
mobiles."
accept a rousing vote of thanks and applause for your interest in stimulating an
appreciation for the finer things. Thank
you for the enjoyment of the program and
thank you for Texaco products."
These letters are not unusual, they were
picked out of a week's mail at random and
indicate that listeners are buyers of Texas
Company products.
The fact is that a survey of a selected
cross-section of Metropolitan Opera listeners by an independent survey organization indicates that as a group they buy
20 per cent more gasoline than the average
American family— and almost without
exception buy Texaco.
Texas spends around $3,000,000 a year
for advertising. The Tony Martin
Texaco Star Theater costs $855,000 for
time on ABC and $728,000 for talent,
which means that about half of Texas'
advertising budget goes for this program.
A little more than a quarter as much,
$407,357, is spent for the Metropolitan
Opera. Thus about two-thirds of the
Texas Company budget goes into radio.
While Texas doesn't go overboard in

[

^^^S^^^^^

promoting the Opera or their "popular"
JANUARY
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broadcast program they do spend a considerable sum on point-of-sale posters.
This season they ran full pages in color on
the Opera in Time, Life, Saturday Evening
Post, Newsweek, and Colliers. They also
supplied one-sheet cards to all their
45,000 dealers which tied in Texaco and
the Opera. They reserve two boxes each
week at the opera itself for visiting oil
executives and their wives, and executives
of the company themselves are frequent
operagoers.
Every Texaco ad, whether addressed to
the trade or to the public, carries a tagline calling readers' attention to both the
opera broadcasts and the Texaco popular
music program. The Opera was recently
featured as one of the reasons-why the
Canadian Texaco affiliate, McColl-Frontenac Oil Company, was changing its
trade-mark from a "Red Indian" to the
red-white-and-green star trade-mark of
Texaco. The Opera is heard in Canada.
Canadians are noted for their love of fine
music and thus gasoline station operators
were sold on the change-over, something
usually difficult to sell any dealer organization that has been displaying and selling
a trade-marked product for years.
While U. S. Rubber has dropped its
underwriting of the New York Philharmonic Symphony, General Motors its
sponsorship of the NBC Symphony, and
John Hancock the Boston Symphony, and
the Philadelphia Symphony goes begging,
Texas has discovered that the long-term
view pays off, as it usually does in
broadcasting.
. . . and a program doesn't have to be
listened to by a company's retail outlets^
to sell.
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Contests and Oilers
PROGRAM

NBC
AMERICAN
TUTE

MEAT

Institutional

INSTI-

Fred Waring

TTh
10-10:30 am

Professor

Saturday
10-10:30 pm

Send 10c to sponsor, Chicago

Booklet: "Basic Pork Cuts, and How
to Cook Them"

AMERICAN

BLOCK

Gas, oil,
tires

OIL CO.

DRUG

Sterakleen

CO.

Quiz
Nancy Craig

$50 Ciush

Trial offer of Sterakleen

MWF
1:15-1:30 pm

Complete in up to 25 words sentence about
Amoco
product (different weekly).
Winner
gets $25 plus $25 if he included 5 acceptable
questions and answers for use on program
Send

10c and

name

and

WJZ.
ABC

address to Nancy

Craig, c/o station
BOWEVS,

Dari-Rich

INC.

Colgate
Toothpaste

COLGATE-PALMOLIVEPEET CO.

CONTINENTAL

BAKING

CO.

Wonder Bread,
Hostess Cakes

Stars Over
Hollywood
Can You
Top This?
Grand Slam

Valuable stamp for philatelists

Write sponsor, Chicago

N. Y.
CBS

8:30-9 pm

Cash prizes and "Can You Top This"

Prizes if joke sent to program is u.sed

NBC

MTWTF
11:30-11:45 pm

gag book
Various merchandise prizes; cha»ce at
Grand Slam Bonus

Send group of 5 music questions to program.
New York

Saturday
12:30-1 pm
Saturday

CBS

GENERAL

Bisquick,
GoldFlour,
Medal

MILLS

Cheerios

HARRIS

LYNDEN

MARS

Frozen food
lockers

ICE CO

FOOD

PRODUCTS

Betty Crocker
Magazine
the Air of

MTWTF
10:25-10:45 pm

Light
of the
World

MTWTF
2:45-3 pm

Housewives
Serenade

Saturday
9-9:30 am, pst

Candy

Dr. I. Q.

Monday
9:30-10 pm

Eric Sevareid,

MTWTF pm
6-6:15

Insurance

,

MWSa

Jack Gregson
Show

METROPOLITAN LIFE
INSURANCE CO.

Request to sponsor, Minneapolis

ing tips)Interest" (cook.booklet: "Save With

Request to sponsor, Minneapolis

Various food and grocery prizes

Correct answer given to random telephone quiz

All-expense vacation in Hollywood;
weekly award of two wrist watches

questions
Send four-line product jingle to program, c/o
station

NBC
ABC

Canned foods

INC.

booklet: "Holidays Are Happy Days"

Weekly award of $100

L

WEIM,
Fitchburg,

Best set of six right-and-wrong
mailed to program,
Chi., with
wrappers

KNBC.
Mass.
San Francisco

statements
two Mars
NBC

Health booklets

Free on request to program, c/o local station

CBS
WOR.

Grand prize of $1,000 cash; 1,000 boxes
of Charcoal Gum

Write 2-line jingle about product; send with
wrapper to program, c/o station

N. Y,

News
Candy

PETER

PAUL

INC.

EightNews
O'clock

MTWTF
8-S:15
am

Mary Lee
Taylor

booklet: "Mary Lee Taylor Recipes;"
"Baby Care"

Free on request to program, St. Louis

10:30-11 am

Insurance

Family Hour

Sunday
5-5:30 pm

Copies of talks by various distinguished

Request to sponsor, Newark, N. J.

Kalston
cereals

Tom Mix

MTWTF
5:45-6 pm

guests
Tom Mix fingerprint set and identification bracelet

Send 15c and boxtop to program, St. Louis

Twenty

Saturday
8-8:30 pm

Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Send subject about which 20 questions may be
asked, to program

Pet Milk

PET MILK SALES CO.

PRUDENTIAL INSURANCE
CO. OF AMERICA

Saturday

^.

CBS

CBS
MBS
RALSTON

PURINA

CO.

R)NSON ART METAL
WORKS

Lighters
Questions

MORRIS

B. SACHS STORES

Clothing,
merchandise

Sach's ,\niateur
Hour

Meats

It's Fun to

SCHLUOERBERG-KURDLE
CO.

•
Toni Home
Permanent

TONI CO.

Replica of Princess Elizabeth's wedding gown, value $3,000

MTWTF
12:45-1 pm

Cook book: "Joy of Cooking"

Saturday

National membership in Metropolitan

Opera

2 pm to close

Opera Guild, subscription to "Opera

Give and
Take

2-2:30
pm
Saturday

Cook

Institutional

TEXAS CO.

Sundav
12:30-1:30 pm,
est

Metropolitan

Complete statement as to why listener woulJ
like gown

CANDY

Oh Henry

Detective
Mysteries

4:30-5 pm

Baltimore

Send $4.00 to Met. Opera Guild, N. Y.

ABC

Various cash and merchandise prizes
of brand-name goods

Listeners write correct answers to questions
missed by studio audience

$100

Notify FBI and magazine of information leading to arrest of criminal named on broadcast

reward from "True Detective
Mysteries" Magazine
News"

WFBR,

Mail correct answers to true-and-false cooking
questions to program, c/o station

CBS
MBS

Sunday
WILLIAMSON

MBS
WCFL, 4
WENR
Chicago

I^^^^^I^^H^^H^^^I^^^^^^HI^^^^HH^^HIIHI 45
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The best from Tin Pan Alley, Hollywood
and the Classics by the Superb
Sixteen- Voiced SERENADERS
Now you can sponsor the sinking group with
the longest continuous record on the air of
any vocal organization . . . almost 600 broadcasts over CBS. Every member is a star in his
own right with a background
participation.

of top-show

Seventy-eight separate fifteen-minute episodes
are available, each a program gem directed by

Emile Cote and with Warren Sweeney of New
York Philharmonic fame acting as commentator and musical host. Opening, inside, and
closing commercials.
No finer musical talent of its type exists today.
WINGS OF SONG is a program series Mith
tremendous popular appeal, made possible by
the skillful selection of diversified musical
numbers.
Write for audition disc, details
on special commercials by Mr.
(>ote and Mr. Sweeney, [and
other facts.

S
AMERICA'
GREATEST
RADIO

I

SALESMAN

An outstanding High-Hooper Show with
the famous MULLEN SISTERS and
CHARLIE

MAGN ANTE'S

Orchestra

Thei'^ is only one Singin' Sam and what a selling job
he haL done for scores of sponsors . . . and can do for
you. Singin' Sam sells because he gets the ratings and
gets the response.
WOW
WTAM
CKEY

Omaha
Cleveland
Toronto

CJAD

Montreal

18.1
12.4
12.9
14.8

at
at
at
at

6:30
6:00
7:30
7:30

P.M.
P.M.
P.M.
P.M.

And according to the Conlan survey, the percentage of
tune-in at WISH in Indianapolis was doubled in first
three months on the air . . . 14.6 to 30.4.
Yes, Sam is doing a spectacidar job. His fifteen minute
shows have been heard on over 200 stations for scores of
sponsors.
Write for audition disc and full details on special commercials bySam, availabilities, etc.

Transcription Sales, Inc.
117 West High Street
Springfield, Ohio
Please send me complete data on

117 W. High St.. Springiield/Ohio
Telephone 2-4974

^NMichigan Ave.. Chicago. 111.. Superior 3053

DD

Singin' ofSam
Wings
Song

Name
Company
Street
City

State .

Network programs on the air
which are owned by sponsors
amount to less than 10 per cent of all the
commercial entertainment broadcast.

over-ail

That doesn't mean that many buyers of

The fase for

network broadcast advertising wouldn't
like to own their own shows. As a matter
of record there are a number of other
sponsors who have leases on their programs as long as they stay with the
same advertising agency where they are
now. Agencies control 30.5 per cent of
all the coast'to-coast web shows. In
many cases the "control" is shared by the
broadcast advertiser using the vehicle,
because the shows have been especially
designed by the agency for the sponsor.
The great percentage of commercial
programs are packages. Fifty'Seven and
ninc'tenths per cent of the sponsored programs on chains are package programs

Your Radio Program

bought by the agencies and or the sponsors complete and ready for the microphone. Of this 57.9 per cent networks
own 16.3 and independent package program producers, talent agents, or the
talent itself, 41.6 per cent.
Stations themselves own only 1.8 per
cent of the network programs. There are
very few programs fed to the networks by
individual stations so this 1.8 figure is no
surprise.
The case for building or buying is one
on which it's difficult for a sponsor to
arrive at a clear-cut verdict. In theory
every sponsor would like to build his own
program or have his agency build it for
him. In fact this is not only impossible
but in many cases it's not even desirable.
Most sponsors plan their advertising budg-

Edgar Bersen, Charlie McCarthy program owner, arid writing staff. Left to right. Royal Foster, Bergen, Zeno Klinker, Allen Smith, Marge Peterson

KEEPS

BUSY

Like the proverbial bee, WBRM makes good use of its time — all
the time. Both on the air— and off. Like this:
Critic John Crosby reported: "...a vitality glowed brightly
all sunnner in a stistaining program on WBBM

called 'Report

Uncensored' which set the town on its ears. 'Report Uncensored' substituted during the sunnner months for the immensely poptdar'Lux
Theatre' and its Hooperating dropped only t^vo points." This
WBBM docmnentary on juvenile delincjuency was a smash hit on
the air becatise WBBM

\\riters and producers spent more than four

months off tlie air perfecting each program in the series.
Or take another example. Because of WBBM's passion for
perfection, tomorrow morning (and six mornings a week) thousands
of Midwesterners will "Listen to Cliff". . .will hear the breakfast
antics of the suburban Cliff Johnson family including four ad libbing
yoinigsters. It's a show that can set advertisers — as ^\■ell as listeners—
"on tlieir ears." All because WBBM took the time (7:30 to 8:00)
and added showmanship to a popular morning musical clock show.
It simply means yoti get more than just time on WBBM.

You

get time that has been put to brilliant use by WBBM— a local origination that represents hours of imaginati\'e thinking by WBBM sho^vmen. To put our time (and our talent) to x^^^f^^ good use,
make a bee-line for Radio Sales or direct to /EnSJ'v, ^"^
—"Chicago's Showmanship Station."

Represented by Radio Sales ...Radio Stations Representatix'e ...CBS,
New York, Chicago, Los .-intieles. Detroit. San Francisco. .Atlanta

Chicago's Showmanship

Station • Columbia Owned

• 50,000 watts

':; WBBM

Willi
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ABC
CBS
MBS
NBC

0\vii^»
AGENCY

riiiiiiiii^iM*uil
PACKAGE
PRODUCER

19
16

11

38
TOTAL
PER

CENT

84
30.5

ets for a 12-month period. The president, board of directors, sales manager,
and advertising director go into executive
session and decide what has to be done.
In most planning there is long-range
thinking but immediate sales are far more
important to executives who desire to
hold their positions than the long-range
prospects.
Thus the need for immediate results
takes precedence over slowly building a
buying acceptance for the product. Few
corporations can take several bad years
without the stockholders calling for someone's scalp. Even a Henry Ford III
jumps at buying Fred Allen with his
Hooper of 23.2, Nielsen "total audience"

l*i*ii;j;rsiiii<«» iiii Ai^iwiirk^^

NETWORK

15
84
33

CLIENT

STATION

TOTAL

0

5

63

1

7

71

145

3

7

53

27
31

11

1

8

89
276

115

45

5

27

16.3

1.8

41.6

rating of 22.3 (October 19). The Ford
organization was sold on doing a longterm broadcast advertising job building
its own Ford Theater. Yet on this same
October 19 the Ford Theater was tabbed
4.0 by Hooper, 9.6 by Nielsen total audience tabbing. Ford has a competitive
situation now, not next year, and business
operations don't wait for audiences tc
build listening habits.
What caused Ford to buy Fred Allen is
what causes most sponsors to buy packages rather than build them. Ford has
thus far confounded the critics by sticking
with his Ford Theater at the same time
that he's using Fred Allen. Few budgets
are big enough for a sponsor to build a

100

9.8

program and buy another at the same
time. It does put a strain on the corporate bankroll, and even great corporations
like General Foods won't continue to
stand a strain like this unless the program
being built delivers a fair audience within
a year. When General Foods decided to
offer the daytime listener some fare other
than the travail of soap operas, it presented a mystery series, Two on a Clue,
which was nursed for a year (with real
promotion) before it was replaced with
another hearts and flowers serial.
Building programs makes contributions
beyond the audiences which the programs
gather.

Du
Font's
of America
(Please
turnCavalcade
to page 68)

Checking "Light of the World," J. Manning, Joan Vitey, J. Fleming, Charlotte Lawrence, Loughrane, B. Doig, Angle Strickland, and C. Webster
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100,000 VISITORS EYE LIVE SHOWS!
NEW ATTENDANCE RECORD AT WFBR!
Loyalty Factor means

WFBR

is Baltimore's "PLUS" Station !
-^;

Here's a statistic: Every year, ten per cent of
lotion of Baltimore visits the studios of WFBR!
one or more /»ve broadcasts, visit modern
action, view product displays (yours can be

the popuThey see
studios in
one!) and

take home "Let's Listen" — house organ of WFBR. These
visitors are a real loyalty factor — WFBR is radio
to them!
Next time you're looking over your Baltimore radio
budget, make a thorough check on
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Although the agency's importance in TV is increasing, in only a few cases is an
agency TV director in actual charge of his
program once it goes on the air. In practicalK' no case does the agency producer
talk directly to the floor crew while the
program is being telecast. Where an
agency man is in actual charge of the production his instructions are relayed to the
camera men and stagehands through the
station technical director (td). This is
isecause the men handling the camera,
lights, sets, and props know their td's
language and can't be expected to understand what each individual agency man
may want.
It is generally felt that the station is responsible for getting good picture quality
on the air. And even the agency men involved in TV production admit that by
and large video will move along more
quickly if on-the-air production is left in
the hands of the men who do the job
daily. Most agency men, however, feel
that it's the other fellow who would put
an unsatisfactory program on the air — he
himself could be trusted with full responsibility. Station men, for their part, aver
that 90 per cent of the ad-agency executives aren't equipped to produce television
programs
now.
Until recently
the entire on-the-air responsibility of NBC-TV rested with
NBC's own producer^. Today, while
their instructions still must pass through
the td, acceptable agency producers put
on their own programs. At CBS programs are handled by Columbia men
since, to quote the network, "no agency
has asked to direct a full program over
station WCBS-TV." Recently one agency
did request permission to produce its own
commercial and this was okayed. For the
record CBS has stated that it would be
"open minded" on the subject should an
agency make the request to produce an
Edward Sobol,

award-winnins

WNBT

producer

entire program. There's no rule on this
point at CBS.

SPONSOR

responsible for what in W
the next few years will be more frequent
than facilities failures were during the
early days of broadcasting. Radio had
been operating all over the nation for
years before advertising entered the field.
This is not, of course, true with TV.
Stations have commercials during the first
week of operation. WTMJ-TV (Miltop television men learned their TV abc's
waukee) had nine sponsors to start and
at DuMont. DuMont's program quality
14 before the first week of operation was
has suffered during the formative years of
panding so rapidly that last year's backover. It had, however, had months of dry
ground isinsufficient for this year's use of runs before it went on the air. On the
TV (just as Balaban and Katz's WBKB
in Chicago) but the advertising medium television. Every advertising medium
has profited. Since there were very few claims it's the fastest growing of them all. other hand a station in Baltimore had a
camera conk out on it the opening night.
sets in use during '44, '45, and '46, utiliz- With TV it's true.
When they castigated the manufacing the air as a television school room
Sponsors can hire their own talent, have
turer itdeveloped that they had made no
the program scripted, scenery built, props
during this period has paid off.
attempt
to rehearse before going on the
Most sponsors feel responsibility to- hired, in fact can generally do everything
air.
wards television — as entertainment or as
except control the program while it's on
The problem of failure of cameras,
broadcast advertising. A few, like Gen- the air. In most cases, aside from approveral Foods, feel that the advertiser has a
ing talent, they are content to leave the relay, coaxial cable, or any other electronic part of TV while on the air will not
tripartite responsibility along with the entire matter to their agencies and out-ofrecur
frequently,
but frequently enough
town,
to
the
stations.
broadcasting industry (the stations) and
In the field of research, practically to raise the question as to who will
the advertising agencies. They have
arrived at this conclusion because since everyone agrees that sponsor, agency, shoulder the expense involved in the production that is not aired. In radio, talent
they will eventually present the cream of and station must work together, because
costs
are
paid for by the station or the
the air's visual entertainment, they feel each has certain things he wants re- network when equipment failure kills a
they should help direct the growth of the
searched. All profit from the figures debroadcast. These costs can be staggering
veloped, so all should share in the exbaby medium — for their own protection.
penses and thus far have been willing to in video, since they'll include rehearsal
General Foods has decided, based upon
an intensive research study, that tele- do so. Goodyear Tire and Rubber spent costs which are frequently more sizable
vision in New York is already a solid a sizable sum in 1946 to d scover what was than the actual telecast bill.
advertising medium. They will use more what with sporting events. N. W. Ayer,
Most stations aver that they'll have to
time in 1948 based upon their experi- their agency, and NBC, owner of the sta- recompense the sponsor, if some other
mental use of the medium in 1947. They
tion they were using, shared in the ex- telecast time can't be worked out. A few
stations state that the risk should be
penses and contributed certain facilities.
will both buy and produce their own programs. In New York and other markets
The commercial is the great unexplored shared by sponsor and station. There is
in which they use the visual air they will area of television. The entertainment still another group of stations, a small
also merchandise their programs. Their portion of a telecast has the experience of group but an outspoken one, which says
"There aren't going to be any equipment
approach briefly is, when you're in show the theater, vaudeville, and motion picbusiness, you merchandise as well as
tures to draw upon. Only in the case of failures at our station."
Program promotion on the air is adadvertise what you have. And when they motion pictures has there been any advermit edly a station responsibility. Each
tising and then it has not been of a type
use broadcast advertising — standard as
telecast
has
to be sold to the viewing audiwell as FM or sight-and-sound — General that can be translated to the visual air.
ence
since
there
is very little continuity of
Foods recognizes that it's in show busi- Therefore sponsors have to experiment, to
ness.
find out what will sell without irritation. program appeal at this time. All stations
Sponsors can either produce their own One picture, if the Chinese are to be have Previews of Things to Come on the
programs, through their agencies, or have believed, is worth a thousand words — but air. Some of the telecasters want it
the stations do it for them. In most it has to be the right picture.
known that they'll be able to sell forthcoming shows better if the agencies and
areas, outside of New York, both agencies
For many reasons, camera failure for
At the DuMont stations and network,
the agency television producer, almost
since WABD returned to the air towards
the end of the war, has been kingpin.
DuMont threw open its facilities practi'
cally 100 percent to agency radio men who
wanted to learn the visual ropes. Several

JANUARY

1948

and sponsors have been happy to have the
station develop vehicles for them. So far,
there are very few men who know what
visual programing is all about. They are
tied up with stations, not because the stations pay more money but because only
stations can provide them with enough
programing experience for them to have a
real control of the medium. TV is ex-

sponsors work more closely with them in
making talent available for preview
scannings.
On publicity, stations state that ail
three, agency, sponsor, and outlets, must
work together for the protection of the
medium. To quote Raymond E. Nelson,
TV pioneer and agency man, "television
needs an honest press, even if it hurts
sometimes.'" He points out that every
new agency or sponsor that comes into the
medium rushes into print with wide allinclusive claims about what they're going
to do — and what they do usually turns
out to be a station break. It's easy to
understand that any agency or sponsor
public relations man will think that what
his client is going to do on the air is a
"first." It's just as logical that nine
times out of 10 it's old hat. Only a
publicity man at a station or a network can

with the station news men they'll find
that their releases will find more newspaper and trade paper acceptance. Many

escape into another reality — the land
brought into the home on the face of the
video tube.

releases that aren't correct get by editors
who can't be expected to know a great
deal about television now. However,
after an item is published there are always

There isn't enough money in all the
entertainment world to develop a technique for TV. It must come from commercial sponsorship. It must come from
sponsorship other than that of sporting
and public events. These telecasts are the
present-day prop which is helping stations
pay their bills — and sponsors collect
quickly on the medium. Underwriters of
prizefights, hockey games, football, baseball, and basketball scannings are using
TV as an advertising medium and expect

a number of readers who call the editor's
"error" to his attention. That makes it
tough the next time to get a good press
for legitimate television news.
Sponsors have already invested several
hundreds of thousands of dollars in developing both commercial and program
techniques. Television, unlike radio, has
to uncover new entertainment forms.
The latter, except in the case of documentaries, has little to show creatively for
its quarter of century of existence — except
jingle selling. Television isn't motion
pictures, it isn't the theater. It isn't just
vision added to sound broadcasting. It

hope to keep track of what 's new and news.
It's obvious that stations won't be able doesn't permit the imagination to build
to control publicity releases. However, if a never-never land, projected from the
It offers
sponsor and agency press agents will clear quilted tones of an announcer.

Writers
on the air
anti wliat tliey eost
Although the contract between the

i
■

four networks and the Radio Writers'
Guild will not be fully operative until
March 13, it is already a bone of contention between the advertising
agencies and the writers. The
agencies are making it plain that they
do not feel bound by any agreement
reached between the webs and the
writers.
Nevertheless it is fairly certain
that the terms won by the writers
will govern most of what is heard on
the air, commercial or otherwise.
Some of the vital points which
affect all commercial programs include the fact that when a writer
does a script for a recognized program the script rights revert to him
although before reselling it he must
change the names and characters if
they are a regular part of the program. Ifa writer creates a program
the title of the program and the chief
characters are his even after he ceases
to write it.
Air credit must be given writers of
five-a-week programs at least twice
a week. When programs are ghostwritten it is not necessary to give

credits to the ghost writer.
Repeats of program material
(though not on the same day) must
be paid for at 50 per cent of the fee
for the original broadcast. Subsidiary rights (other than radio) of
scripts during the six-months period
that the buyers holds exclusive rights
if sold are shared equally between

to obtain quick response — like one brewer
who increased his sales in New York bars
and grills immediately after he sponsored
his first professional football game.
Sponsors must be willing to take the
chance of giving an agency producer a free
hand to uncover and establish not only
entertainment formulas for the medium
but effective commercials. Sponsors must
be willing to have their agencies and their
own advertising managers make mistakes
for only through their errors will the
formula for selling with good taste be uncovered. The sponsor who insists that
every telecast pay off at once is the one
who won't obtain anything like the maximum results from using vision on the air.
Lever Bros, spent a considerable sum of
money during the early days over WABD
(DuMont) to see if a variation of the soap
opera formula would hold an audience.
Lee Cooley, now with McCann-Erickson,
at that time with Ruthrauff & Ryan,
scanned his bathtub girls, his love scenes
on a hilltop and the typical despair of the
daytime
radiobutdramas.
them as radio
translated,Heas didn't
he saw do
it,
the appeal to the visual medium. It was
good. It taught the Lux folks a lot. The
soap organization from Cambridge, Mass.,
are going to be in TV. They recognized
their responsibilities early. Of course they
also helped Lee Cooley to a better job.

buyer and writer. After the exclusive period all subsidiary rights revert to the writer.
A semi-closed shop has been agreed
upon by the networks and RWG.
The Guild has the right to demand
that nine out of 10 writers at any
network be members.

That's a plus for TV because he's certain
to innoculate other agency men with his
enthusiasm for selling on the air.
Selling via any new medium comes

Typical of the writers' fees agreed
upon
are:
Proftram
One a week
Five a week

hard. It can't be learned in a night. It's
the responsibility of all sponsors who can
afford it to set aside an experimental nest

Lenfith
.S min
10 min

Sust (k>miTi
$i.S. $60.
$50. $80.

Sust Cumm
$IO.S. $1«0.
$1.S0. $240

1.S Riln
30 min

$/.'>. $120.
$150. $2.50.

$225.
$400.

45 min
$225. $.<60.
60 min
$.<.50. $525.
15-mln serials

iM,0.
$640.

$575. $<»20
$7.50. $1,320
$200. $250.

These rates arc all subject to a
20 per cent discount when the writer
is given a 13-week non-cancellable
contract.

egg to spend in finding out what TV is all
about. The best men in the field are the
first to admit that the> don't know the
answer -yet.
There are very few clear-cut responsibilities for sponsors, agencies, and stations that don't overlap. Even when it
comes to paying for programs and air
time, most stations frankly are paying
part of the bill.

54

SPONSOR

... in six delicious mythical Izaak Walton flavors! is
typical of the big parade of attention-commanding "commercials" (?)
heard on WRVA's

50,000 watt "Jughead's Jukebox". Anything

and everything can happen on this show — and usually does. That's why
the "faithful" in this area stay tuned to unpredictable Don Meyer,
who emcees this red-hot platter show at 11:15 P. M. to Midnight,
Monday thru Friday. You can fish along with Jughead Don on a oneminute spot. Because when he does a rumba he always keeps a
stiff upper hip, with his usual (normal) eccentricities. He isn't odd — just
uneven. Disc jockeys don't have to be like that, but it helps. But who cares ... as

/^

long as huckster Don gets the listeners and you make the sales (and profits!).
Be an opportunist and open the door before Opportunity knocks. Get
the rest of the dope from Radio Sales.

p,v.v.m^i-.^ ^^A

M^^f^iu

Ty;^^j^;a

WMID

Koow ie Prodoeef

PEORIAREA
• • • say the latest
Hooperatings"^

Station Listening; Index, showing each
station's share of audience for tlie times
shown:

MORNINGS
(8 to 12)

mi
Outside
Stations

PEORIAREA STATIONS
A

10.B

■
WM6D

i

A

6

C

D

E

AFTERN■■OONS'' Z^

S'^'iios

(12 to 6)

Oljifa llruce'

She's press-agent, propasandisl, and producer oF
"House oF Mystery"

Although

she looks more like a female lead in a collegiate

musical, Olga Druce's interest in good juvenile radio goes
far beyond her weekly stint in a Mutual control room as producer
of the socially'Conscious House of Mystery for General Foods.
She frequently takes time out of her hectic production schedule
for lecture appearances, making field trips (at General Foods
expense) to address educators and lawmakers on the subject of
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Inc.,

reports showing children to be just 23 per cent of her show's
audience. From her own experience, Olga believes it's at least
twice that amount or higher. She also takes issue with radio
die-hards who claim there must be a lurid murder every five
minutes to get a good rating on mysteries; she says that suspense,
change of pace, and good writing are the success gimmicks.

Summer, 1947

PEORIA
CBS

children's programs.
No run'of'the'mill thriller, House of Mystery brings to its
Sunday afternoon family audience a primarily entertaining program, using logic and fact to expose superstition and the supernatural. In this respect. House of Mystery somewhat resembles
Superman (Olga once wrote that air strip) but she is not afraid
to sell her sponsor on doing an amusing fantasy or special event
during holiday seasons.
The personable brunette disagrees with audience composition

Nal'l.

|
Rtpt.

Above all, Olga says, she never allows her scripts to "talk down"
to the youngsters, adding that "skilled writing is simple writing."
Her radio and theatrical background is varied and thorough.
Olga has done much social and consultant radio work, plus major
acting roles on Broadway and a hitch with the American Theatre
Wing. This spring, Olga Druce plans to delve into regional folklore
on House of Mystery, and to carry further her own campaign for
better shows for young dialers.
* With John Cirii/fis {Ho^er Ellial on prograni)
SPONSOR
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Butte,16, Montana
May
19A7

Mr. Arne Anzjon, Ivianager
Radio Station KXLF
Butte, Montana
Dear Arne:
Just a line to let you know what we accomplished
during the "Parade of Products" week on Honey Maid
Grahams.
We were successful in installing 72 major displays and many smaller ones. There were a total of
123 stores who actively participated during the week.
Easing our sales increase on the week previous
to the activity, our gain v/as 8755, with a 56^ gain
during the week following.
V/e consider the drive very successful.
Previous
experience has taught us that we can expect favorable
reaction throughout the year as you continue to tie-in
with our "Top of the News" program.
May we offer the supgestion
be set up two weeks in advance?

that future campaigns

In our opinion the displays and the advertising
material should all be in place about one week before
you opnn your program on the air.
Very truly yours.

ti

Bo« 1956— Butte, Montono
Symons Building— Spokane, Wosh.
Orpheum 31dg- — Portlond, Oregon
6381 Hollywood Bl.'d —Hollywood 28
79 Post St.— Son Froncisco 4
The Wolker Co., 15 W. lOth St , Konsos City
The Wolker Co., 360 N. Mich , Chicogo
The Walker Co , 551 5th Ave, New York
The Walker Co., 330 Henn. A»e., Minneapolis
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,1 Director of Advertising and Sales Promotion
Charles J. toward | Kelvinator Division of NashKelvinstor Corporation

ture industry would be constantly under
fire because experience shows that selfregulation is necessary. The words "self
regulation" are well taken, I believe,
because 1 feel certain that if the television
industry doesn't prepare its own code and
live up to it scrupulously, some organization— or the government itself — will prepare a code for it. This is a situation
which should never occur. 1 believe it is
definitely the Television Broadcasters

answers
3lr. riiwartl
1 believe a television code of good
taste
is a "must."
Television
is really
a visitor in the
home — performers
must comport
themselves with
dignity, restraint,
and exceptional

I
I

good taste. Dialogue and situations which are perfectly
proper for the theater or motion picture
audience will not necessarily be acceptable in the home. A phrase or sentence
which on a radio program might be innocuous could, if coupled with a certain gesture,
take on an entirely different meaning
and be offensive.
Undoubtedly most television producers
and station operators initially will make
every effort to operate within a framework of restraint, but sooner or later
competition will assert its influence and
is apt to effect a loosening of control and a
lapse of good judgment and good taste.
Radio has shown the need of constant
supervision to keep its comedy clean.
Television should never allow itself to
step over the border line.
The motion picture situation is a case
in point. How many people know that
the so-called Hays Code was actually
created from thousands of complaints received from the public? At its inception
it was really the public's code. Without
its restraining influence the motion pic58

Association's responsibility to prepare a
code. Let's get our house in order now
and keep it in order.
Ralph B. Austrian
Vp in charge of television
Foote, ConejCi' Belding, N. Y.

vidua! telecaster to interpret this acceptability factor will be a direct measure of
the length of time he stays in business.
It is too early for us to establish time
allowances for commercial segments in
television programs or to make rules
governing their frequency or position in
the continuity. However, it is not too
early for us to study the ways and means
whereby an advertiser can be saved from
self-abuse, and it is decidedly to our own
advantage to study the methods by which
he can maintain his identity.
There is no doubt of the eventual need
for a written code for television broadcasters which will govern both his own
conduct and that of his advertiser, but
first we must establish the basic principles
on which and from which this code can be
built.
Captain William C. Eddy
Director oj television
Balaban & Katz, Chicago

In any discussion of a "Good
Taste" code for
television compared to the same
for radio, it must

Television, like

be kept in mind
that in television

radio, comes directly into the

the element of imagination is gone.
Thus reality becomes the dominant factor, and we are
into a realm where audience reaction will
be decidedly more positive. Since we in
television are dealing with the same home
audience, it is a foregone conclusion that
the existing regulations and the nonacceptance code of the radio broadcasters
will be elements for governing the conduct of television broadcasters. In addition, ifthere must be a written code, it
will be necessary to include the elements
appearing in a strict interpretation of the
rules laid down for its o\ati conduct by the
motion picture industry. Beyond the
written code, however, there will always
lie that uncertain and indefinable area
where the individual telecaster must apply
his own interpretation of what constitutes
good taste or bad taste for the majority of
his audience, and the ability of the indi-

home and therefore all precautions which have
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essential for television. The course to be
followed must always be in the public
interest since what is done in television
stations will come before the scrutiny of
millions of ej-es.
It should be recognized that television
is a potent force for tremendous good, or a
weapon for evil if improp>erly handled; a
utility that outstrips all others in universal appeal— one that looms not only as
a great aid toward the achievement of
international good-will and lasting peace,
but as an important challenge and a reSPONSOR

sponsibility to those who elect to harness
its potentialities.
If it is to succeed as the greatest means
•of mass communication yet conceived,
and as a monumental contribution to
public service, it must be clean and
wholesome, completely tolerant, fair in all
public issues, and a welcome visitor to the
American home.
The Television Broadcasters Association, through its surveys and research,
has learned that present broadcasters of
television are making a careful study into
a suitable technique for the presentation
of religious programs. This problem will
in time be worked out satisfactorily.
Freedom of discussion in public affairs
and controversial issues is also being
studied, so that televisers will know how
best to treat this wholly American form of
television and radio. The TBA has found
all televisers unanimous in wishing to preserve the traditions of freedom of speech
and methods are being worked out that
should meet with public approval.
It is scarcely necessary to call attention
to the dangers in the presentation of the
drama. This is the most interesting and
treacherous field for television. The
drama appeals to both old and young, and
has its own traditions based on the living
stage, and a secondary set derived from
the motion picture. It is too early to
dogmatize about whether television shall
be governed by these traditions, or
whether it will develop its own standards
and techniques. But television faces
peculiarities in its medium which compel
it to find its own way by bold and intelligent experimentation. It can directly
copy neither the living stage, nor the
cinema, even if it would.
Meantime, because it comes directly
into the home, television will almost certainly find it necessary to exercise caution
and a measure of restraint in the plays
which at the outset, at least, it offers for
public consumption.
The theater has achieved a license
which harks back to the Restoration
drama, and not a few of the things there
to be seen and heard are certainly unfit
for a medium which finds its way into the
ordinary American home, where standards of purity and decency are still anything but extinct.
No form of entertainment lends itself
to looseness and questionable material so
much as comedy. This is true in the
whole amusement world. Televisers are
giving careful study to all material so that
a high standard of clean wholesome programs may be maintained on all television stations in the country.
{Please turn to page 60)
JANUARY

1948

"HOOPERATINGS:" in 194-, WFBM
was tops in
Total Rated Time Periods more than any other Indianapolis station.
"STANDARD RATE AND DATA:" More listeners
per dollar is an accepted fact among national and local
advertisers who consistently buy WFBM.

"BROADCAST

MEASUREMENT

BUREAU:'

An

over-all higher percentage of listeners in central Indiana
counties than any other reported Indianapolis station.
"MERCHANDISING:" Special field work
sonal retail contact . . . every week in the vear.

and per-

"PROMOTION:" Taxiposters, point-of-sale, theater
play-bills, newspaper, direct mail . . . hard punching and
consistent.

PERFORMANCE:"
announcennents

Live or transcribed
shows
or
receive skilled and professional

attention
in the details of experienced broadcasting.

^s

BASIC AFFILIATE: Columbia Broadcasting System
Represented Nationally by The Katz Agency
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{Contiuued Jrom page 59)
The television industry must dedicate
its efforts to maintaininjj intejjrity and

protection) in that realm of in-between
where the blacks and whites become grays
and where errors of judgment can easily

be made. He needs to have "suggestiveness" nailed down and defined, and then
deccnc)' in this wonderful new art. If he needs some way of knowing inescapcaution is observed, the responsibility to
ably when his material falls within or
the masses of the people who will com- without the boundaries.
prise the tremendous audiences in the
For such purposes the proposed code
near future shall have been met. The does not suffice for radio and even less for
imposition of common sense upon our- television. Because of the greater latiselves isthe greatest responsibility of all.
tude of vision, the broadcaster will need
J. R. POPPELE
much more guidance (and hence protecVp in charge of engineering
tionV
A raised evehrow. a smirk, n )t
WOR, N. Y.
In so far as the
wording of any
such code is concerned, a code for
television would
differ only superficially from a code
for radio. We
must not lose sight
of the fact that
when television
completely supplants what we now know
as radio (and it surely will supplant it!),
it will still be broadcasting. Except for
the obvious differences the coming of
vision will bring, the industry will continue to operate on much the same broad
principles. An extension of any good
taste code so that it will apply as well to
the things we see as to the things we hear,
would not be difficult : a change of wording
here and there, and provision for certain
wholly visual subjects. For example, the
sentence, "Sound effects, calculated to
mislead, shock, or unduly alarm the

s
■

i

listener, etc.," might be changed to read,
"Sound and visual effects, calculated to
mislead, shock, or unduly alarm the
viewer, etc." Provision would have to be
made for questions of costuming, dancing,
and love-making.
And so on.
The question in my mind is not so
much how the codes might differ, but
whether the NAB code is a code at all, and
whether it will do for either radio or television that which needs to be done. A
study of the proposed radio code reveals
that it is more a statement of good intentions than "standards of practice." It
states such universall>-accepted precepts
of good taste that there can be dissension
on hardly any of its points, but it does not
give the broadcaster very much of what
he needs to go by. It encourages the

sh >wn in the script, may give a line a
different and dangerous meaning. The
telecaster will need more than a statement
of good intentions; he will need severe
censorship, either of his own structure or
of a "Johnston Office." Arid in the event
that the industry should agree on a
central enforcement or p,)licing agency,
this would entail vast complications. Approval of scripts in advance will not
always suffice. Air-checks for television
may be too costly. It may require an
industry censor, replacing the broad' Please turn to paoe 64^

WMBR
JACKSONVILLE
CBS

I

Represented

in

North
by

Avery

Florida
—

K n o d e I

15 now
I

5000
WATTS

"good" and abhors the "evil" but it does
not — because such generalities cannot — ■
draw the clear line that is needed between
the two. No broadcaster needs to be enjoined against, for example, "suggcstiveness" ; what he does need is guidance (.and
60
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Personality!
builds and holds
s what
That'
rship lor any radio stalistt'iic
tion. Antl in the Philadelphia area. .
the nation's third market. . there is
a station with personality plus. It's
KYW, whose facilities and programming have Iniilt lor it a personality that's increasing both listenership and sales lor spot ad\'ertisers.
II your aim is to impress an allaround audience, the KY\^' personality can help vou make Iricnds
and influence sales.
For example, the KYW

morning

"musical clock" is doing a magnificent job for several spot-advertisers. . among them Gadget-of-theJMonth Club. In this connection,
read the lollovving excerpt from a
letter recently received from DavisHarrison-Simmons, of Los Angeles,
the Club's advertising agency:
KYW fias shattered every
single record of productivity
ever establisfied by any radio
station we fiave used to date,
anywhere in tfie United States
. . has hammered the cost per
inquiry down to the lowest
figure yet obtained. KYW is
a must for this agency for all
clients wishing to sell the
Philadelphia market.
To Mr. Don L. Davis, thanks
for the kind words. W^e're sure
that the KYW personality can be
equally effective for other advertisers. See our Sales Department,
or NBC Spot Sales, for costs and
availabilities on K^A\\ Philadelphia's 50,000-watt INBC affiliate.

Thiyelphia^fltfonivitl)

WESTINGHOUSE
RADIO STATIONS INC
WBZ
WOWO

• WBZA
• KEX

• KDKA
• KYW

National Representatives. N BC Spot Sales — Except (or KEX.
For KEX, Free & Peters
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siped and unsigned
f^"' '%

BpxutAc^ PeAAxuui^ GUa^u^e^
NAME

FORMER

Innls HninilioUl
John \\ . Hurftard

The Coa.sl Maiiazini'. puhlishi-r. ed
Brown
& Williamson
Tobacco Corp.
asst adv mgr

John li. Ilk-ks Jr.
Thomas II. Lane
Norman M. Markwt'll
Don Mc.\iiliffe
R. I). .Stoddard
Roy \. Vemslrom

NEW

AFFILIATION
LouisvilK-.

Koxall Druft Co, L. .\.. sis prom, adv dir
.\IU'n B. DuMont Labs. Inc. N. Y., sis prom mis
Russell P. Ostrander, L. ,\.
K(iO, S. F., audience prom
Gerber, Portland

AFFILIATION

Morris adv
Planmftr
Co of Calif., pub rel. adv mfir
Same,
'I'ex-O-Kan Klour Mills Co. Dallas, adv mftr
.Same, vp in chge nail, retail adv
.Same, sis prom, adv dir
<.olumbia .\pparel .Stores. .S. F.. H'wood.. adv mftr
California
Klectric
.Supply
S. F"., adv.
Pacific Power
& Light
Co, Co.
Portland.
Ore., sis
advprom
m(y nigr

Adue^UlUfu^ A(fe<nc4f PeMxuutel QUatiXfe^
NAME

FORMER

Raymond .S. .\aron
John L. Albright

Benjamin Kshleman, Phila.
Dancer- F'ltzgorald -.Sample.
N.
depts
Trans-World, N. Y.

Fernando (;. Arango
James .S. Heard
Pierre H. Keullac
Lee Blair
\. \V. Brandon
David C. Chopin
VVilf Clement
Ted Colby
Paul Corbell
Douglas Coulter
Laurence IHincalfe
L. Brooks Elms
Hugh Krnst Jr.
\ictor Fabian
Kdward L. Fertel
James F. Hannah
Louis M. Hayward
Joseph 11. Healy
Kdna Bronson Herr
Cal Kuhl

■

radio,

copy

-Morselnternati) iial. .N. Y.

/l<feH>cif,

French

language adv

Nachman-Rhodes. .\ugusta. radio dir
Kelly. Zahmdt & Kelly. St. Louis, radio dir
Rutland. 'Toronto, radio acct exec
General. H'wood.. radio acct exec
Same, vp& Mills. Montreal, radio dir
Spitzer
O'Brien . Vancouver, copy chief
Ruthrauff
&'Ryan,acctN. exec
"S .. radio acct exec
Grant. H'wood..
C. Wendel Muench. (;hl., media dir
Same,
Harvel vp
Watch Co, N. Y., adv mgr
Emil Mogul. N. Y.. radio. TV dir
Art .\ds. Wash., radio. TV dir
Bronson Herr .\dvertising .Agency (new). .N. \ .. head
J. Walter Thompson. H'wood.. vp
Rodgers & Brown. .N. Y.. radio dir, exec In chge fashion accis
Same, mkting. mkt research, adv, sis prom dir
.Same, radio dept supvsr
.Same, N, Y.. radio dept. exec capacity
Gcare-Marston, N. Y., radio dir
James \. .Silin. Boston, radio. TV dir
Badger. Browning & Hersey. N. Y.. radi<i copywriter

/^p/pxUnt^fte^ii^,

SPONSOR

PRODUCT

tor service)

Radio. TN sets
I'arnswort Brothers
li Television
& Radio
Corp. Fort Wayne
Rad ios
(Wltillan
Inc, L.
A
(golden Brand Food Products (io, Phila
Food products
. Big Hunk candy .
(iolden .Nugget .Sweets Ltd, S. F
House of Hawick. N. Y
. Men's toiletries
.Institutional
Jewish War Veterans
.
Bakery products
Langendorf
T'niied
Bakeries
(Holsum
Bread
div),
S.
F.
Louis Milan! Foods Inc. L. A
. Food products
Mirrolike Mfg Co. .N. Y
.Furniture polish, floor wax
Morgan Furniture Co. Asheville, N. C
Masterpiece Furniture
Mutual Benefit Health & Accident Assn, Oinaha . . . . Insurance
.Cosmetic accessories
I'rincess Eve Prciducts Corp, N. Y
Radio. TV supplies
Radio 'Television .Supply Co, L. A
.Food products
Sardik Food
Products
Corp,
.Schuize
*c Burch
Biscuit
Co, N.ChiY'
Bakery
products
Dude Ranch
preserves, jams, apple
Southwest Food Products Co, Long Beach. Calif.
.
butler
ShefTord Cheese
Standard Brands. N. Y
\ enetian blinds
Sunset Venetian Blind Co. Oakland
Prem
Swift & Co. Chi
Traubee Products Inc, N, V
.'Time-Saver Pressure Cookers
Radi<is. phonographs
Irav-ler Radio C<irp, Chi
Domestic electrical appliances
\\estinghouse Electric Intl. Co, N. Y.
Men's wear
Uilson Bros. Chi
^ankee Doodle Root Beer. L. A
Root beer
(Cosmetics.
\ our h-Kisi Products. Chi

JASL .\R\ l9tS

AFFILIATION

Soils .S. (jintor. Phila.. IN head
National Export. N. Y., copy chief
National Export. N. Y.. radio dir
O'Brien.
Same, vp Vancouver, radio div dir
Walsh. Montreal, acct exec in chge

N. W. Ayer. N. Y.. radio dept
Ru.sscll Birdwell. .N. Y.. radio dir
Romer, Wash.. I). C., radio dir
Abbott Kimball. N. Y'., acct exec
Ward Wheelock, H'wood.. Campbell Soup Club I.S
producer
General Foods Corp (Birds Eye-.Snider div). N. Y.,
adv. prom mgr
Young & Rubicam. N. Y.. We the People producer
J.
Walter
'Thompson.
radioprodn
dept
WLW,
Cinci..
asst gen H'wood.,
mgr in chge

Lindsay Macllarrie
Fzrah Mcintosh
Richard Mcholls
<;erard II. .Slattery
<;ilbert J. .Supple

e

Y.,

Buchanan, ,S. F., acct exec
VV.SAV, .Savannah, asst mgr
KWK. -St. Louis
CHl'M. Toronto, salesman
KHIM. Eureka. Calif., prog dir
Radio Program Pniducers. Montreal
Foote. Cone & Belding. .V. Y.. radio dir
Ronalds. MontTijal
(Jeyer. Newell & (Janger. N. Y.. acct exec
Raymond
H'wood.. Chi.
producer
War
Assets Morgiin.
.\dministration.

Mickey Lane
Howard F. Locliric

J\le4ja

NEW

AFFILIATION

AGENCy
Warwick & I.egler. N. \ .
,\d -Associates. L. .\.
Al Paul Lefton, Phila.
(k)nnor, .S. F.
Funt-(;<ilding, N. Y.
Walter Kaner. N. Y.
Honig-Cooper. .S. F.
Smith. Bull & McCreerv. H'wood.
Kiiplan *, Bruck. N. Y.
Burnlev Weaver, .\sheville
RuthraufT A: Ryan. Chi.
Capka
Kennedv. H'wood..
for nati ad\
Harry J.& Wendland.
L. A.
Julian .Scott. N. Y.
(Gordon Best, Chi.
Brisacher.
Van Norden. L. \.'
Dancer-Fitzgerald-.Sample.
N. Y.
C. H. MacDonald. S. F.
McCann-Erickson, Chi.
Ray-Hirsch. .N. Y.
J. T. C;rossIey. L. K.. for So. Calif.. .Ariz.
Fuller «; Smith & Ross. .N. Y.
BBi;*.<). Chi.
(irani . H'wood.
.Schoenfeld. Iluber & <;rcen. ("hi.

^DON MITCHELL, BILL HICKOK,^
LOCK WOOD DOTY, AND BEN
GUNN IS SHO' MAKING A
BIG NOISE IN OUR NECK
OF DE WOODS
/^YASSUH ! AND ALL DESE
ATLANTA BUSINESS MENS
S SHO'BUYIN' DE TIME

Drawing by A. B. Frost from
"UNCLE REMUS: His Songs and
His Sayings" by Joel Chandler
Harris, which first appeared in
THE ATLANTA CONSTITUTION
in 1879. Copyright 1908, 1921,
by Esther La Rosa Harris. By permission of D. Appleton-Century
Company,

THE

publisher.

ATLANTA

CONSTITUTION

5000 WATTS

National Representatives
JANUARY

STATION

550 KC

HEADLEY-REED

COMPANY
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ASKS:

((Mutinueii from page 60)

caster's own censor, in every control rtwrn.
The
television
broadcasters
should
tackle this question now. As a producer,
I have already— quite unintentionally—
mildly offended certain segments of the
public in one instance, simply because the
cinsor in charge was untrained, inexperienced, and inept, and my own judgment
betrayed me; and I know other producers
who have had the same experience. While
the director must be responsible for the
major portion of his own censorship in the
selection and preparation of his material,
he will be wise to welcome, even to demand, a censorship with the power to
enforce — and hence to protect.
Now is
the time for the television industry to explore the question of a central authority
as against self-censorship, and to define as

Hit Tunes for January
(On Records)

A GIRL THAT I REMEMBER

cbm»

Ttx Bentke— Vie. SO-8497 . Vietof Lomb«rdo— M»j. 7S69
Tommy Tuck«p — Col. 37941

SWEET

AS

C^esenO

YOU

AS

Art Lund— MGM 10078 . Freddy Sltwart— Cap. 479
Bill Millner— United Artist*

hi I.Ranse^

I AM

THAT

FOOL

Dinih Shore— Col. 37952
. Sammy Kaye— Vic. S0-S601
Billy Ecksline— MGM 10097
. Erskine Hawkins— Vic. S0-!470
Dinsh Wash ngton — Merc. 8050
. Gladys Palmef — Miracle 104
Georgia Gibbs—Maj. 12013
. Brooks Brothers — Dec. 48049

Iclearl)' and categorically as possible what
is in good taste and what
Daveisn't.Lewis
Television director

FORGIVING YOU (MeiM

Cm pies Co., N. Y.

Harry James— Col. 37588 . Johnny Johnston— MGM 10076
Sammy Kaye — Vic. 20-2434 , Jerry Cooper — Diamond 2084

HILLS

OF

COLORADO

London)

'km

Guy Lombardo— Dec. 241 79 . Robert Scott— Mercury 3069

LErS

BE SWEETHEARTS

AGAIN

cca.pbe.i Porsie)

Margaret Whiting— Cap. 15010 . Victor Lombardo— Mai. 7269
Blue Barron— MGM 10121
. Shep Fields— Musicift 525
Guy Lombardo-Monica Lewis — Dec*
, Bill Johnson — Vic. 20-2591
Billy Leach— Merc*

rising tide of public criticism of
radio broadcast-

MADE FOR EACH OTHER (Pe.)
Buddy Clark-Xavier Cugal — Col. 37939 . Monica Lcwis-Sig. 1 5105
Enric Madrigucra — Nat. 9028 . Machito— Cont. 9003 . Rene Cabel — Dec. 50006
Dick Farney— Mai-7273
. DesI Arnai— 20-2550
Maris Lina Landin— Vic. 70-7345
. Ethel Smith-Bob Eberly— Dec. 24272

RIO

RANCHO

MY

GRANDE

(Harwall Citeion)

JaekSmith— Cap. 473 . Shep Fields— Musicraft 522 . Dick Jurgens— Col. 38027
Ken Carson — Variety*
. Victor Lombi do — Maj.*
Esquire Trio — United Artist 1 1 4
. Murphy Sisters — Apollo*

I

THEREIL BE SOME CHANGES MADE (Mar o
Dinah
Shore — Col.
— Cap.Vic.1 5001
, Ted Weems — Dec. 2528~8
EddieCondon—
Dec.37263
18041 . Peggy
. Fats Lee
Waller—
20-2216
Ambrose Haley — Merc. 6067
. Jimmy Dorsey — MGM*
Vaughn Monroe— Vic. 20-2607
. Cindy Wslker- United Artis 903

■

I

WHY

DOES

IT HAVE

TO RAIN

ON

SUNDAY

John. one)

Freddy Mirtin— Vic. 20-2557
, Snooky Lanson- Merc. 5082
Mill Herth Trio— Dec* Beale St.Boys- MGM*

ZU-BI

The broadcasting code now
under consideration by the NAB
is the answer
offered b> one segment of the radio
industry
to the

(Republic)

Sammy Kaye— Vic. 20-2420 . Victor Lombardo— Maj. 7S63
Tommy Tucker — Col * , Art Mooney — MGM*

ing. Most criticism of radio falls into one
Iof two categories: commercials are too
frequent and /or too long; too man>' radio
programs fail to live up to the generally, accepted standards of good taste.
I Let us consider these two problems

In radio broadcasting the commercial is
separately-.
the price the audience pays for the
pleasure of the program. The unwritten
agreement between sponsor and listener
runs like this: "I, the sponsor, foot the
bill for the show \ou're enjoying and in
return you, the listener, must permit me
to talk a bit about my product."
As a rule the listener is agreeable.
Occasionall\ he isn't. In that case he
I writes a tough letter to the station, or
I throws a shoe at the radio, or dials to

• Sooit to he releiised.

BROADCAST
580 FIFTH AVENUE

NBW
64

YORK

•

MUSIC INC.
.

NEW

YORK

CHICAGO

19, N. Y.

•

HOLLYWOOD

I WNYC.
I tolerated.
Most radio commercials, at best, are
Some
sponsors claim their
'commercials produce a lot of enthusiastic
jfan mail. Well, before joining DuMont I
was in radio for ten >ears. During that
I time I knew of only a few programs
1 Please turn to page 66)
SPONSOR

OUR

TOP

RATING

mea4t4\n\( top sales
Of the top-rated ten daytime network programs*, WOAI
broadcasts six.
WOAI's

average listening audience for these six pro-

grams is40^'f higher than the national average.
This is but one instance of WOAI's superiority. WOAI
delivers more listeners in its daytime primary area than live
in Washington, D. C. or Baltimore or Cleveland. It covers a
territory with more retail sales than Pittsburgh or Milw aukee.
It sells to more people buying general merchandise than
live in Indianapolis, Cincinnati or Memphis.
You can check by any standard — WOAI

is the powerful

advertising influence of the Southwest.

*Hooper, for November

^BC . SOOOO

WATrs . CL£A, CHANNEL

. TQ*

\:S

Represented by EDWARD
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RETRY & CO., INC.
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YOU MAY FLY AROUND THE
WORLD IN 73 HOURS^

MR. SPONSOR

ASKS:

(Continued from page 64)
which made their commercials interesting
to the listeners. I read a lot of letters
from radio listeners and you could just
about count the fan letters for commercials on the fingers of one hand. I seri'
ously doubt if many radio listeners have
ever said: "Be quiet, will you! Can't you
see I'm listening to a commercial?"
In television the situation can be quite
different. Commercials may be as interesting as, or even more interesting than, the
program. Television commercials need
not be something the audience has to
choke down; they may be so good the
audience looks forward to them.
For instance, fashion commercials, with
the proper sets and direction, can have the
viewers applauding. And how-to-do commercials can be done so well that they
will be thoroughly enjoyed by the audience and remembered long after the program isforgotten.

YOU CAN'T HOP
INTO WESTERN MICHIGAN
FROM ANY OUTSIDE POINT!
If y«ni made

It all boils down to this: if television
I commercials can sustain interest, there is
no reason to apply restrictive time limits
I to them as to radio commercials.
I

I programs within the bounds of good taste,
is apt to prove a tougher nut in television
than in radio.

an aerial reeoiinaissanee over Weslerii Miehifian,

you Mouldn'l see any obsta<'le tn keep "outside" ra<lio stations
really out of this bifi area. Believe us, though, there is a wall of
fading that very effeetively euts off good local reception of even
the most powerfid outside stations.

Radio can offend its listeners with
words, and only words. These are fairly
I easy to control. But television can
offend with words, sets, costumes, gestures, and mannerisms. The problem of
control is much more difficult.

But Western Michiganders do get perfect reception from their

I

two top-notch CBS outlets right in their own area — \^'KZO in
Kaiama/oo an<l \\ JKK in (irantl Rapids. These two staticnis have
an outstanding reronl a 10.7% greater morning Share-ofAudience, for instance, than all the combined stations of any
other one network I (Hooper Report for Spring, 1947.)

For example, the lines given to an actor
may be innocuous. But if, when he
speaks them, he elects to place his thumb
to his nose and wiggle his fingers, a lot of

That's only one of several things you should know about W KZO^JEF. You'll be interested in the others too. Write us for
complete facts, or ask Avery-Knotlcl, Inc.
* Hill Odom

people aren't going to like it.
Just what rules can be devised to insure
against giving offense to viewers, quite

flew around the uorld in 73 hours .) miniitrs, in August, 1947.
'

WJEF
^A^tm
AND

GRAND
KENT
COUNTYRAPIDS

The second problem, that of keeping

a

frankly, I don't know. Furthermore, I
suspect no one else knows. Eventually,
largely through trial and error, we shall
evolve a code of good taste. In the meantime, we must depend on the good judgment of our producers, directors, writers,
and
well. actors. So far they've done pretty

-^^U^

°'^*'"
ANDSTOPEBATIO
^'^O
ADCA
INC

^^

^X^

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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John McNeil
Manager of commercial operations
DuMont TV Network, New York
SPONSOR

SX42

Model

SX-42 offers the greatest continuous frequency coverage of any communications receiver ,. . from 540 kc to 110 Mc. Combines in

one superbly engineerecf unit a topflight VHf
and FM receiver, standard and short wove
broadcast receiver and high fidelity phonograph amplifier. With six bonds; bond six
covers from 55 to 110 Mc.

^
Model SX-43 offers continuous coverage from
540 kc to 55 Mc and has on additional bond
from 88 to 108 Mc. AM reception is provided
on all bands, CW on the four lower bonds and
FM on frequencies above 44 Mc. In the band
of 44 to 55 Mc, wide bond FM, or narrow bond

SM
/*Sf

I1

AM (just right for narrow band reception) is
provided. Here is an extraordinarily versatile,
sensitive receiver at o price that will attract
all discriminating FM listeners.

B,

'Y EXPERIENCE and accumplishinent. Hallicrafters can claim
to be among the first and the foremost in FM advancement. More than six
years ago Hallicrafters had develo{>ed very high frequenc\ equipment
capable of operation on the new FM bands c>f 88 to 108 Mc. The new Models
SX-42 and SX-43. direct outgrowths of this pioneering continue to maintain
Hallicrafters foremost position in this specialized field. FM engineers, technicians and all concerned with the progress of FM are invited to listen to
these models, for a demonstration of a new, high quality in FM reception.

$16950

BUILDERS

OF
(Xft'^^

AVIATION

RADIOTELEPHONE

hallicrafters radio

1947

THE HALLICIAFTERS CO., MANUFACTURIRS OF RADIO
AND ELECTRONIC
EQUIPMENT, CHICAGO 1«, U. S. A.
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BUILD OR BUY

1947) as a case in p)oint. Not one advertiser in a thousand would have had the

{Continued from (jafic 50)
did more than all its other advertising to

patience of the S. C. Johnson wax organization nor the faith of Jack Louis (Need-

give a "new l<x)k" to this great chemical
and munitions organization. The Bayer
Albion of Fomiliar Music built by Frank

ham, Louis & Brorby, Johnson's
ad-agency) in the vehicle. It is true, however, that one impcjrtant factor has

Hummert for Sterling Drug hasn't set the changed since the "building" days of
world on Hre but it has built itself into the Fibber McGee and Molly. The initial cost
hearts of those who love those old familiar of producing Fibber was less than the
strains and they buy a great deal of lowest price of a nighttime dramatic program today. The NBC network cost was
aspirin.
The advocates of building programs a fraction of what it is today. Fibber
point to the amazing success of Fibber McGee and Molly grew up with radio.
McGee
and Molly (sponsor,
January Diapers are always cheaper to buy than

long pants.
There is a postscript to the Fibber
McGee and Molly saga. Although it was
a sponsor-owned package to start and
through a great deal of its air history, it
now belongs to Don Quinn who writes it
and the Jordans who play Fibber and
Molly. Advocates of buying as against
building point out that any program built
around comedy or other stars actually
doesn't belong to a sponst^r or anyone but
the stars. Human bondage went out with
the era of Abraham Lincoln, these package producers claim.
That doesn't mean that sponsors can't
Ibuild and own programs; it does place the
problem in its proper perspective.
Certain t>pes of programs can be built and
Iowned by the advertisers ; with other types
I ownership is not economical and in the
long run is a delusion
ownership in name

OMLAHOMA

only, not in fact.
The programs that can be built are the
vehicles which do not depend upon a
single star name. They may be star
vehicles like the Lux Radio Theater or
audience participation shows like County
Fair. They may even depend upon
masters of ceremonies like Cecil B.
DeMille, just as long as they build a p)ersonality and a following of their own.
One thing is certain, building a program
does not insure a lower<ost vehicle than
buying a package. Cavalcade of America
costs du Pont $7,500 while many a dramatic package can be bought for $5,000 or
less. Inner SaiKtum, a Hi Brown production, is an example. On a Hooperating
basis, SaiKtum might be judged a better
buy since its current rating (December 1)
is 13.4 and Cavalcade on the same day and
hour rates only an 8.3. But regardless of

Tulsa's only exclusive radio center. Only CBS outlet in the rich

the cost Inner Sanctum couldn't do the
Cavalcade job for du Pont. One of the
virtues of building a program is that every
aspect of the show can do a public relations job for the advertiser. With a
package (generally speaking) only the
commercials do the selling.

"Money M^fcet" section of prosperous Oklahoma. Write KTUL,
Boulder oh the Park, Tulsa, Okla.
W

i

I
w
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Identification of an advertiser with a
program makes the vehicle automatically
do part of the promotional job. This is

Mqr.

%i'

m

AVERY-KNODEL,
Notionol

another plus factor in sponsors' building
and owning their own programs. Sponsor
identification means something more than
knowing who the sponsor of a program is
when a Hooper interviewer calls a home

Inc.

Representatives

for a coincidental check-up. It's one
thing to know who is sponsoring a program while listening to it and another to
know who the advertiser is when a program ismentioned at a time when it's not
on the air. It is this latter form of sponsor
identification that advertiser-owned- andSPONSOR

IS STILL THE
HOTTEST

LINE IN THE INDUSTRY
That's Because of the
Value - Giving, Sales -Making
Features Made Possible By

Zenith's Policy of

RADIONICS
EXCLUSIVELY
ONLY

rlK5T

IN

rcATURcS

ZENITH OFFERS SALES FEATURES

LIKE THESE

Watch shoppers on any

radio sales floor. What set catches the interest of the crowds? — a Zenith,
of course! That's because every model in the Zenith line is packed with
features that actually mean something — features that reflect the design
and engineering "know-how" developed during Zenith's years in the
industrj- — features that insure value.

FIRST IN DEMONSTRABILITY

RADIONIC
COBRA TONE ARM

ARMSTRONG

F-M

rfi" -^ ■ ^>5«S

zemh

radios and radio-phonographs are easy to sell, because their features are
the kind that you can actually demonstrate. The Cobra Tone Arm, for
example, permits the most dramatic tone arm demonstration ever made.

WAVEMAGNET

RADIORGAN

The Zenith "Radiorgan." the Silent-Speed Record Changer, the big,
black dial, the Zenith Wavemagnet — all these are features you can
show . . . features your customers will notice and want.

FIRST IN PERFORMANCE
Fromheong
inal engineering blueprint to the finished sets that come out of the final
testing booth, every Zenith is built to work . . . built with all the skill,
the knowledge, the pride of achievement that marks this organization.
The final test of every radio is how it performs . . . and Zeniths are built
to pass that t«st with flying colors. Hundreds of thousands of wellsatisfied Zenith owners attest to that.

ZENITH
6001

W.

JANUARY

RADIO
DICKENS

CORPORATION

AVENUE

CHICAGO

39,

ILL.

3-GANG
SILENT-SPEED

NEW

RECORD

SUPER-SIX

CONDENSERS

CHANGER

TUBE

80% MORE POWERFUL
PHONOGRAPH
MOTOR
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produced shows develop.
Another factor which retards great
manufacturing organizations from building their own programs is the matter of
staffs with radio advertising backgrounds.
With the exception of Sterling Drug,
Lever Brothers, Procter and Gamble,
Campbell Soup, General Foods, General
Mills, Colgate-Palmolive-Peet, LiggettMycrs, Miles Laboratories, and American
F^ome Products, advertisers generally do
not have enough programs on the air to
set up a production staff or even a real
supervisory staff. Even American Tobacco doesn't have a special radio advertising division despite the fortune it
Find the advertiser who

could

petitors caught onto WVET's

kick himself.

fast returns before he did.

Moral: get hep to Rochester's new -«^
live-wire, up-and-at-'em station now! — ^^

BASIC

MUTUAL

ROCHESTER,
5000

WATTS

NATIONALLY

REPRESENTED

His com-

▼ ^ - —-■ ^w^
^
|^ |^

STATION

NEW

1280

BY WEED

AND

YORK
KC

COMPANY

W AA T — in Eastern Iowa
brings you a listening audience
with almost
twice the per
capita wealth of the rest of
the U.S.A.

\IAT-,.

^

-^;

And, lowan income is almost
evenly divided: half from
smokestacks, half from
cornstalks.

'^ X- ^

I
I

m

Get
vjw More Sales
For Your
Advertising
Dollar
\|\ V,

]JJ^-

n

So whatever your product . . .
get your rriessage on WMT
and
get MORE SALES for your
advertisiufi dollar !

■^■vac.

Ask the Katz man for details.

■VCC*!*..

1 .1^^»>a^^«;TV^

WMT
CIDAR

RAPIDS

Th* Station Built By Loyal LIit«n*rship . . . Now
In Its 25th
Y««rl
BASIC
5000 wattt

COLUMBIA
600 k. c.

NETWORK
Day end Night

sjDends on the air.
In some cases advertising agencies have
assumed the problem of building programs for their clients. The advertisers
in many of these cases own the program
just as definitely as if they had conceived
and nurtured the idea themselves. In
other cases the sponsor owns his program
while he remains with the agency, although even where the agency owns a
program produced for an advertiser it has
been known to surrender its rights when
an account has moved.
Networks have within the past year
resumed producing programs for
sale to sponsors. The leader in this
trend is CBS, which has not only produced and built audiences for programs
but has sold them to Lipton's Tea and
Swan Soap (both Lever Brothers products), Chesterfield, and Listerine (Lambert), it has sales in the offing for a
number of other Columbia-built packages. A problem with network-built programs isthat they are tied to the web that
produces them and very seldom can be
moved. If the time comes that a sponsor
feels that he has obtained the maximum
value from a show on one network and
wants to switch to another chain, with a
partially-different audience, the network
answer is usually "no. " In a few cases
advertisers have been able to achieve
partial control over a network-built program ifthey present it for a long enough
period on the air. Evcrsharp's contract
for Henry Morgan is supposed to have
contained a clause that if they sponsored
him on ABC for a period of three years or
more the\' could move the program at
will. This was the only way that Eversharp would have bought Morgan. Since
Eversharp has not renewed the fall 1947
contract this clause will of course not
come into effect.
The networks as show-developers have
something that no other segment of the
industry can have the ability to put the
programs on the air and develop followSPONSOR
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PUBLICLY ACCLAIMED!
For Outstanding Performance

KAGH
PASADENA,

#

The greatest civic show

CALIF.

ever staged by a radio station in the Los Angeles

area

was recently witnessed by thousands oF spectators who Filled the magnificent Pasadena Civic Auditorium and overflowed outdoors. Entertained by great names of
stage, screen and radio, listeners in the Pasadena-Los
to a five-hour radio show unmatched
#

Angeles

area were

treated

in the annals of West Coast broadcasting.

This brilliant performance proved that FM broadcasting and reception can provide the finest in public entertainment. It stimulated interest in FM and resulted

in an unprecedented

public demand

special display of FM

receivers set up in the Gold Room

for FM

sets. Four thousand visitors reviewed a
of the Civic Auditorium.

# The impact of KAGH's "Grand Opening" was literally felt around the world.
Special salutes were received from Great Britain, Ireland, Canada, Cuba, Mexico,
Poland, New

Zealand, France, Sweden, Australia, Czechoslovakia and others. These

salutes are being converted into Sunday evening programs which are being voluntarily featured by foreign language newspapers in the KAGH
great metropolitan
market.
#

KAGH

is equipped

to do an equally effective job for its advertisers. Its signal

covers an area with a population of 3,500,000

and an effective buying power

of

$5,660,384,0001
#

Let KAGH

show what top programming

in a top market can do to help sell your

product.

KAGH
CHANNEL

ANDREW
JANUARY

G. HALEY,

252

•

Owner, ROSE

IN THE

BOWL

MIDDLE

OF

THE

BROADCASTERS,

DIAL

•

98.3 mc

30 N. Raymond

1948

Ave., Pasadena, Calif.
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ings for them before they are offered for
sale. It's true that both ABC and MBS
will work with indepi'ndent package show
producers and pay them sustaining rates
while these programs are being built.
That is how Qiiccn for a Day, Heart's
Desire, Juvciule Jury, Leave It to the
Girls, and Twenty Questions, for example,
were developed on Mutual. It's the way
that The Fat Man, Ladies Be Seated,
Bride and Groom, and W'i7/jt' Piper were
built on ABC. When an independent
producer builds a network show he, for
the most part, agrees that the program
will stay on that network. So as far as
the sponsor is concerned
the program

might just as well be web-built.
Agencies are moving more and more in
the direction of buying independent or
network-built programs. It costs them
less to ride herd and they can tell each
client just the audience he will have from
the first broadcast, which they cannot do
with an especially built production.
Since most advertisers buy programs in
a hurry and want results in a hurry buying programs has the vote of most
agencies and sponsors. There'll always be
some sponsors and their agencies who
don't have to worry about their programs' producing immediate sales. For
these, building their own vehicles will in

Talk About Program Promotion!
BUS CARDS
DEALER LETTERS
DIRECT MAIL

«5ir|

FM MARKET
(Continued from page 33)
Porilantl. Ore

San Franiiiito

K(;W-FM
KPF.M
KPR,\

12.000

K.\LW

KGO-F.M

WashinttlMii

KJBS-FM
KRON
K..SFH
W.\SH
WINX-FM
WRC-FM

\vwik;-fm

It will be seen that the number of receivers in an area has little to do with the
area and practically nothing to do with
the number of stations operating in the
territory. Set distribution and consumer
purchase of FM receivers depends upon
the energy of the station manager his
belief in FM and the vigor of his fight

city, one station operator's complaint can
sum up the big-city FM problem. He
laments that when he talks FM to people
they ask him whether he can get them a
television receiver. Away from the big
cities, where the station operator has a
tight little market, FM thrives.
By the first of February over 1 , 100 stations will have been authorized b> the
Commission; 80 of these were already
licensed by December 1, the balance of
those authorized at that time (956) either
holding conditional grants or construction
permits. All the stations that have been
authorized must be completed in eight

LISTINGS

^fROGRAM SPOTS
5TUDIO DISPLAYS
^THEATER

in

for it.
Despite the number of stations in a big

NEWS STORIES
NEWSPAPER ADS

PROGRAM

both

the end pay extra dividends
sales and in listener good-will.

TRAILER

months but it's a certainty that many of
the 1,100 will receive extensions of the

I

eight-month period since the manufacturing capacity of the industry is nowhere
near capable of producing the number of
transmitters required to equip the stations authorized. Inability to obtain

I

People in the Soutli Bend market
are continually reminded that Vi SBT
brings them tKe top radio shows.
Whatever W SBT promotes — one
jirogram or a series, one listening
5000
960
COLUMBIA

PAUL

72

period or an entire day— it does so
consistently and effectively. Promotion like this gives WSBT advertisers adecided advantage in this area.

WATTS

KILOCYCLES
NETWORK

RAYMER

CO.

NATIONAL

REPRESENTATIVE

equipment is usuall>' an acceptable reason
for granting an extension.
Facilities and available audiences on a
national basis will be a reality in 194S.
The problem of establishing a nationwide
I FM network is being worked upon since it
j appears that Petrillo has no intention of
relenting on his decision that on FM stations AM network programs will not b>e
permitted, if they have music. The only
out for network
programing,
at the
This
I present writing, is an FM chain.
i last is likely to be very difficult to manage
since, as indicated repeatedly in sponsor,
the musicians' union under Petrillo is
*Sels eslimalfd as of Frbruary 1.

SPONSOR

this is tlie symbol
of your protection

«eiibeT

A

The FM ASSOCIATION

is the Only Organiza-

tion in the United States Devoted Exchisively
to . . .

• Protecting Your Investment in FM

• Unity of Action in Promoting FM

• Encouraging Greater FM
• Greater Public Demand

• Serving as Your
Government

Set Production
for More FM

Sets

Intermediary with the FCC,

Agencies, and Other Organiza-

tions on the Continuing Over-all Problems
Affecting FM

Operations

Your Membership In the FMA Assures You of
Participation in All These Benefits. For Further
Information Address Inquiries to:

FM
101

Munsey

JANUARY

BIdg.

•

ASSOCIATION
Bill Bailey, Executive Director

1948

•

Washington

4, D. C.
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committed to the practice that no new
network operation is to be permitted to
serve stations that do not have contracts
with AFM locals. Even this hurdle will
be overcome before January 1949. Every
obstacle in the b(x)k has been thrown in

SELL
OUT
CITY FOLKS

OF
IN THE

SOUTH'S No. 1 STATE
WITHIN

OUR

Primary+Area

they still don't know how to charge. It's
a simple matter for a standard station
operator whose station rate card is high
enough for extra services to be absorbed;
he can just duplicate on his FM station
his nonmusical AM commercial programs
for free.
Present rate cards (the few in use) are
based upon area covered and number of
sets in use. The plan of a number of station operators is to follow the TV routine
and have a sliding scale based upon the

• HIGH POINT

number of receivers in their area. There'll
be a charge "per thousand sets" which
will build up to the rate that the station
•feels is fair. There it will stop.
Since FM users naturally are buying
FM audiences that seems the fairest thing

2.5 MV/M

to do — in 1948, the year FM as a national
medium comes of age.

• WINSTON-SALEM

» GREENSBORO

MEASURED
SIGNAL

SELLING

210,200 PERSONS
$179,469,000 in Retail Sales
$283,685,000 in Buying Income

I

the way of FM, yet it's still the expectation of the Federal Communications Commission that FM, except in rural areas,
will supplant AM.
FM rate cards are still a tough problem
and many station operators admit that

We Lead Day and Night
in This Big Tri-City Market
Write for our BMB

DATA FOLDER

WINSTON-SALEM

THE JOURNAL-SENTINEL

NBC

^

STATIONS

ArnuATC
National Raprasantativa
HEADLEY-REED COMPANY

QUAD
The 40th retail market

DAVENPORT
ROCK ISLAND
M 0 L I N [
EAST
M 0 L IN E

^I^^B

THE SUPPLIERS
"The FIRST station West

50 per cent of all livestock in the Midwest.
They also sell a sizable part of the feed
which is used in raising the beef, lamb,
and pork. Thus the packers do business
with the farmers as both sellers and
buyers. No one likes to be caught going
and coming. There always comes a time
for the livestock farmer when the cost of
feed is high and the price of meat on the
hoof is low. Then the big packers are on

(actually North) of the
Mississippi."

the spot — when supplier relations, unless
bolstered by a long-term good-will campaign, sink to a new low.
Such a good-will campaign has been the

many installations were made as insurance against being caught by bad weather
conditions or selling livestock in a bad
market. Since the farmer must listen for
weather and market information, Wilson's
decided to use the market and weather
broadcasts to educate the breeders on
how to raise more meat from each bushel
of grain.
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in the

(Continued from page 34)

backbone of Wilson Company's broadcasts over WMT, Cedar Rapids, since
1944, and more recently over KATE,
Albert Lea, Minnesota, and KGLO,
Mason City, Iowa. Ninety-eight per cent
of Iowa's farms have radios. These receivers are used for entertainment but

^

FIRST

In Iowa SO per cent of farm in-

woe WOC'FM
5,000 Watts,
BASIC NBC

M20 Ke.
Affiliate

1. J. Palmer, Pres.
Boryl Lottridge, Mgr.

DAVENPORT, IOWA
Notional Representatives:
FREE & PETERS, Inc.
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YOU PA YS YOUR MONEY. . .
AND YOU TAKES YOUR CHOICE!
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come is from the sale of livestock or their
products. More and better iivestoci<
means prosperity for the farmers and the
packinjj industry.
Farmers are naturally suspicious of
"help" offered by packers. Wilson's
knew that it had a long-term job aiiead if
it was to make any impression on its
sources of supply. Its farm program
started as a three-time-a-week effort at
12:30 p.m. At the outset it combined
entertainment, Tom Owen's Cowboys,
three to five minutes of farm weather, the
Wilson farm market trends, the day's im-

portant farm news, and every so often an
interview with a successful farmer.
About a year ago, it was decided to
change the program format, drop the
entertainment, and cut each broadcast to
10 minutes. The Wilson broadcast ncrfi
follows the noonday news daily instead of
three times a week. The shortened
period enables the listener to get his important information quickly. There's a
market report on every broadcast aired by
Morris Christy, Wilson's Livestock Service Director in Cedar Rapids. Christy
gets his information direct from buyers at

the yards and frequently mentions each
day's shippers by name. He comments on
the condition of the shipment and how
the stock has been handled.
Friday's broadcast is in the form of a
weekend review and once a month the
program is visited by Harry Palmer, manager of the Wilson plant in Iowa, who
gives the farmers a trend summar\' for the
month. Palmer has earned a lot of
respect for his judgment and producers
value his analysis of the meat situation.
There are no commercials as such on
the program. Wilson does not urge
farmers to sell their stock to Wilson, although records indicate that better and
more livestock are offered to Wilson
buyers automatically. This is true in
WMT's service area as well as the territory served by KATE and KGLO. On
the latter two stations Wilson's sponsor a
Swuiay Wilson Hour at 1 p.m. This program like the original WMT Wilson farm
service broadcasts combines entertainment and information. It runs a half

ller<'\s .>^till aiiotlicr
reason why our audience

. . . The First Families
of Agriculture . . . have
so much money to spend.
First, they sell their
hogs

at

a

staggering

price (l)()ught any y>ork
lately?). Second,
make

the}

a t\\o-wav profit

by k<M'ping enough for
their own meat supply.
Throughout

Kansas and adjoining states, these farm families

have a long-estahlished habit. They turn their dials to \\ IBW
when they get up and leave them there until they go to bed . . .
listening to and acting upon our frieiidh buxiug recomnu'iidations. If you can deliver the goods . . . \\ IHW
deliver the Kansas bu\ers.

cau ah\avs

50rving fh»

CBS

First Families of Agriculture
Rep.: CAPPER
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PUBLICATIONS, Inc

/i'*^^^AS,

BEN
lUDY
G^n Mgr.
WIBWKCKN

hour and the information doesn't crowd
the 30 minutes. On KATE, Wilson's have
a daily market report of five minutes,
10:55- 1 1 :00 a.m. This is handled by Bill
Lawson, a former County Agent, who has
the market conditions at his fingertips and
gives it to the farmers direct — without
dressing.
The result of these broadcasts is an
acceptance for Wilson's that's rated far
better than that of any of the other "big
four" packers. Figures of increase in livestock purchases do not mean anything at
this time. Conditions are so abnormal
that there is no comparable base. However, one thing is certain, Wilson's is
damned less by the farmer than any other
packer drawing upon Iowa farmstock. Its
farm service broadcasts are credited as
the reason. They've made Wilson's Iowa
operations seem like those of a local firm.
Most researchers agree today that both
wholesalers as well as retailers have a dual
problem. They have to sell the merchandise the\- purchase. The\' have to sell the
men and organizations from whom they
purchase the goods for resale. Radio can
handle this dual assignment but those who
fashion its programs must keep in mind at
all times that the programs have a dual objective—to sell supplier and consumer.
Broadcasting is fundamentally local.
It can turn a great corporation into a
group of individuals. It can go a long
way toward easing the natural suspicion
that exists where the buyer is big and the
seller is small. It can rub the shine off
the "big city slicker." Ultimately that
can be a help for all concerned- the
buyer, the seller, and the public.
SPONSOR

It's Survey Time
{lufia^A qet that 4th dwcif^?)
From time to time, throughout

1947, SPONSOR

called

attention to three surveys bearing on the
effectiveness and readability of advertising

trade publications among

radio-nninded agencies and advertisers.

In each, as the year rolled on, SPONSOR

showed progressively better.

But KMBC,

Free & Peters, and WJW

made their studies between January and April, 1947 . . .
while SPONSOR

was in its infancy.

It's January 1948 now,

and survey time is here again.

So who's got

that 4th survey?

' Bcarly 1 00 stations, in addition to networl<s, transcription firms
d others in the dollars-and-cents end of broadcast advertising,
■ »e conlraeted to use space in SPONSOR

regularly in 1948.
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BeautiFul Hair contest pulls 700

entries

in Bill Hcrs<jii-WRC (Washington, D. C.)
promotion. Winner received a weekend
in New York at the Waldorf and many
extras. The 700 would-be beauties had to
be jud}»cd personally at WRC studios.
Judges included women editors from
Washington Daily News, Post, TimeS'
Herald, Evening Star, and WRC's Nancy
Osgood.
Conversational newscasting plugged by Oak'

stores. Program is Tommy Dorsey's
disk jockey show. All the 1 50 members
are required to have a radio in their
stores and have it tuned to WSCR. The
program does not replace newspaper space
but makes it more effective.
Dick Haymes helps needy (amilies in Salvation
Army-Christmas tie-up. in over 130 cities

during the Haymes Auto-Lite broadcast
on December 25, the local Salvation
Army commander was cut into the program for two and a half minutes to give

land's KLX to replace the barker type of
news handling. With a good catch'line, a local family presents paid for b>"Person to Person," and a $1,000 prize Haymes and the Auto-Lite Company. It
contest, all KLX's newscasts (IS a day) localized, for all the 1 30 areas, the
are being promoted as being handled in a Haymes program and gave it a Christmas
"straight-forward, friendly, informative slant that few other ideas could have.
Tulsa merchants cooperate with KVOO
Charlotte's Mayor

Baxter promotes WBT's

Night Mayor Kurt Webster. The station isn't

style."
permitting
the "night mayor" idea to
languish. Baxter presented Webster with
a birthday cake on the 365th broadcast
and all the newspapers covered the event.
Mystery Car promotes WJBK's "Take a Good

Look." While the program is on the air
an automobile with appropriate signs
tours some section of Detroit. The first
person seeing the car and calling the
studio during the broadcast and repeating
the message (word for word) of the sign
on the car wins a glamor evening for four
on the station, including flowers, theater
tickets, dinner, etc. Sponsor is local
Ford dealer.

I

in Mid-Continent Petroleum football contest. Each of 1 1 merchants featured in
his window a blow-up of one of the leading
players on{Please
the Tulsa
turn University's
to page 81) Golden

SPEARHEADING
THE PROGRESS

.
J

Crusading pays for Erskinc Johnson, uiio
spearheaded the campaign to keep the
story of Al Capone off the screen. Over
1,000,000 protests were received b>' Johnson, who asked for them. Word of
mouth about the Johnson MBS program
is said to have been tremendous during
this November-December campaign.
News bulletins for menus are used by Minneapolis' WCCO to promote its Ccdric
Adam^ News. Dining rooms at Nicollet
Hotel, Radisson Hotel, and Minneapolis
Athletic Club all carry the mimeographed
' last-minute news bulletins which are
rushed from WCCO to the spots in time
to be clipped to luncheon menus.
All shoppers in stores at time stores' names
are broadcast receive food gift in ScranFREE <S- PETERS, Inc., N.Hon*! R*pr«tcntativ»$

ton's WSCR-Banner
Stores promotion
I Sponsor
is association
of independent

CVe/fCTT

L.DILLMKD
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BENRUS

I

(Couiinued from page 3/)
Royal Dutch, Colonial, and National —
all put the stamp of accuracy on the
Benrus line. The time signals became
something more than billhoarding, they
became actual bring-'em-in vehicles.
Benrus isn't the only watchmaker
which has tied itself to airlines. Practically all of the nation's leading makers of
timepieces are the "official" watches of
one airline or another. However, Benrus
has gone a step further than the others; it
has tied up the airlines' promotion at the
point of sale, bought rights for Benrus to
become the official watch of airports, with
big Benrus clocks adorning the key locations at ports like the Chicago Municipal
Airport and Washington's National Airport. These important deals were publicized via Benrus time signals each time
they were contracted. Clocks in jewelers'
shops in the Chicago area carry the news
as do displays and clocks in the nation's
capital. Since accuracy continues to be
the number one reason for buying a particular watch this emphasis on airline and
airport use of Benrus gives sales a great
lift. As a matter of fact Benrus pounds
the airline tie-up so hard that other watch
companies which use their airline tie-ups
contribute to Benrus sales. Most of

PIE'S
ANY

A

STAR
IN
LEAGUE!

Baseball's immortal Pie Traynor has been a glittering
KQV sports star for over two years. Pie's greatness
goes right on, in his nightly sport chats and through
Pie's numerous and inspiring speeches. KQV stars are
continually building this same sort of good will, which
passes right along to KQV advertisers as a big bonus
in listener preference and response!

PITTSBURGH'S
RADIO

AGGRESSIVE
STATION

Basic Mutual Network • Natl. Reps. WEED

& CO.

Benrus copy in dealer tie-in advertising
emphasizes the "official watch of famous
airlines" appeal. Counter displays, wall
cards, in fact every display piece promoting the general Benrus line, screams
"airlines."
Benrus doesn't stop with using time
signals to sell their accuracy; Benrus
watches are used by airline pilots, etc.
Every once in a while Benrus takes over
some of its time signals to sell a particular
item in their line. In 1946 they concentrated their advertising attack on "Embraceable," which was a watch and a
bracelet in one. Ella Raines was "elected"
Miss Embraceable. She appeared on
radio programs in New York, flew to the
Windy City and appeared on programs
there, and then to the Coast where she
also made personal appearances on stations. All this was done in one da\ to

Chattanooga, Tennessee

-NBC-

ernphasize Benrus' being the watch that
times the airlines. Unlike other watchmakers, Benrus didn't attempt to sell a
number of models in their campaign but
concentrated on Embraceable. The> had
planned to sell 35,000 of this numbei . In
fact that was all the works that were
manufactured. The promotion ran a
month. Benrus salesmen delivered to the
home office orders totalling 60,000 pieces
before the month was over and although
JANUARY

1948

The

1150 kw

spot on your dial
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Valley
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RESULTS
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livered byKXLW

. . . will

place you in the St. Louis
Area dl some of the lowest
rates available in any major
market.

KXLW
ST. LOUIS' fAVORITE
NEWS & MUSIC STATION
DELIVERS

the rich Midwest

market of St. Louis and 79 surrounding counties with a total
population of 4,148,326.
DELIVERS a loyal audience of
1,117,540 radio families who
wrote more than 56,000 fan
letters in the first ten months
of 1947.
DELIVERS your message with
more than a dozen local stars
on St. Louis County's only local
station.
DELIVERS an area of 49,739
square miles faithfully blanketed
by the 1,000 watt non-directional signal of KXLW.
DELIVERS sales results for you
at some of the lowest rates
available in any major market.
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instructions went out to stop selling
Iimbraceable, sales totaled 100,000 before i
the stop order could be made effective. |
Now it's almost as tough to get one of
these watches as it is to (ind an apartment.
The current emphasis is being placed on
a new number called Endurable a man's
watch that can be dropped, thrown, or
stepped on without losing a second.
Shockproof watches are nothing new but
these don't look the part, they're just as I
thin and as trim as a fine wrist watch.
Benrus will have sports figures in all fields
endorse the Endurable. "If it'll stand up
in tough athletic competition it'll stand
up anywhere" -that's the general idea.
Time signals will be given by noted sports
authorities just as they were given during
a special Dud in the Sun tie-up by the
stars of that picture. The picture itself:
was kicked around by the critics but that
didn't lessen the impact of Benrus time
signals broadcast by Jennifer Jones,
Gregory Peck, Walter Huston, Herbert
Marshall, Joseph Gotten, and Lionel
Barrymore over a two-month period.
Each star recorded round-the-clock signals and they were rotated on each station. The airline appeal was still there
but glamour was added — at no cost to |
Benrus.
This is typical of Benrus time-signals
operations under ad-manager Planter,
who is convinced that air advertising by

WE'RE
COCKY
. . . about

the

percentage

of

yearly renewals
— nearly perfect!

WIP
PHILADELPHIA'S

Represenfed
by EDWARD

BASIC
MUTUAL
PIONEER

VOICE

nationally
PETRY

& CO.

IT'S THE

itself doesn't sell. What does turn those
air dollars into sales dollars is promotion.
With adequate promotion, air advertising
can make a sponsor. Split-second accuracy is just a phrase unless it's put to
work. Benrus makes it work by dramatizing it with their airline tie-ups and
point-of-sale implementing of the air time
signals. The airline tie-up by itself would
be futile unless broadcast. The broadcasts would be unproductive if they
weren't brought to the point of sale and
sold to the retailer. It's this Tinkers-toEvers-to-Ghance double play that is responsible forBenrus' selling over $20,000,000 in watches (wholesale figure) each
year. This means that advertising costs
Benrus five cents on the dollar.
In a number of areas where Bulova has
had the market tied up, Benrus has had
to resort from time to time to using newscasts and once or twice sportscasts to get
its story across. Each time the substitute
for time signals did a good job for them
until worth-while station breaks opened
up. Also it provided a change of pace for
Planter for no one becomes tired of one
form of advertising more quickly than the
man who creates it. No doubt it was

Jm

THAT

MAKES

A STATION

MONROE,

GREAT!

LOUISIANA

HAS MORE
Combin^l^l
LISTENERS
in Northeastern Louisiana
Than All Other Stations
AFFILIATED W^^

AMERICAN

BROADCASTING
REPIESENTEO

CO.

IT

TAYLOR-HOWE-SNOWDEN

these away-from-the-standard-watch-selling-formula programs that inspired him
SPONSOR

to create jingles for jewelers which run
from 10 to 60 seconds. With these
Planter went all out for talent, using
name singing groups from the Kate Smith
songsters to the Landt Trio. In addition
to these recorded jingles, Benrus furnishes
jewelers with continuity and a Jewelers
Radio Continuity File which contains
everything but the repair bench. No
matter what the holiday or occasion a
Benrus jeweler has continuity available to
enable him to use broadcast advertising

BROADCAST

MERCHANDISING

{ContiyMied from page 78)
Hurricane team. Pootball fans (between
10 and 18 years of age) had to go to each
of the 1 1 windows to see the blow-up in
order to identify the players. Location of
windows and clues to footballers' identities were broadcast each day for 1 1 days.
It was a regular sports treasure hunt.

Most awards by American Schools and Colleses Association 30 to sponsored programs.
The winner in the audience participation
effectively. There isn't an overdose of group was Truth or Consequences; in the
Benrus in the script continuity or jingling
children's group, Juvenile Jury; in the
and 439 jewelers use the jingles over 510
stations because they're top'drawer radio
and effective selling. Planter points out
that no matter who says "a beautiful
Benrus watch that's guaranteed for accuracy," it's Benrus advertising.
Benrus has no cooperative advertising
allowance. In fact only one watchmaker,
Gruen, is said to share advertising costs,
paying 50 per cent of the cost of dealers'
advertising of Gruen watches up to 3 per
cent of dealers' purchases. Most companies do what Benrus does, furnish their
dealers with advertising mats.
The broadcasting industry has been
looking askance for the past year at the
growth of give-away programs and the
pending NAB Standards of Practice will
hit this trend since the mention of the
trade name of a give-away will count
against the total commercial time. However, Benrus is prepared for this. It
doesn't expect much Benrus mention
when Sammy Kaye or Kate Smith or any
other program gives away a Benrus. They
spend $25,000 a year for this type of promotion and then through promotion take

ven

diiiniatic group, Theatre Guild oj the Air;
in mysteries, CMunterspy; and in quiz
shows. Professor Quiz. Sponsored shows
that tcxjk second honors were Greatest
Story Ever Told and .Metropolitan Opera.
Sample with recipe (or women broadcasters.
In order to obtain better acceptance for
their recipe and women's news releases
which are distributed regularly to broadcasters, Kenyon & Eckhardt sent out
with their Christmas candy recipe a
sample wrapped as a Christmas gift. The
recipe naturally included a Kellogg prodfor Kellogg.
uct. Rice Krispies. K&E handles radio

tu.aiiuy

WHY NOT NOW!*
There'll come

a time when

you, too, will start

usins WHHM — the station that delivers MORE
LISTENERS

We

PER

DOLLAR

IN

MEMPHIS.

base this fact on the knowledse

and more

that more

national time buyers are joinins the

scores of local advertisers using the result-full
station known

over the program. Sammy Kaye's picture presenting a Benrus to his So You
Want to Lead a Band winner adorns postcards which are sent out by jewelers all
over the nation. Especially does this
postcard routine go into high when Kaye
visits a town and presents his audience
participation program from the local theater. Selected jewelers in the town get
the postcards in quantity and send them
to all their current prospects.
No matter who sponsors the program,

as WHHM,

Results Ring the Cash Register
Results Bring More

Renewals

Q. E. D.: WHHM

keeps company

with the Best

Ask the Forjoe & Co. man for availabilities and
start checking sales in Memphis.

for the jeweler and his customers it's
Benrus's. Some of these tie-ups have just
happened, others have been bought
through "brokers" who make a business
out of furnishing programs with gifts.
(This is where Benrus' $25,000 is spent.)
There's one fundamental point in
Planter's Benrus air-advertising philosophy— anything broadcast is promotable
and will sell watches — so why not promote it.
Benrus does.
JANUARY
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ROCHESTER, N.Y.
"Best Test City in New York and
the Middle Atlantic States" Says
Sales Management 1947 Test City
Survey.

WHEC

STATION

"Best Listened To Station in Rochester, Both Day and Night" Say
Hooperatings (and has been for
the past 4 years!)
*And you gef comp/efe cooperation from WHEC's
Program, Commercial and Promotion Departments
on your campaign!

N. Y.
5,000 WATTS
National
JANUARY

1948

Representatives:

J. P. McKINNEY

&

SON,

New

York, Chicago,

San

Francisco
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AN OPEN LETTER TO ALL FM BROADCASTERS:
Continental Network has been in operation since March 26, 1947 and now has
a total of 32 FM Stations participating by use of 573 miles of 8000 cycle
telephone circuits and over 1700 miles of radio relay paths. Continental
has effectively demonstrated in this eight month period the flexibility and
practicality of regional network broadcasting using the principle of rebroadcasting programs from one FM Station to another.
This system of regional broadcasting has tremendous potentials.
Good receiving
equipment is now readily available, and a carefully engineered FM relay system
can extend the range of reliable radio relay service beyond the normally expected service range of the station whose signal is to be rebroadcast.
If the
FCC approves a proposal now before it, requesting an allocation for special lowband FM stations for relay purposes only, the possibilities of FM networking
on a national basis will be imminent.
The technical superiority of FM broadcasting system has gone far beyond speculation— it is a proven fact. The FM broadcaster must now concentrate on programming which will take advantage of this superiority to build a great demand
for FM receivers and thus create listening audiences in his area. Competitive
programming is essential to attract advertising support.
The FM radio relay system offers the opportunity to arrange with other FM
Stations in the area for an exchange of outstanding programs — to form a
regional network operation. The high cost of intermittent use of intercity
wire circuits for regional networking has been a barrier to regional
networking for years. Radio relay reduces this expense to a minimum and
is the only means available today for networking FM broadcasts with full
fidelity on an intercity basis.
Continental Network recommends the establishment of networking operations
by radio relay as the best available system of quality programming on a
regional basis and the greatest device for the rapid promotion of FM
broadcasting.
When full advantage is taken of the superior characteristics of FM broadBy
casting, public acceptance and enthusiasm is tremendous
and the FM
broadcaster is quick to feel assured of its inevitable success.
Sincerely,
For:

CONTINENTAL

(FM) NETWORK

^^g^//0!££V
Everett L. Dillard
General Manager. WASH-FM
88
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tion to air the programs is Boston. No
one in the Bean City expected the AT&T
relay system to be working so soon.
The result of TV network availability
in Boston is that there will be a great deal
of advance promotion before WBZ-TV
hits the air. Programs are being reproduced without a transmitter* (off the
line) in special promotional deals. TV
* * * TV has entered the phase of direct receivers were set up at WBZ for the
mail proof of viewing. Gulf Oil recently Louis-Walcott fight and the place was
(December I J) made an offer of a free mobbed despite the fact that only 100
drawing pencil to viewers of their You prominent Bostonians were invited.
Are an Artist WNBT telecast. The audiDepartment stores in the Hub area are
ence had to send in a drawing in order to having special showings of television programs (also off the line) and receivers are
obtain the pencil, since Jon Gnagy, artist
•on the program, teaches viewers how to being sold in anticipation of WBZ-TV's
draw.
going on the air. There'll be a readyEight hundred and eighty-seven draw- made audience waiting for visual broadcasting inBoston.
ings were received in response to the one
offer. Of these 562 came from adults and
* * * While AT&T's relay stations are
325 from children.
located only 10 miles apart, KTLA in
Los Angeles recently proved that jumps
On DuMont's WABD, an offer of small
mirrors with built-in flashlights in return of ^6 milesf or more are possible. In presenting the inauguration of a 65,000-kw
for comments on the initial scanning of
steam
turbine
by the Los Angeles DepartMary Kay and Johnny was made by the
ment of Water and Power, KTLA beamed
sponsor, Jay Jay Dress Company. Joseph
the signal direct (sans land lines) via a
Jessel, Jay Jay president, expected 200
comments, provided for 400, just in case. relay atop the steam plant to the KTLA
Actual count was 8,061 which had J. J. transmitter on the top of Mt. Wilson 36
air-miles away. The program was seen
jumping to obtain the mirrors.
with ideal clarity on all receivers in the
* * * The first major area where there L. A. area when telecast from the Mt.
aite facilities for a TV network but no sta- Wilson transmitter.

Zenith Radio, in its plea that the 44-50
mc channel be assigned to FM exclusively,
introduced proof that FM
travels far

beyond its so-called line-of-sight (50
miles) service area. WATG in Ashland,
Ohio, was heard by Zenith in Chicago, 300
miles away. Stations around 250 miles
from Chicago (WEW, St. Louis, Mo.,
WMIX, Mt. Vernon, 111., WELD, Columbus, Ohio) were heard with regularity.
* * * Biggest time-buy yet reported for
FM or any other form of broadcasting is
the December purchase by Sanger Department Store and Philco Radio Corporation of nine hours daily, from 10 p.m.

City, Chicago, and San Francisco. The
New York Times and the New York Daily
News are conducting experimental FAX
transmitting. The Times is expected to
be the first in New York with this service,
since it owns WQXR and WQXQ, both
of which have been working with Radio
Inventions (Hogan organization) in experimenting with the delivery into the
Commercial facsimile operations will home of printed matter via the air.
* * * RCA will not hold back its
start in Philadelphia this month and
within the next six months in Oklahoma Ultrafax to give priority to TV
as
JANUARY

1948

* * * Orders have gone out to the New
York Daily News' columnists to make
certain that they have television news in
their pillars with regularity. In one
issue Danton Walker, Frank Sullivan, and
Ben Gross all included TV items in their
assignments. This will continue even
after the Daily News station goes on the
air. An initial result is an increase in consumer interest in visual broadcasting
since the News' Broadway and radio
columns are well followed by its several
million readers.
* * * Video receivers will be installed in
Philadelphia's Commercial Museum for
the viewing of the Democratic and Republican conventions. Facilities will permit the gatherings to be seen by over
15,000 people. Television set manufacturers will handle the installation and
servicing, feeling that the conventions can
do more to achieve TV recognition than
any other device.
* * * Geyer, Newell & Ganger is the
third New York advertising agency to
make its own survey of the effectiveness
of video. The result of the survey is that
the agency is recommending the medium
to all its clients and expects to land a
number of new accounts because of its
TV commercial know-how.
*Signal is amplified and fed direct lo TV reeeiveri from
the telephone lines.
\ While line-of-sight is usually 50 mites TV signals are
seldom good enough lo re-transmit after they travel this
distance.

to 7 a.m. Buy was over KIXL-FM
(Dallas),
Segal's station.
♦ ♦several
♦ Big
drive
will Lee
be initiated
to program
non-urban FM stations for the farmers in
their territory. Farmers have thus far
been slowest of any group to accept FM
and intense drive to convert them is
planned by KFRM-FM and other stations in markets that are fundamentally
rural. * * * One basic objective of the
Frequency Modulation Association is a
national FM network.

rumored. The Camden organization's
feeling is that both can grow at the same
time, since Ultrafax works on a TV
principle. * * * FAX's integrated commercials will very likely take the form of
comic strips with advertising in the strips
themselves. Big newspaper syndicates
are worried about what they call this debasement of the comic strip despite the
fact that the use of comic strip advertising
in newspapers hasn't hurt the regular
strips' appeal.
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In OMAHA
and Council Blurfs

53?
OF THE

Morning Audience
(8:00 A. M— 12:00 Noon)

GOES

TO

KOIL
BASIC ABC-5000 WATTS
* Oct. -Nov. Hooper

We're Proud

Listening Index

of Our

Afternoons & Ei'eni'ngs, Too!
Represented by Retry

THE KAY LORRAINE SHOW
53 transcribed musical /i hours
with special Christmas program

40 WEST
52nd
(Continual from pafic 14)
tisers using produced musical programs,
Morris Plan started sponsorship of
Mi(.siai//y Yours in September of 1946.
This program, 6:30 to 7:00 p.m., seven
nights weekly, was contracted on a 52
week basis and was carefully programed
with familiar melodies of genuine wide
appeal. Transient popular and extreme
classical music was avoided in favor of the
music that everyone knows and enjoys.
The program clicked immediately. Favorable public reaction was prompt and satisfying, so several months later, in June
1947, when the adjacent half hour became
available, Morris Plan extended the program for a whole hour, 6:30 to 7:30 p.m.,
seven nights a week.
There has never been a deviation from
the format of familiar melodic music;
commercial copy has been confined to
their thrift accounts, always been held to
a minimum, and handled in a very

A GREAT
Southern Market
Population
Combined:

34,000
Bristol
Kin$sport. .

SOFT DRINK

LEADERSHIP

33,000
30,000
20,000

Elizabethton
Greeneville
Erwin

8,000
6,000

t^= Industry
Plastics
Textiles
Bookbindins
Hosiery
Hardwood flooring
Rayon
Siikmills
Furniture

friendly but dignified manner.
Results? There is no question but
what the program has produced, for, at
the end of the first year when he signed
the 52-week renewal, Mr. F. A. Collman,
Sr., president of Morris Plan Company,
gave us the story: more than $3,500,000
in new thrift accounts were opened during
the year and 90 per cent of them were
traceable to this KSFO program. Musically Yours.
Our experience with this particular
account cannot be construed as a panacea
for all ailments experienced by financial
advertisers, but we believe the formula is
sound and will produce results. Simple,
inexpensive, dignified, but well scripted
and built on a foundation of genuine wide
appeal, such a program will attract an
audience, and if the commercials are
written well and simply, that audience
will respond.
We enjoy the articles in sponsor and
look forward to each issue.
John G. Campbell
Sales Manager, KSFO
San Francisco

1,000,000

Urban
only: City
131,000
Johnson

Foundries
And many others
Dairy

Agriculture
Tobacco:

100,000,000

pounds sold

annually

Poultry
Beans: World's largest market

Livestock

t^^ Tourists
Heart of TVA
area.

recreation

Gateway

to

Great

Smoky Mountains

Wealth
Highest

income

bracket

Richest
most
group and
in South
settled rural
in South

thickly

communities

WJHL is the only full time
station serving
this area. regional
Thirtytwo
BMB
counties
with
"most
BMB radio homes.
WJHL is85,020
listened to" in ten
counties

of its 32 BMB

(Continued from page 29)
Announcer, Frank Gallup
"Songbird Kay Lorraine is scheduled (or the
bijjesl sal build-up —WALTER
since Dinah Shore"
WINCHELL
"Kiy Lorraine
is the greatest modern songI'lu, REYNOLDS
stiejs"
— QUENTIN

"best by taste test" appeal, are divided
equally between one-minute transcriptions and 1 5-second station breaks. The\
are of three types. First there is the
recreated movie-star endorsement that

Wirr

ties in with Royal Crown Cola's magazine
and newspapcT advertising. The second

Jlwc%^ S, Qaadman

spot series features "gives you not one,
but two full glasses in every bottle,"
together with a pick-up appeal, or as
Ro\al Crown characterizes it. a "quick-

Wrilr .

RADIO
19 East S3rd St.

PRODUCTIONS
New

Yorlc, N. Y
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John E. Pearson Co., — Reps.

910Kc

WJHL

5000 Wafts

Johnson City, Tenn.
ABC

Full Time
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up." The third series are the inventions
— which when tested prove to be screwy.
The pay-off in this series is that the test
that always works is the Royal Crown
Cola test — proved by 150 motion picture
stars — "best by test."
Spots are scheduled three times a week
by Royal Crown and the local bottler is
supposed to match this by paying for
three himself. However, the placement of
the radio spots by the parent company is
not contingent upon the bottler's spending his own money. In the case of outdoor advertising the bottler either
matches Royal Crown's investment dollar for dollar or else there's no poster
advertising in his area.
Royal Crown spent around a half
million dollars for advertising in 1947 and
expects to increase this at least 50 per cent
in 1948. The battle to retain the markets
in which they lead — markets in the solid
South and a few on the West Coast — will
require more advertising and there is
always the hope at the Nehi home offices
that they'll obtain national distribution —
and then they'll return to network advertising which they tried with Believe It or
Not Ripley in 1939 and 1940. Ripley
insisted that the program have a New
York outlet, and so despite the fact that
Royal Crown Cola could not be bought in

of five years) to Information Please and
for two years the Dan Colenpaul upperbracket quiz started Canada Dry up the
sales ladder again. Then came another
year hiatus. In 1941 1942 they used
Michael Piper, Private Detective on the
then-titled Blue Network (now ABC) but
not too successfully. For the next four
and a half years, Canada Dry used other
media. It came back to the air with
Sparkle Time with Meredith Willson in
1946. The program won awards for doing
a top original commercial job. However,
internal troubles plus the fact that it
wasn't ready to push its cola drink again.
Spur, forced this program off the air, in
March of 1947.
Canada Dry's current assets place it
second to Coca-Cola among soft drink
concerns. In financial assets (according
to Wall Street advices) the top firms rank
in the following sequence:
Company

Coca-Cola
Canada Dry
Pepsi-Cola
Hires (root beer)

Assets (end of 19-Ki)
$70,600,000
$I0„?00.000
$ 8.700.000
$ 3.000.000

JANUARY

$ 2,10(1.000

drinks.^ Its advertising budget is in excess
of $1,275,000 and while its adventures in
network radio haven't been too successful
their continuing spot broadcasting has
helped push 5>even Up business. They
used Lone Ranker for 1 3 weeks in 1938 and
very little happened since Seven Up does
not find its major market among youngsters. Seven Up's latest venture into
chain broadcasting was the MBS Fresh
Up program which ran for 63 weeks and
got nowhere with the audience.
Seven Up is addressing its printed advertising to the home and is looking for

WNJR

this margin and there's liable to be no
margin or a minus one when he's pioneering a new line. Canada Dry found out
that adding a 12-ounce cola drink (Spur)
to its line was okay but despite the fact
that they had a special promotional line — ■
"the dry cola" — they found the product
moved along the loss-leader way. Ginger
ale and sparkling water are the profit
items with Canada Dry.
Canada Dry was an earl> sponsor of

field known as "up drinks." From
Benny, Canada Dry went (with a hiatus

$ i.doo.omi

There are other important firms in the
soft drink field about which there is less
financial information available despite the
fact that they are healthy contenders for
America's non-alcoholic liquid refreshment dollar. These include Seven Up
which is rated by most bottling authorities as number one among the non-cola
drinks in the U. S. Seven Up, as the
name indicates, is in the category of up

right
down
alley
your

New York for love or money, Ripley's
program was heard over WABC. In New
York the show carried a special announcement to the effect that Royal Crown Cola
hoped the listeners liked the program and
they were sorry that Royal Crown could
not be bought in New York. The program brought Nehi some inquiries about
franchises for the metropolitan New York
area but not the right one.
The margin of profit for bottlers of
trade-marked soft drinks ranges from
eight to 12 cents a case. It takes a lot of
cases to make money for a bottler with

Jack ("Nickel-Back") Benny (May 2,
1932), who kidded the product (Canada
Dry was one of the first to permit gag
commercials). It had only ginger ale to
sell — and the spiced drink is no competition to colas or the newer entries in the

Nchl
(Royal Crown)
Dr. Pepper

Your
Jersey
North
North
strikes

kingpin outleT in North
. . . WNJR! With comp/ete
Jersey news, exclusive
Jersey coverage, WNJR
a new high in the rich

North Jersey
morket. 1,000,000
If you're
aiming
at these
homes, WNJR is right down
your alley!
5000 Watts
Otis P. Williams
General Manager
91-93 Halsey St.
Newark
2, N. J.

the

radio

1430 Kilocycles
station

of

the
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THE JOE HERNANDEZ SHOW
a

3.1 Hooper
in

OCTOBER

!

Nishtly . . . 3,000,000 listeners in
Southern California, via KMPCI
1,500,000 listeners in the San
Francisco bay region, via KYA!
Mr. Sponsor, or Mr. Account
Executive, this is the show that
delivers, six nights each week,
throughout the year!
The Joe Hernandez

Radio Show,

featuring Thoroughbred Racing,
is available for the San Francisco, Oakland, San Diego,
Portland and Seattle Markets!!

The Bloodstock Agency of California
954 So. La Brea Street
Los Angeles 36, Calif.
YORK

0373

on advertising. New bottlers. sometimes
spend as much as $. 16 a case because they
receive very little advertising assistance
until they achieve substantial distribuproduct with regional distribution. It's tion.
Freight and other handling costs have,
tops in Texas. It's Dr. Pepper, which is
supposed to have started at the same time to all practical intents and purposes,
that a Dr. Pembcrton launched Coca- eliminated the nationally-bottled soft
Cola (1886). Unlike other drinks it is drink and sparkling water. Oldest of
said to have a prune base. The Dr. these is White Rock, a carbonated water
Pepper organization wants it sold as a used for years primarily as a mixer. Its
food, with "Drink a bite to eat at 10, 2, sprite at the edge of a cliff looking down
and 4 o'clock." This claim has restrained
at a spring is supposed to be advertising's
a number of big agencies from bidding for link with its past. Smart kidding copy
the account at one time or another. which has held to the old trade-mark but
Benton & Bowles handled Dr. Pepper has a laugh with it is being used in
from 1940 to 1942 but lost it, partly be- modem magazines. This is a prelude to
cause the board of directors of Dr. Pepper White Rock's changing its organizational
discovered that a B&B account executive format and becoming a parent organization with franchised bottlers all over the
received more (by several thousands)
than the Dr. P. president. The account nation. Thus far its radio efforts have
then returned to Tracy-Locke Company been restricted to a sports program
of Dallas, Texas, its home area. With (Bobby Grayson) in Portland, Oregon,
Tracy-Locke back in the saddle the or- over KGW. White Rock's entire appropriation in1947 was $250,000 but several
ganization returned to the drink-a-bite
appeal which B&B had dropp)ed.
times this amount will be spent, it's
Dr. Pepper is presently sold in 40 states claimed, in 1948. White Rock will distribute not only a sparkling water but a
and will have a spot campaign repeating
the drink-a-bite-to-eat-at- 10-2-and-4- cola drink, an up drink, and a full line of
a program that will hit the home audience
without emphasis on junior.
In the field of soft drinks, excluding the
colas and the up drinks, the leader is a

o'clock, time and time again.
For three and a quarter years Dr.
Pepper sponsored Darts for Dough on
ABC but it has been dropped as of
January 1, 1948. The explanation of
A. H. Caperton, advertising manager of

fruit syrups. There'll be a national spot
campaign placed by Kenyon & Eckhardt
but details have yet to be worked out.
One of the reasons why White Rock is
being forced to become a multiple-product
line is because firms like Pepsi-Cola have
gone into the carbonated water field. This
Dr. Pepper is, "We feel that it has served market, unlike the regular soft drink field,
its purpose for us." The trade generally is not an expandable one. The field for
feels that the program during the \ears it
has been on the air has delivered as much mixers is limited and when Pepsi started

business as it can- for the product. Giveaway programs in theory reach a constantly shifting audience but Dr. Pepper's
bottling organization decided that the
listeners to Darts for Dough had either

on every dial
•

KNOXVILLE'S
ONLY
INDEPENDENT
FORCE

m

Knoxville, Tennesee
Represented by Donald Cookc^ Inc.

been "Peppered" into drinking or else
they never would be. The concentration
will be on spot broadcasting during 1948
with a constant repetition of the product
catch-lne.
Dr. Pepper actually achieved sales
higher than Ro>al Crown Cola in 1947
and competed with it in most of the RC
markets. It's a closely controlled corporation and is noted for its conservative
handling of its advertising cash. The
latter, said to have been $1,500,000 in
1947, is based upon the previous year's
sales at the rate of 25 cents per gallon of
syrup. Of this, seven and a half cents are
spent in radio and will be spent in spot in
1948. The $1,500,000 advertising of the
parent company will be surpassed by
bottler spending since it is a Dr. Pepper
franchise requirement that each bottler
spend a minimum of three cents per case

aggressivel)' pushing its Evervess with a
campaign which hit at the "high-priced"
sparkling waters there was no other out
but for White Rock to get into the soft
drink business with both feet. Pepsi's
Evervess advertising slant, which says, for
instance, "She pays $50,000 for her mink
coat but only five cents for her mixer,"
can't be taken with a shrug by White
Rock. While the mink coat wearer may
not believe it, the same market that
bought Pepsi-Cola because of its "Twelve
full ounces, that's a lot" goes for the
pseudo class appeal.
White Rock will not go into the root
beer field, simply because the making of
root beer syrup is tougher by far than the
compounding of any of the other flavors.
In this field Hires has been a leader for
years but Dad's Old Fashioned Root Beer
has been coming along stronger year by
>car. This
growth
Dad's
is based
almost
100 per
cent ofupon
a pounding
jingle. It spent $500,000 for advertising
in 1946invaded
and about
1947.
It's
even
New $750,000
York andin is
growing
SPONSOR
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each month. Dad's growth has been so
great that competition is stressing Doc's
Old Fashioned Root Beer to catch some
of the Dad's business. Spot gets nearly
all of Dad's Old Fashioned Root Beer
advertising dollar and while the product
is yet to achieve distribution in every
state it has a toehold in many of them.

feels that big local companies do a combined business that is almost as large as
that of the combined national parent
companies. Many local organizations
have made broadcasting history. Hoffman Beverages, before the firm became
part of the Pabst Blue Ribbon Beer
empire, was the first advertiser to prove
that 1 1 p.m. newscasts were top buys.
Hoffman was just a Newark, New Jersey,
bottling company before it started using
WOR, New York, to tell of its wares.
Although it competed with long-established New York lines of soft drinks, in
many sections of metropolitan New York
it stepped into first place for a while.
Now the 1 1 p.m. news spot is an estab-

Bottlers featuring Dad's are usually outside the metropolitan areas and unable to
obtain a major soft drink franchise.
Root beers for many years were leading
drinks in the South. Cola advertising
plus the use of root beer to hide the taste
of castor oil did things to root beer business and permitted other soft drinks to
take over. Another reason for the slower
growth of root beers is that the leader in
lished feature and one that's no longer
the field, Hires, started bottling the considered marginal time for results although the rates are still marginal on
product only in 1936.
most
station
rate cards.
In New England, some Mountain
states, and in Milwaukee, root beer outProof of what happens when a drink
sells colas. Even in areas like Birming- does not keep up with the times is seen in
ham, Alabama — where Hires established two of the soft drink field's one-time
a plant in 1938 — Hires root beer is proving greats, Moxie and Clicquot Club, the first
a formidable competitor for colas. Hires' a pick-up drink and the second a class
sales are only 25 per cent less than Dr.
ginger ale. Moxie's wooden horse mounted
Pepper's or Royal Crown Cola's. Hires on an automobile chassis was beloved of
tried radio for five months in 1927. It children throughout the East and the
returned to the air in January 1944 and
broadcasting of Clicquot Club's Eskimos
has been on the air ever since. Although (1927-1936) headed by Harry Resor and
it started with a half-hour program it now his banjo were almost as well known as
finds that a 15-minute network show on
Pepsi's nickel jingle. The sound of the
CBS hits a good portion of its prospective huskies, the bells on the sleigh, and gendrinkers. Current air spending is at the
eral feeling of Eskimos, made Clicquot the
annual rate of $550,000 for time and best-recognized trade name in soft drinks.
$200,000 for talent. Its advertising bud- Both Moxie and Clicquot Club have perget for 1948 will be over $1,000,000 and a
mitted the advertising parade to pass
goodly part of it will continue to be spent them by.
in broadcasting. Hires is the only soft
The soft drink market has expanded
drink that also sells a concentrate to the
beyond
even the fondest hopes of the
public and thousands of homes make
syrup makers and bottlers of 20 years ago.
their own.
The retail sales of the product in 1947 exHires in its home town (Philadelphia)
ceeded $1,000,000,000. There were 1,125,- '
also has a line of water coolers, a drinking 000 retail
outlets for soft drinks and 6,685
water (Purock), and a club soda. These
bottlers were serving America as this
profit from the broadcast which sells the
firm name but are not actually mentioned. •Issue of SPONSOR went to press. No new
soft drink has been successfully intro- i
Next in appeal to the colas, up drinks. duced to any market without the aid of
and root beers, are the orange drinks. spot radio. Little new came forth from
The leaders in this field also find that
the advertising brains of the industry durbroadcasting sells their trade names and
ing 1947 but there's plenty brewing for
their appeals. Orange Crush, a midwest
1948.
I
firm, uses live and recorded spots on
The
youth
market
is
the
key
to
which
several hundred stations. The spots are
placed cooperatively with local Orange firms will forge to the front — and broadcasting will put the key in place. Pepsi
Crush bottlers and stress the "take home"
has
a
number
of ideas up its sleeve and
appeal. The latter is what has taken the
Coca-Cola
has
the monej- to spend. The
seasonal curse off soft drinks and although
more
Pepsi,
Royal
Crown, and Coca-Cola
it was Canada Dry that first plugged the
spend the more other firms will profit.
all-year-round slant practically all of the
drinks now keep their schedules running
A big point remains — can a non-cola
continuously.
drink join the leaders? Seven Up and Dr.
Despite the tremendous size of the
Pepper think they can. Hires isn't
national soft drink field, the trade still talking.
JANUARY
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vision station in the United States.
KSD-TV went on the air in 1947 St.
Louis is fast growing TV conscious.
George Burbach now extends his influence over a broader scene. His enthusiasm and genuine belief for the newest
medium, his willingness to impart what
he knows to others, are attracting visitors
from New York to Seattle. On the day
that sponsor's representative showed up
two visitors from Louisville, WAVE'S
George Norton and Nate Lord, were also
on hand. A day or so earlier a Toronto
publisher had flown down to see the KSD
TV picture. Fifteen or more eager
seekers of television knowledge flock into

SPEAKS

George Burbach's offices at the PostDispatch every week, and come away
with a better understanding and appreciation of television. Television needs
missionaries. George Burbach is doing
plenty to fill this need in the midwest's.

Mister Television
Back in those early war days when the
subject of television was good for a pro
and con argument, and stations were withdrawing their TV licenses, a man in St.
Louis was quietly talking the Board of
Directors of the Post-Dispatch into parting
with upwards of $1,000,000 for a completely equipped television plant.
George Burbach, general manager of
KSD, that man, was persuasive. So
much so that the Post- Dispatch, to
cement its television order with the
broadcast equipment division of RCA,
made a down payment of 10 per cent
toward the first-postwar-equipped tele-

r

Editorializing on the Air
As many broadcasters are against the
idea of editorializing on the air by owners
of broadcast stations as are for it. Sponsors would rather the industry continue
on a status quo basis; they feel that
nothing but harm can come from voicing

started a riot that killed simulated newscasting as part of radio drama.
Sp<jnsors do not belittle NAB's Justin
Miller's fight for freedom of speech on the
air. It isn't the theory they are worrying
about, it's the practice. They point to
the beautiful job that Edward Murrow is
doing on his Campbell Soup newscasts,
editorializing but plainly labeling what he
has to say as "one reporter's opinion."
He has been forthright on many controversial subjects. However, he always
makes it clear when he starts editorializing that that's just what he's doing.
Besides, as one sponsor puts it, how
many newsmen of Murrow's stature are
there available for radio's editorializing?
On local issues, most sponsors are
agreed that much good can be done
through editorializing, as WCAU has done
on the Philadelphia water situation.
Campaigning for civic virtue can do a
great deal of good, until the "outs" start
attacking the "ins" and broadcasters take
sides.
Freedom of speech is nothing that this
publication wants to deride. It wants it
for itself and for broadcasting. It recognizes, however, that it's a two-edged
sword. Advertisers in printed media are
permitted to say what they think on any

that doesn't offend good taste.
opinion on the air that isn't plainly subject
They feel, a great many of them, that if
labeled as such — and they ask "How is it
going to be possible to label an editorial freedom to editorialize is extended to stations it should likewise be extended to
broadcast as opinion all the way through
them on the air.
the ailing?" They point to the Orson
Welles May^ Jrom Mars program which
And most of them would rather that
the
first step be not made.
was clearly labeled "fiction" and yet

Applause
TOPS IN MEDIA

Although all radio research is done for profit, of one kind or
another, it's the best media research ever conceived or carried
out. While other forms of advertising are content with circulation figures, rather than readership, broadcasting insists on
definite facts on not only who is listening but who is listening
to what — and what the listener actually recalls of the advertising content of the program.
Hooper asks, "What is advertised?" Nielsen sends researchers into each home he checks for a pantry survey to
discover just what the buying impact of the broadcast programs is. Gallup is planning a "controlled town" in which
programs may be tested in every detail. Diary reports
(Audience Surveys, Hooper, and a host of others) give audience listening patterns. Schwerin and Lazarsfeld-Stanton's
Analyzer give intimate details of listeners' likes and dislikesRadio spends millions to discover what makes broadcasting

RESEARCH
tick — and most of it, it spends itself without contributions
from advertisers or agencies.
If ever there were an ideal representation of the American
way of life, it's in the research side of broadcasting. There
isn't a chance of its becoming stale, the competition is too
fast and furious and survival is only for the fleet of mental fo<it.
It's the very battle between Hooper's telephone and diary
survey methods and Nielsen's audimeter that keeps both of
them on their toes and most of radio buying their services.
We don't think we're prejudiced in feeling that broadcasting
itself deserves a deep bow for its researching. It even pays for
figures that cut it to the quick. Ask any station manager who
underwrites a Hooper City Report what happens when he
runs third or fourth in his area. And yet he, in most cases,
goes right on subscribing and making the facts available.
That's radio.
SPONSOR
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weeKs,
WLW reaches 81.2% of the ZVa Million Radio Homes
in this area

The total impact of The
Nation's Station within the
WLW
Merchandise- Able Area
— the exact over-all performance of WLW and leading competing stations — is now
available through a special report of the Nielsen Radio Index, based on four measured
weeks of listening in February
and March, 1947.
As an actual or potential user of
radio advertising, you should be
vitally interested in these new
coverage and circulation data.
They provide an accurate picture of WLW's
coverage
in terms
of homestotal
reached
. . .
intensity of coverage in
minutes listened . . .
total listening within
. . . the comparative

terms of
share of
the area
perform-

ance of WLW

and its leading

tening per week averaged by the
next 15 stations.

For example: during the four
report weeks, WLW
reached
81.2% of all radio homes in the
area between 6 AM and midnight, as compared to 29.3%
averaged by the next 15 leading
stations. And among these
homes reached by WLW, the
number of minutes of listening

Even more remarkable, we believe, isthe fact that WLW received one fifth— 19.3% —of all
listening to all 175 stations
heard within the area.

competitors.

during the average week was
550 for The Nation's Station, as
compared to 233 minutes of lis-

CROSLEY

BROADCASTING

WLW

Sales Offices in Cincinnati, New York or Chicago will
be glad to show you this new
NRI report. On the West Coast,
contact the Keenan & Eickelberg
office in Los Angeles or San
Francisco.

CORPORATION

Looking for an unusual
Morning Program
in the

Look at . . . listen to . . . Koffec Korner
... a working program over WJW
8:05 to 8:25 AM across the board ... or
talk to your nearest representative
of the Headley-Reed Company.

• In the popular whodunit tradition . . . producer and announcer do a daily comedy strip
called Trick Dacev.
• Brisk, bright music . . .
sound effects for mood
and contrast . . . that's what
the band tries for and gets !

• Jane Steven's cheery
comment and light touch
with weather reports and
time signals high point
Koffee Korner.
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should you keep to the ground?

ifTlTH seven stations in seven communities, the Fort Industrv
'■ Companv has seven ears to the ground. Each one. alert to
local listening preferences, builds and promotes in its own area.
This basic local experience plus the alert, aggressive Fort Industr)^
Companv

pool of radio and marketing know-how

results in

stronger stations ... in Fort Industry stations that click with
local listeners.
. . . seven stations in seven conirtiiuiities nienns seven ears
to the ground for Fort Industry stations . . . keeping
them informed of trends, alerted, aggressive, progressive.

THE

FORT

W Sl'i). Iol.<lo. ().

.

INDUSTRY
\<^ \ A. Vt lu-.Iiiif;, Vi. >a.

COMPANY
•

V» MMN.
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National Sales Headquarters: 527 Lexington Ave., New
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York 17, Eldorado 5-2455
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TOBACCO RADIO
ADVERTISERS
DO MOST
BUSINESS

Tobacco's big users of broadcast advertising did practically all of
cigarette business in 1946. Under 1 per cent of all cigarette sales
were made by non-radio advertisers.
Camels made greatest advance
during year, doing 28.1% of all cigarette business. Lucky Strike
is still first with 31.6% of the business. Chesterfield has bought
Giants baseball games for TV over NBC network. Tobacco industry
predictions are that Camels will pass Lucky Strike in two years and
regain first slot which they held pre-war.
-SR-

ZIV'S
1,000,000
FEET OF
STOCK FILM

Frederic W. Ziv's TV film subsidiary
stock shots ideal for bridges during
for commercials.
Ziv bought General
lishing film production unit to make
scriptions for radio stations.
-SR-

has over 1,000,000
live air shows and
Film's library and
TV film just as he

feet of
as backing
is estabmakes tran-

D-F-S
FIRST IN
NETWORK
BILLING

Importance of daytime programing is indicated in year-end reports
which show Dancer-Fitzgerald-Sample first among agencies placing
network business. D-F-S placed twice as much business with networks
as second placer, J. Walter Thompson. Former's billing was $21,155,292, latter's $10,707,632.
Foote, Cone & Belding, Benton &
Bowles, Compton, and Young & Rubicam placed around $8,000,000 each.
BBD&O was in $6,000,000 class. Blow, Kenyon & Eckhardt, and Ward
Wheelock in $5,000,000 class. Spot placement figures when computed will radically change rank order of agencies. Also figures
include only gross time costs and would be further changed if program costs (often bigger than time) were added.
-SR-

REICHHOLD ' S
MUSICAL
BARGAIN?

Henry Reichhold's amazing deal with Detroit AFM was revealed when
union changed mind. Reichhold was permitted to sponsor broadcasts
of Detroit Symphony Orchestra over ABC at sustaining rates and to
record hour-long program for home records while it was on air.
Petrillo's disk prohibition killed recording part of deal which in
Series is now
Reichhold's mind justified broadcasting series
off air.
-SR-

SOMETHING
NEW IN
CLEVELAND

Fight for Cleveland's listening audience will shortly be intensified. WTAM, which for years has lacked "local personality," will
undergo complete revamping under John McCormick, ex-manager of WKRC,
Cincinnati, and more recently NBC account executive in Chicago.
Other Cleveland stations have been very conscious of need for identifying themselves with local problems. It now becomes five-way
battle (even little daytime WJMO is doing a job in its own way) .
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ANNOUNCEMENTS '
ONE-MINUTE
MINirv.UM CHARGE

Quotation of one-minute charge for all announcements, station
breaks, etc., on ABC owned and managed stations, regardless of what
part of a minute is used, is indicative of general trend in direction of such minimum charge.
-SR-

RADIO ADS
NO FACTOR IN
ANTI-TRUST CASES

Of firms involved in the 81 anti-trust cases pending in U. S. Department of Justice only 17 use broadcast time, two have formerly
done so. Although material printed in magazine and newspaper advertising is part of government's case, no current broadcast continuity
has been requisitioned nor is there expectation that any will be.
-SR-

MCA REPRESENTS
FILM FROCUCERS
RE TV

Music Corporation of America is signing up small independent film
producers to represent them in selling TV rights to stations,
agencies, sponsors. MCA charges regular artists' rep fee. 10 per
cent, for this service.
-SR-

LITTLE
PROFIT IN
1947 E.T.
PRODUCTION

Transcription firms were generally in red
tremendous sums poured into making masters
running for two years despite record ban.
actually sales representatives rather than

at end of 1947 due to
to keep musical programs
Only firms that were
producers made money.

-SRA.M. STATIONS
EXPECTED TO
PASS 2,000 BY
MARCH

Regular broadcast stations authorized by March 1 will exceed 2,000
according to Washington advices. FM station authorizations may hit
1,200 and if log jam is broken TV stations authorized will pass 100
mark. These figures do not include educational, international, or
experimental stations.
-SR-

GOEBEL
BUDGET

Goebel Brewing Company will, for first time in history, spend over
$1,000,000 for advertising in '48. Beer will make serious bid for
national business. Network set up especially for Detroit Tiger
baseball broadcasts by Goebel will be expanded. Detroit Lions and
Chicago Rockets football games will be broadcast and televised this
year also. Over 50% of Goebel budget goes into broadcasting.
-SR-

$1,000,000

AUTO RADIOS
HIT NEW HIGH
IN 1947

Eighty-four per cent of all automobiles
radio-equipped.
Auto radio production
2,860,000 units, 265,000 increase over
Figures compiled by Frank W. Mansfield,
Sylvania Electric, which supplies about
through subsidiary. Colonial Radio.
-SR-

LOCAL COMMERCIAL

Local commercial broadcasting passed network time billings in 1947,
^'^^ first time in broadcast history. Although final figures aren't
^^ V^t , NAB ' s protectable sample reveals that local business was
$136,000,000 and national network billing $125,796,000.

BUSINESS PASSES
NFTWORK BILLING

produced in 1948 will be
in '47 hit new high of
previous high hit in '41.
sales research head of
16% of all car radios
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Your Product Makes

•where it's been! — where It's going!
OKLAHOMA

CITY

CONSUMER

CONTINUING
Every time a food or drug item is purchased in Oklahoma City,

PANEL

Reports issued quarterly on day-to-day purchases of 400
representative families in Metropolitan Oklahoma City covering
40 different food and drug classifications. Regular reports for
each classification cover:
1. Brands Purchased
2. Number
3. Number

of Families Buying
of Units Purchased

4. Weight or Size of Units
5. Dollar Volume
6. Place of Purchase

In addition, special analyses making use of the complete
biographical material and purchase records are possible. Full
details on request.

pr WKY^

a "detective" picks up the trail and shadov^s it constantly.
The 400 families composing the Oklahoma City Continuing
Consumer Panel arc the "detectives." They were chosen v^ith such
representativeness that they actually form a perfect miniature of
Oklahoma City's quarter-million-person metropolitan area.
That's why today in Oklahoma City food and drug advertisers
know exactly who is purchasing what, where they buy it, how often
they buy, how much they buy and what they pay for it. Furthermore,
they can, if they wish, secure almost any kind of special information
concerning a product's behavior from the moment of purchase.
This kind of information is available to you now on a continuing basis. Send today for the Quarterly Report of the Oklahoma City
Consumer Panel covering your product classification, together with
particulars concerning the wealth of special product information
obtainable from the day-by-day family purchase records.

THE
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John Blair and I read with j^rcat interest and complete agreement your editorial
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COMPARAGRAPH

SPEAKS

APPLAUSE

in the

However, in your feature "Spot
Trends" you say, "Based on the number
of spots (programs and announcements)
placed . . . etc." Why don't you just
eliminate the word "spots" in that connection and say, "Based on the number of
programs and announcements ..."
As you point out in your editorial, spot
broadcasting means much more than announcements alone. The whole purpose
of getting a new name for spot Is to overcome misunderstanding on the part of
sponsors and agency people alike, who
confuse spot announcements and spot
broadcasting and make them mean one
and the same thing. Shouldn't we adopt
a policy of referring to announcements as
announcements and not spots, to help
lessen the confusion factor?
Wells H. Barnett, Jr.
Sales development manager
John Blair & Co., Chicago

54

TV-FM-FAX
SPONSOR

SPOT

entitled
December "Spot
issue. Needs a Name"
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Lost fall, listeners jam''''^^6K:ked
around their radios to hear NX^'^SW
bring them the Steeler Gamcb. NV a
fans cheer Pittsburgh's leadiiig collegiate basketball team,- the Duquesne Dukes, over W^'SW! And
in spring, look for a record breaking
audience when WWSW Steps out
with the Pirates for another baseball
season!
Yes' ... its attion with WWSW
in professional, collegiate and scholastic sports. And after 14 years of
broadcasting sports tQ a "capacity "
audience, WWSW is STILL the uncontested leader! ... That's why,
through the seasons, WWSW is a

APPRECIATED

RESEARCH

- •■ •-"""^i-.i- .

for Pittsburgh' listirners is WWSW
. . . the station that' leads in sportsi

sport fans! The RESULTS: the bigger our audience . . . the bigger your

WILLIAMS
BROADCASTING

CO.

TORONTO
Edward Petry is sending his first spot study to Mr.
Williams at SPOP^SOHs request.

< I )VE R PICTCRE: If they televised the Oxjdol commercial, this
' ,* ' ' '' va would look like as she Ooooohs that Oxydol
sparkle

. . . Right in there following the ball

EFFECTIVENESS SPOTS, FLASHES, AND
STATION BREAKS STOP YOUR ADVICE
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Watch Gallagher! . . The crowd

SPONSOR
ARTICLE

WOULD

PARAGRAPH TWO JUNE
ANY AUTHORITATIVE

WITH
WWSW!

INFORMATION?

Wc would appreciate ver>' much your
sending us tw^o additional copies of the
October issue of sponsor.
We are making this request because of
our interest in your article on the Lazarsfcld Stanton method of measuring audience reaction to radio shows.
Darrell M. Brisbin
Research Department
Fitzgerald Advertising Agency
New Orleans
(Please turn to page 6)

^- »■ ■ ^-
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sales. So come on, be "sponsor wise",
join the national* and local advertisers, who, year in, year out, hitch
their sales wagon to the station that
bags MORE LISTENERS
DOLLAR IN PITTSBURGH
WWSW!
*Ask For joe.

PER
. . .

WWSW
l'itlsliiir(]h's
Li'iidinn liidi>|it*ndf>iil!

■eoc* Htcht

One station

KCMO
50,000

Vi millivolt contour

Watts

superimposed

One set of call letters
One spot on the dial
One rate card
50,000 Waffs Day . . .
10,000 Waffs Nigbf-on

810 kc

Nafional Represenfafive:
John E. Pearson Co.
Boje mop
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courtesy Broadcasting Magazine

Non-Directional
over

*387

actual

COUNTIES-

mail

map
- Daytime
count

map*

174 more than the 213 in

the KCMO Vi millivolt area— that's KCMO's mail
response for the first 4 months at 50,000 watts.
This includes 100 counties in Missouri, 79 in
Kansas, 51 in Nebraska,
Oklahoma,

70 in Iowa, 21 in

33 in Arkansas, 33 in Illinois. And

mail came in from 20 other states! We'll gladly
send details of this mail response. Write or call.

KCMO

Kansas City, Mo. — Basic ABC for Mid-America

m

BI

(Continued from page 4)
APPLAUDS

INDUSTRY STUDIES

You don't have to sell me sponsor. I
have been thoroughly sold since seeing the
first issue. As far as helping salesmen and
agency men, sponsor not only puts all
other trade magazines in the shade — they
are not even in the running as far as I am
concerned! I particularly like your industry analysis. We, incidentally, do not
have on hand all copies of sponsor since
its first issue and are very anxious to bring
our library up to date. Is it at all conceivable or possible that we could buy all
issues published not shown on the attached list which indicates what we now
have?
Vincent A. Francis
Account executive
ABC, San Francisco
We really enjoy the concise reports and
the many innovations you have brought
to us guys in the industry.
President
J.
Slatter
Radio Representatives Ltd., Toronto
FAMILY RADIO EXPENDITURES
On the very first page of your January
issue, I noticed an item quoting Dr. O.
H. Caldwell on the amounts spent in the
United States for radio in 1947. You
might be interested in a breakdown of
some of these figures, which I had an
occasion to use recently in order to bring
up to date some statistics which I have
found useful for many years.
I wanted to know what the typical
American radio-owning family sp>ent in
1947 for its radio listening. This meant
eliminating advertisers' expenditures and
the amounts allocated for television.
MUSIC IS NO PASSING

FANCY a love of fine music is no passing fancy.

It is intense, devout, ever-growing . . . makes the music lover a special
kind of radio listener ... a listener devoted to the programs of WQXR-WQXQ.
More than half a million music loving families in and around New York
listen habitually to WQXR-WQXQ

... to the extent that no other

station can reach them as effectively. Leading advertisers are concentrating
more and more on this huge audience . . . selling their products through the
interest created by good music. For greater sales
in the world's greatest market, use WQXR-WQXQ
. . . the stations distinguished for good
music and the news bulletins of
The New York Times.

WQXR

. . .and FM Station WQXQ

Radio Stations of The New York Timet

Adding Dr. Caldwell's figures of $800,000,000 for new radios sold to the public.
$75,000,000 spent for servicing, $190,000,000 for tubes, parts, and supplies, and
$220,000,000 for electric current, I came
up with a total of $1,285,000,000. Dividing this by 35,900,000 radio families produced a figure of $35.79 per
radio family.
Going a little further, if we divide by
the total of all U. S. families (which was
38,575.000 as of January 1, 1947), including non-radio homes, we get a figure of
$33.31 p>er family. This $33.31 represents
the average American family's "subscription price" for
listening.
The
(Please
turn radio
to page
12)
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LEVER

BROTHERS
50

MEMORIAL

CAMBMDGE

DMVE

COMPANY

39. MASSACHUSETTS

Spokane, V.'nshlnRton
October 27, 5.947

Mr. Richard Wheeler
Radio Station KXLY
Symons Building
Spokane, Washington
Dear Mr. Wheeler:

Just a note to tell you how much we of Lever
Brothers Company appreciate the Svran Soap Parade
Products Week you put on for us over your station of
and to try to shovr you the results of your effort.

Floor and window displays v;ere built in 33
Spokane grocery stores. In addition 215 Swan Soap
Week cards and 193 Swan Soap Week banners v;ere displayed prominently, calling attention to the Parade
of Products Week,
After checking our records, we found that in the
area covered by your broadcasts our business on Swan
Soap improved considerably. As near as can be ascertained approximately 15,000 bars of Swan Soap vere
moved in Spokane d\iring the week of the broadcast.
Although this is not the first Lever Brothers
Company appearance on the Parade of Products Week
end I wish to thank you again for'
my first,v/ork
it is splendid
your
and cooperation. Should you care
to repeat it at some future date, I am quite sure we
can give you our whole-hearted cooueration.
Yoiirs very sincerely,
Lever Brothers Company
Spokane Sales Representative

Boi I9S6— Bu«e, Montana
Symons Building — Spokone, Wosh.
Orptieum 3ldg. — Portlond, Oregon
6381
.Hoflywood
Hollywood
2S
79 Post
St —Son Bl«'d.—
Francisco
4
The Wolker Co., 15 W. 10th St., Konsos City
The Wolker Co., 360 N. Mich., Chicago
The Wolker Co , 551 5th Ave., New York
The Wolker Co., 330 Hcnn. A»e.. Minneopolis
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0
.
0
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vast f)otential of the Southwest is inspiring more

and more

expansion in this area by some of America's largest manufacturers. In
Tulsa, alone, $125,000,000.00 is already allocated for industrial development by new, outside money during 1948. This is an indication that
successful industrialists believe in Oklahoma's future and that they are
betting on Tulsa as the best spot in this great state. And no wonder!
Northeastern Oklahoma, where dA percent of Oklahoma's industrial capacity
is located, is the center of the state's electrical power development, oil and
gas supplies, coal production, water resources, lead and zinc and an ample
supply of native white manpower.
As industry expands markets expand. This means Northeastern Oklahoma is the place to put advertising dollars to work most profitably.
KVOO, alone, serves all of this most important Oklahoma area plus
equally important areas of adjacent states. Set your schedule for 1948 now
and sell this great market in the heart of Babson's Magic Circle over
Oklahoma's Greatest Station.

NBC
Edward

Retry

& Co.,

Inc.,

.

National
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STATIONS

AGENCY

Hersey& Browning &
Badger

American Chicle Co

Gum

American Home

Chef Boy-Ar-Dee Young & Rubicam
Guard's Cold
Dancer-Fitzgerald
Tablets
Sample
Petroleum products N. W. Ayer
Washing machines Tatham-Lairt'
Rugs
Young & Rubicam
Lennen & Mitchell
Lustre-Creme
Shampoo
BBD&O
Holiday Magazine

Products Co

Atlantic Refining Co
Bendix Home Appliances

;1

PRODUCT

Bigelow-Sanford Carpet Co
Colgate-Palmolive-Peet Co
Curtis Publishing Co
Garrett Wine Co
General Baidng Co
Goebbel Brewing Co

Virginia Dare Wines
Baked goods
Beer

Hat Research Foundation
P. Lorillard Co

Institutional
Embassy Cigarettes

National Biscuit Co
Park & Tilford Co
Pepsi-Cola Co
Sherwin-Williams Co
Standard Brands Inc

Shredded Wheat
Tintex
Evervess
Blue Bonnet
Lin-X
Margarine

25-50
50
20-3U
30-40
40-50
20
50
2-3

Ruthrauff & Ryan
BBD&O

20
10

Brooke, Smith, French
& Dorrance
Foote, Cone & Belding
Geyer, Newell & Ganger

20
1

McCann-Erickson
Charles Storm
Young & Rubicam
Newell-Emmett
Ted Bates

20

100
100
15-20
20
40

CAMPAIGN,

start, duration

E.t. breaks; Feb-Mar (adding to current campaigns);
wks*breaks; Feb 2; 10 wks
E.t.13-52
spots,
E.t. spots, breaks (extending winter campaigns); Feb
15; 6 wks
Spot baseball broadcasts; Apr 15; season*
15-min spot programs, spots, breaks; Feb-Mar-Apr;
13 wks
E.t. spots, breaks; Mar 1; 13 wks
E.t. spots, breaks; Mar 1-30; 6-13 wks
E.t. spots, breaks (special niarket
promotion — New
Orleans); Feb 15; 4 wks
E.t. spots,
Jan -Feb;to 6 current
wkE.t.
spots, breaks;
breaks (adding
campaigns); Feb
Live, e.t., spots, breaks; Mar-Apr; 13-52^wks
1 ; 13 wks*
Spots, breaks, participations; Mar-Apr; 13 wks
E.t. spots, breaks (test campaign in Cleveland — expanding later); Feb 1: 13 wks
Spots in "Musical Clock" shows; F'eb I; 13-39wk8
E.t. spots; Feb I; 13 wks*
E.t. spots, breaks; Feb 1 (expanding current national
campaigns); 13 wks
Spots,
breaks;
F'eb-Mar;
E.t. spots,
breaks;
Feb 15;13 13wks
wks

♦Station list already set.

A/euA and He4>t&cae<i (Ui, ^el^aUian
SPONSOR

\<

Peter Ballantine & Sons
Botany Worsted Mills
Brentwood Sportswear
L. S. Briggs Inc (meats)
Jay Bucknell Inc
Bulova Watch Co
BVD Corp
Chevrolet Dealers

Columbia Wholesalers
(Phiico dlstrib.)
Elgin National Watch Co
Food Fair
General Foods Corp
Gulf Cil Corp

AGENCY
J. Walter Thompson
Silberstein-Goldsmith
J. R. Kupsick
Courtland D. Ferguson
Direct
Biow
Edward Shapiro•
Grey
Campbell-Ewald

Kal, Ehrllch & Merrick
J. Walter Thompson
Direct
Y'oung & Rubicam
Young & Rubicam

NET

WFIL-TV, Phila.
WNBT, N. Y.
WNBT, N,^ Y.
WNBW, Wash.
WABD, N. Y.
WNBT, N. Y.
WNBW, Wash.
WFIL-TV, Phila.
WABD, N. Y.
WFIL-TV, Phila.
WWJ-TV, Detroit]
WBKB, Chi. .
KSD-TV, St. Louis
K TLA, L. A.
WTTG. Wash.
WMAR, Balto.
WABD. N. Y.
WTTG. Wash.
WWJ-TV, Detroit
WBKB, Chi.
WNBW, Wash.H
WFIL-TV, Phila.
WNBT, N. Y.WABD,
Y.
WNBT, N. Y.
WCBS-TV. N. Y.I
WFIL-TV, Phila.
WCBS-TV, N. Y.
WABD, N. Y.
NBC-TV (5 stations)
WNBW. Wash.
WFIL-TV, Phlla.

Soils S. Cantor
Heinel Motors
Young
Sterling& Rubicam
Pepsi-Cola Co
Powell & Campbell Shoe Co William Esty
R. J. Reynolds Co
Kal, Ehrllch & Merrick
Sun Radio Co
Thornton Fuller Co (Dodge- Aldrich
Plymouth dlstrib.)
Smith, Bull & McCreery WABD, N.
Transmirra Products Corp
U. S. Rubber Co
Campbell-Ewald
WCBS-TV,
WNBT, N.
Morse International
Vick Chemical Corp
WABD, N.
Scheck
Walco Sales Co
WFIL-TV,

I
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STATIONS

Y
N. Y.
Y.
Y.
Phlla.

PROGRAM,

time, start, duration

Spots; Jan 21; 13 wks (n)
WealluT spols; Jan 16; 13 wks (r)
Weather spols (preceding boxing); Jan 5; 5 wks (r)
Spots; Jan II; 13 wks (n)
Spols in "Doorway lo Fame"; 7:30-8 pm; Jan 26; 52 wks (r)
Time signals; Jan 1; 13 wks (r)
Spots; Jan 4; 8 wks (r)
Spots; Jul) 1:13 wks (n)
Winter
films; 15 mins nightly as scheduled; Feb 1;
10 daysOlympics
(n)

INS TeleTlsion News; Jan 8; 13 wks (n)

Spots; Jan 7; 13 wks (n)
Time signals; Jan 4; 13 wks (r)
Meet Your Neighbor; Wed 8:10-8:25 pm; Jan 1; 26 wks (n)
Spois; Jan I; 8 wks (r)
You Are an Artist; Ih 9-9:15 pm; Jan 1; 13 wks (r)
News — Doug Edwards; Th 8-8:15 pm; Jan 1; 52 wks (r)
Gohig Plates (lilm); Th 8:10-8:40 pm; Jan 15; 26 wks (n)
Film spots; Jan 10; 13 wks (n)
Spots; Jan 22; 50 wks (n)
Giants Baseball Games; May-Sep (n)
Spots; Jan 2; 13 wks (n)
Rockets Ice Hockey Games; Wed 8:25-10:45 pm; Jan 1; 13 wks (n)
Spots; Dec 29; 13 wks (r)
Naiionul Sportsmen's Show; Feb 14; 8-8:30 pm; 2 wks (n)
Winter Olympics films; as scheduled; Feb 1; 5 days (n)
Spots; Jan 5; 13 wks (n)
Spots; Jan 5; 6 wks (n)
Spots; Jan 10; 4 wks (n)

Ne4A^ 0*t filei4AMn>lu
SPONSOR

STATIONS

NBC

Kalstaff Rrewlnft Co
I-tfo

McCann-F.rlckson

ABC

William H. Welntraub
Roche. Williams & Cleary
Kudner
N. W. Ayer

MBS

Inc

ARC
NBC
ABC

PROGRAM,

tPolnt Sublime; Mon 8-8:30 pm; Dec 29 (22-wk extension)
William I,. Shlrer:
Henrv MorH-jn: Th
•Star Theater; Wed
Fred Warlnft; MW

7,«
ISO
161

Service
^Expanded network.
mrnns n 11-}rerk rnnlrnri trith riptinng fnr .7 itiwcesnire 13-icefk
rrneimh.
2VS

Oh.

AGENCY

NET

American Meat Institute
n. T. Babbitt Inc

Leo Burnett
Duane Jones

Carnation Co

Frwin, Wasey

Carter Products Inc

Sullivan. Stauffer. Col well &

Ceneral Motors Corp
(Prlaidalre div)
Coodvear Tire & Rubber Co
Charles F. Hires Co
International Sliver Co
KellogfS Co

Bayles
Kudner
Foote. Cone & Beldinit
Kudner
N. W. Aver
Yountl & Rublcam
Ken yon & Eckhardt

Lever Brothers Co

Ruthrauff & Ryan
Young & Rublcam
Walker & Downing;

Miles Laboratories Inc
Philip Morris & Co Ltd
Mutual
Benefit
.\ccidcnt
Assn Health &Procter & Gamble Co

NBC:
CBS
NBC
NBC
MBS
MBS
CBS
ABC
CBS
ABC
NBC
CBS
MBS
CB.^
MBS
CBS
NBC

Wade
Blow
Ruthrauff

MBS
CBSI

& Ryan

Benton & Bowles
Compton

CB5^

W. A. Sheaffer Pen Co
Sterllnft Druft Inc
(Centaur Co dlv)
TonI Company Inc
I'nlversal Match Corn
CSchutter Candv Co dlv)
Wine Growers Guild

lift snhjrrt tn ronrellntinn nt ih^ end iif nrtv 13-iPeeb period)

Russel M. Seeds
Younfi & Rublcam
Foote, Cone
Schwimmer

MBS

.54
161

404
149
84

ABC

Honiii-Cooper

428
207
160
184
1.50
180
99
145
149
141
4.50
144

Rosemary; MTWTF 11 :45-12 n; Dec 29; .39 wks
Big Sister; MTWTF 1-1:15 pm; Dec 29; 39 wks
Young Dr. Malone; MTWTF 1 :30-l :45 pm: Dec
Guiding Light; MTWTF 1 :45-2 pm; Dec 29; .39
Ma Perkins; MTWTF 1:1.5-1 :.30 pm; Dec 29; .39
Gabriel Heatter; TTh 9-9:15 pm; Jan 1; 52 wks
Victor LIndlahr; MT%VTF 12:15-I2:,30 pm; Jan
Sheaffer Parade: Sun 3-3:30 pm; Jan 4; 52 wks
Molle Mystery Theater: Frl 10-10:30 pm; Jan

439

211
162

140

Give & Take; Sat 2-2:30 pm; Jan 3; 52 wks
David Harding — Counterspy: Sun 5:30-6 pm;

160
185
rtso
65

^4

Murder

& Mr. Malone; Sat 9:30-10 pm; Jan

29; 39 wks
wks
wks
1; 52 wks
23; 52 wks
Feb

1; 52

10; 38 wks

wV<j

AenA

/Jt^enc^
SPONSOR

^fLpAuiimentd.
AGENCY

Abraham & .Straus Inc, N. Y
.\dler Hotels. L. A
Allied .\rtists, L. .\
American Trust Co, S. F
Beam Products Inc. Jersey City, N. J
Hre:ikfast fHub Coffee Inc. L. A
Canadian Chewing Gum Co, Toronto
(Canadian Cooperative Wool-Growers Ltd, Toronto. .
(:ol)bs Fruit & Preserving Co, Miami
Coca-Cola of C^anada Ltd, Toronto
Craig Oil Co of (Uitifomla, L. A
Doubleday & Co. N. Y
Dnicketl <>i, Toronto
Fideletone Recording Corp, N. Y
Furmbilt Clothes Inc, L. A
R. II. Fyfe & Co, Detroit
General Foods Ltd, Toronto
General Motors Corp (Delco Appliance div),
Rochester. N. Y
Ilaffenreffer & Co Inc, Boston
Hat Research Foundation, N. Y
Hull Hotels Inc, L. A
Jacks<in Bros., N. Y
Jacobson Bros, .V. Y.
Kronke .\wning C>), Oakland
Lanolin (^)rp of America, L. A
Martin Laboratories Inc, Sibley, Iowa
Metropolitan Boston I'sed Car Dealers Assn, Boston.
Montecados Payco. ,San Juan
Murdock Homes. Louisville
O'Brien's of ( jtlifomia. San Jose
Perma-Nall Co, Burbank, Calif

5;

Henrv J. Tavlor; MF 7:30-7:45 pm; Dec 19; 52 wks
Man Called X; Sun 8:30-8:55 pm: 52 wks
Greatest Story Ever Told; Sun 6:.30-7 pm; Jan 25; 52wks
Here's to You; Sun 5-5:15 pm; Jan 25; 52 wks
Ozzle & Harriet; Fri 9:30-10 pm; Jan 2; 39 wks
Tom Breneman's Breakfast in Hollywood; MTWTF 11 :1511:30 am; Dec 29; 52 wks
Galen Drake: MTWTF 1 1 :.30-lI :45 am; Dec 29; 52 wks
.\mos 'n' Andv; Tu 9-9:30 pm: Jan 6; 52 wks
My Friend Irma; Mon 10-10:30 pm: Dec 29; 52 wks
Fishing & Hunting Club of the Air; Mon
10-10:30 pm;
Dec 22; 52 wks
Oueen for a Dav; MTWTF 2-2:,30 pm; Dec 29; 52 wks
Milton Berle; Tu 8-8:30 pm; Jan 20; 52 wks
It Pays to Be Ignorant; Frl 10-10:30 pm; Jan .30; 39 wks
Gabriel Heatter; Sun 7:30-8 pm; Jan II; 52 wks

» ^s
NBC»
CBS
ABC

«me. *1art, duration

Fred Warlnfi; TTh 10-10:30 am: Jan 13; 52 wks
David Harum: M TWTF 10:45-11 am; Jan 12; 52 wks
Lora Lawton: MTWTF 11:45-12 n; Jan 5; 52 wks
Carnation
Contented
Hour;
Mon
10-10:30 pm; Jan
52 wks
Gabriel Ileatter; MW 9-9:15 pm; Dec 29; 52 wks

96

116

& Beldlng
& Scott

PROGRAM.

STATIONS

NBd
Dancer-Fltzgerald-Sample
Roy Durstlne

Serutan Co

Sun I-I:1S pm; Jan 4: 52 wks
7:30-8 nm; Jan 29: 52 wks
10:30-11 pm; Dec 31; 51 wks
10-10:30 am; Feb 2 (indefinite)

AatidMt^Ju

SPONSOR

Mall Pouch Tobacco Co

time, start, duration

Music
from the Heart of America; Th 9:50-10 pm; Feb 2:
52 wks

SO

Dancer-Fltzderald-Sample

John Hancock Mutual
Insurance Co
Piedmont Shirt Co
Raymond Laboratories
Texan Co
r. S. Army Rccrultlnft
*New on network.
Fiftv-hrn irrrks qeryfrnUv

He^teiuaU

NET

AGFNCy

STATION
Department store
Hotels
Motion pictures
Banking services
Silver tarnish preventative
Coffee
Chiclets
. . Institutional
Gift ba.skcts
Coca-Cola
Petroleum products
Dollar Book Club, Omnibook
Drano
Musical Instruction
Men's clothing chain
Shoes
Maxwell House Coffee
Household appliances
Pickwick Ale
Institutional
Hotels
Shoes
Shoes
Fiesta fabrics
Lanogene
Animal remedies
.Trade assn
Ice cream
Plywood homes
Candies
Cosmetics

(Please turn to page 72)

PROGRAM,

Magazine

time, rtarl, duration

KJe.sewetter, Wetterau & Baker. N. Y.
MUton Weinberg, L. \.
Buchanan, L. .K.
McCann-Erickson, S. F.
Deutsch & Shea, .V. Y.
Brisacher. Van Norden, L. .A.
Baker. Toronto
Reynolds. Toronto
Badger & Browning & Hersey, Boston
D'Arcy. Toronto
Tullls. L. .A.
. Huher Hoge. N. Y.
Young & Rublcam. Toronto
..Seymour Kameny, N. Y.
Robert F. Dennis. L. A.
Dundes & Frank. N. Y.
Baker, Toronto
Foote. Cone & Belding, Chi.
Harold Cjibot. Boston
Foote. Cone & Belding, N. Y.
Milton Weinberg. L. A.
Hoot. N. Y.
Hoot. N. Y.
Ad Fried, Oakland
Allied. L. \.
.Meneough, Martin & .Seymour.
Harry M. Frost. Boston
McCjjnn-Erlckson. .San Juan
M. R. Kopme.ver. I^uisvllle
Raymond R. Morgan. H'wood.
William Kester, H'wood.

Des Moines

f

IT TAKES
MORE THAN
(but which we have!)

to dttrdct dnd hold
dn dudience/ ' !^^
^2^v^«e/oiM coi/nmy^ii
In Iowa, as in your own locality, people listen
most to ,the station that gives them

the best

radio fare — regardless of signal strength, if
"adequate."
Each of the four Iowa counties featured at the
right is fairly distant from Des Moines. Each
has its own local radio station, giving an
excellent signal in its own home region. And
each is also served by many other stations,
large and small. Yet the 1947 Iowa Radio
Audience Survey discloses that, from 5:00 a.m.
through 6:00 p.m., WHO's
percentage of listening is 46.21

four -country average

There is only one answer

to such listener-

preference. That answer is Top-Notch Programming— Outstanding Public Service. Write
for your copy of the 1947 Iowa Radio Audience
Survey and see for vourself.

WNO
*for Iowa PLUS +
DES MOINES

. . . 50,000 \\ ATTS

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
FREE

FEBRUARY

& PETERS,

INC., National Representatives

1948
11

Vp

r 40 West 52nil 1

10,000 WATTS

{Continued Jrom page 6)
ANPA estimates that the average American family spends $19.51 per year for
newspapers, while the Magazine Advertising Bureau gives an estimate of
$10.96 per year for magazines.
Perhaps some of your readers will find
it a useful answer to a question which
comes up from time to time.
E. P. H. James
MBS, New York
FOR

THE

RECORD

Just so we can keep the records straight,
I would like to correct the announcement
of the Katz Agency that it is setting up
the first television department in any
firm of representatives. This, of course,
is not the case, for Free and Peters has
been active in this field now for over a
year in the representation of KSD-TV.
Just for your information, each of the
Colonels is qualifying himself for all
phases of television and has been doing
so for man\' months.
E. P. J. Shurick
Free and Peters, Inc.
New York.

//»e ;9wing is toWB ii^K^nsasO,^
* Area's highest Hooperated

WEAK

station

Recently I made a survey of the radio
retailers in this area in an attempt to
find out how aggressively they are pushing
the sale of FM receivers. I was amazed,

ir Area's lowest cost per-thousand-listeners
if Wide

^-

and wealthy consumer-market

and your readers will be too, to find out
that radio retailers are doing nothing to
encourage the growth of this superb new
medium. In spite of the fact that in each
store I entered I deliberately told the
salesman that I wanted to buy an FM
radio, I was cautioned aga nst it by
virtually everyone.

'k Beginning full-time operation
(probably next month) with greater
power and better frequency —
10,000 watts on 710 kilocycles
See your John Blair man

10,000

JOHN

JOHN
NETWORK

• 710

KILOCYCLES

salesman told
radio, there are
the country."
told, "FM will

IN KANS^
DON

MUTUAL

Nowhere was I given a demonstration
of FM reception, although there is a
full-time station in this vicinity. One

for availabilities!

WATTS

DAVIS

f«f siof Nr

T. SCHILLING

^

^

BLAIR&CO.. . ...iuitA™
• 5,000

LINK

The weakest link in the FM chain is
the man who sells radios!

WATTS

NIGHT

me, "Why buy an FM
only nine FM stations in
More than once, I was
cost you $100 extra, and

it isn't worth it."
You and I both know that this medium
must be sold, and sets never will be sold
with attitudes such as these which I found
prevailing. It's vital that the industry
re-examine the emphasis it has put on
dealer education.
Andrew Takas,
Albany, N. Y.

IS

SPONSOR

_-■'...

,. . :. I

You

have

to

Ji^oiitf

Tyi^
We're

speaking

®

There's gold
\ '1 ii|( i//^/c-^

of
«.

SALES

in New

in

New

England

England but it takes technique to dig

it out. Only through the Yankee Network and its 23 honne-

town

rich

S^

mil

nnarket.

thoroughly

stations

Only

covers

the

all

can

you

Yankee

the

many

get

at

Network

this (i;^ /sfij (§^^

actually

trading ^

gets

into

and

^ centers.
\\\\\\^;i_r-_ "" '^^

Only the Yankee Network reaches 89.4% of New England radio honnes.
Check today with your Petry man about availabilities
In the four editions (8 A.M. - I P.M. - 6 P.M. - I I P.M.)
of the Yankee Network's
"News While It Is News."

/icce^itcui^ C4, THE YANKEE

NETWORK'S

'P<tu*tdaXuut

The Yankee Network, Inc.
N\.Qmber of the Mutual Broadcasting System
21

BROOKLINE

AVENUE,

BOSTON

15, MASS.

Represented Nationally by EDWARD

PETRY & CO., INC.

(Sec "Return of the Amateur," SPONSOR,

P^^^
• k^P*

»yliT nAJrtfiC".

9

"OnrriiBoKo

i *'¥i|!T*n

/sTikK

BIG

What haptalent programs increasing?
Are "new"
page 15.)to Adam
pened
Hats' "Big Break"?
How's
the Horace
Heidt's "Philip Morris Night" talent search doing?

As predicted in sponsok's report un amateur programs, The Big Break
did not sell Adam Hats and was dropped at the end of the first 13-week
period. The program received favorable newspaper reviews but just

'V'.r.i

COMMUNITIES

September 1947,

couldn't fight the weather which during the fall was not conducive to
hat-buying. Sidney Florsheim,* Adam Hat advertising manager, was replaced and even Maxwell L. Schultz, Adam president, stepped out and
opened a business consultation service. The result of a broadcast program that dcx?sn't make the grade is all too often a gigantic corporate
shake-up. Failure of The Big Break has deterred most sponsors from
buying any of the new talent programs available. Horace Heidt, however,
was able to sell his talent search idea to Philip Morris. It was originally

IN

A 1S-MILE
RADIUS
and scores of ofhers

just beyond

THE

scheduled to replace the Milton Berle program but Berle's ratings started
going up and the sponsor kept Berle and bought a new spot for Heidt.

a
}^

VOICE IS

siRonc in
RHODE ismnD
YES, and in many adjacent Massachusetts communities as well. Here
in one of the nation's richest, most
closely-knit regions is exclusive
American

coverage

at rates that

make WFCI Rhode Island's best buy!

Heidt's program travels from town to town and while it has received a
bad trade press to date it's building audiences as it travels.
* He's doing an outstanding job for Harry S. Goodman's special everd deparimenl
(See "Sports Sponsorship," SPONSOR, May 1947, page 37.)
What is the trend in sports bankrolling? Who is buying?
Is listening up or down?

With night baseball becoming such an important factor in sports broadcasting, commercial sports have moved almost 80 per cent to independent
stations which are not tied down by network commitments. The latter
make it virtually impossible for a station to accept sports commercials,
since, with the exception of prize fighting, sports tear program schedules
apart. The big fights are still sponsored by Gillette and snared for them
the highest Hooper of 1947 for a regularly-scheduled commercial, a
41.5 for the broadcast of the Louis- Walcott fracas. Gillette spent $1,800,000 on sports in 1947.
In the Midwest, Goebel is due to be the biggest sports sponsor during

p.s

the year to come. Atlantic Refining's 1948 broadcast schedule of baseball
and football will be as big as its 1947 presentations and there is a good
chance that the budget will be upF>ed in certain areas to provide for TV
sports as well.
Chesterfields have joined Old Golds in the baseball field, the former
buying TV rights for Giants' games over the NBC five-station TV network. Ballantine (Beer and Ale) have bought the Yankee games over the
DuMont network (two stations). The Dodger games iBrcwklyn) over
WGBS-TV and the CBS-TV network are sold but details are not available.
Individual television stations not yet linked with the webs also have
lined up sponsors for their local teams as sports continue to lead all polls
on TV viewing popularity.
Beer, cigarettes, oil and gas, in that order, will be the underwriters of
local sports on the air in 1948.
(Sec "Sans Advertising," SPONSOR,

May

1947, page 31.)

Will Goodyear continue to sponsor "The Greatest Story Ever
Told"? Is the broadcast still doing a selling and public relations
iob without advertising copy on the air?
5000 WATTS
DAY
& NIGHT

WALLACE

A. WALKER, Gen. Mgr.

PROVIDENCE, The Sheroton-Biltmore
PAWTUCKET, 450 Main St.

Represenfofives;

THE

14

KATZ

AGENCY

p.s.

Goodyear Tire and Rubber considers the renewal of The Greatest Story
satisfied with the
every 13 weeks, but this is no indication that they aren't
results of this program which is the only one on the air without direct or
institutional advertising. Business conditions in the rubber industry are
financial heads of Goodyear aren't making longsuch that the responsible
term commitments. Another reason why rumor stated that Goodyear is
dropping the program is the energy with which certain church groups are
pushing the program "to save it from going off the air." The church
activity on behalf of the program was desired by the sponsor but not the
possible interpretation which some place upon it.
(Please turn to page 16)
SPONSOR

f1/\
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$1-000.000,000

No. 1 BUY
ARK-LA-TEX

UUhMimmMh
(At no extra cost to you)*

"h 10,000 inches of merchandising advertising a year in the largest
newspaper in the tri-state area.

+ READER

half page in the Sunday edition of the finest newspaper

in the Ark-La-Tex ... a reader page, informative and entertaining.

+ DEALER LETTEIRS to thousands of druggists, grocers and jobbers
throughout this rich area to support your radio advertising.

+ HOUSE

ORGAN

distributed to dentists, physicians, druggists,

grocers and libraries within the forty-nine counties and parishes of
the Ark-La-Tex.

+ YOUR PERSONAL AMBASSADORS -KWKH Artists in 1947 played
in more than 350 cities throughout North Louisiana, East Texas, and
South Arkansas, building audiences for your message.

There are seven other radio stations in the Ark-La-Tex area ... By
using all of them they do not quite cover the rich primary (50%) area
of 50,000 Watt KWKH ... the station heard by most . . . preferred
by most— ALL THE TIME.
*Remember this huge plui
list starts with the sale —
at no extra cost to you.

FEBRUARY

1948

15

|l*^*

(Continued from page 14)

Rural sales, a basic reason for sponsoring the program, continue up for
Goodyear. Even if this were not so, the operating executives of the company are 100 per cent behind Chairman cf the Board P. W. Litchfield,
whose baby the program is.
The annual report of the Goodyear company indicates that 1947 was

CHANNEL

its biggest peacetime year. While virtually all branches of the company's
manufacturing activities made more money in 1947, sales of tractor tires
and other farm rubber equipment showed an extra substantial improvement during the year.
A recent survey made for Goodyear by its agency fKudnerl and ABC
indicated that among listeners the program as it is is tops. Eighty per
cent of those queried by mail returned their questionnaires, fantastic
response to a mail survey. Eighty-two per cent of the respondents
wanted the program just as it is, on Sundays at 6:30.
The Greatest Story Ever Told is still the ideal example of making the
program instead of commercials carry the advertising burden.

P

(See "Road to Results," SPONSOR, May 1947, pase 17.)
SWhat
is the status o( prosram traveling?
What new sponsors are
9
sending their shows on the road?
What are traveling conditions
For the troupes?

All the programs which traveled during the 1946 47 season and were
sponsored during the fall of 1947 traveled again. A number, like U. S.
Steel's
Aldrich
whose
March

ASK YOUR
WAAT MAN
ABOUT

WATV
SERVING NEW
JERSEY AND
METROPOLITAN
NEW YORK!

Theatre Guild of the Air, extended their peregrinations.
Family, whose roots have been very definitely in New York
first out-of-town airing originated in Chicago last year for
of Dimes, will travel as often as possible this season. The

The
and
the
first

trip is to Rochester for the opening of WHAM's Radio City studios.
With General Electric's return to the sponsorship of House Party
(CBS) this Art Linkletter show's contract calls for three months of touring
this spring. Brown and Williamson are considering traveling People Are
Funny, since Art Linkletter, its mc, will be on the road for House Party.
Toni decided in December that one out of four broadcasts of its Give
and Take would be made out-of-town and has adopted the same schedule
for Ladies Be Seated. Ladies has traveled before but not on a regular
schedule and not as frequently.
To give Lum 'n' Abner new life. Miles laboratories is traveling this
daily program. Shotwell Manufacturing, which has just bought True or
False, will travel it. Burl Ives, who was heard transcribed on the .Mutual
network for Philco before the Petrillo ban on recordings, naturally will
now have to originate his programs on the road as he is booked for concert
dates all over the country.
First of the "talent hunt" programs to hit the road is the Horace
Heidt Philip Morris Sunday night program. In the past talent searches
have been conducted throughout the U. S., one town at a time, and the
top talent brought into New York or Hollywood for the broadcast.
Heidt travels his search and takes the winner from one town along with
him to compete with the talent from the next town and so on. Thus he
is getting the impact of being in one town and having the listeners from
the last town keyed up to see if their winner can stand up against current
competition.
One winner stayed with the show for five broadcasts.
There are more "causes" to travel for in 1947-1948. Whereas the
March of Dimes was something special and Edgar Bergen, Bob Hope,
and other stars did special appearances for the FDR charity, now the
Damon Runyon Fund (cancer) and the Cardiac Foundation (heart
trouble) are two added causes which are justifying program travel.
Casts of traveling programs report that while recent storms disturbed
travel arrangements during December and January, general road conditions are better, hotel accommodations are easier, and despite the high
cost of food there is plenty of it.
road is still the path to better results from broadcast advertising.
-j The
g^
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SPONSOR

I'M WORTH

A COOL

ee Billion
in effective buying income
You're face to face right now with one of the
two and a half million people who live in the area
covered by WGAR's

50,000 watts power.

Proud? Sure they are. And why not? Their effective
buying income is more than three billion dollars!
They are alive to what's going on, active in their
reactions, quick to do something about it.
Your advertising
message
will bring rich
returns when it reaches this audience . . .
an audience
earning
enough
and yearning
enough to want the things you are selling . . .
an audience
most economically
and effectively
covered by WGAR,

the station which reaches

40% of Ohio's buying power.

V,*^.

50,000 WATTS
BASIC

CBS

CLEVELAND

^^-3
MOST

POWERFUL

SIGNAL

OF ANY

CLEVELAND

STATION

In Cleveland ...in Akron ...in Canton
^--->

Representee/ Nationally hy EDWARD

FEBRUARY

1948

PETRY

& COMPANY
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HAVE YOU HEARD
THE ONE ABOUT THE
38 EAGER BEAVERS?
Once

there were 38

4. None of this hit-or-raiss, takeit-or-leave-it
stuff.
WVET
i.s
staffed and etjuipped to give you

vers — (that's us) —
eager as the dickens to
start a Problem-Solving
Service for overworked

y^i Complete .\dvertising and Mer// chandising
Service-of-the-Air
—
from trouble-shooting
and testing
shows to giving you expert, onthe-spot help with local distribu—
tioii ])roblems.

tiniehuyers and Ilooperniinded advertisers.
We had the experience —
47 years of it — on national networks, major
stations and in 4-A ad
agencies,
lint no station.

5. Still another big competitive advantage for you
—WVET
is the ONLY Rochester station with a
New York office!
I ' And it's right smack
in ll le lieart
"empire":
(1)
to
make
sure we hear about
new
IwvetT
developments FIRST so we
can pass them on to you

'■Z. . Doleful Donalds and
Pooh -Poo hers said we
couldn't do it; they said we
couldn't even get in the
fight watt
for Rochester's
new
.3000
station. HUT
WE DID. And won. In
just 18 months, from start
to finish. And now we're
out to win some major sales
battles for VOU.

promises. SERVICE, not boondoggling. And bv service, we
mean PERSONALIZED
service — based on your
product, your problems
and competition, your
markets, your sales objectives!

"pluses."
6. So if it's plain old-fashioned get-up-and-go you
want — {wid plenty of action — hurry and write us for
full details on
WVET — Rochester's
new lite-wire, iip-and-at-'em station!
VETERANS
204 GRANITE

WVET

ROCHESTER,

BASIC MUTUAL
5000 WATTS

NATIONALLY
18

radio

^•^ while they are new, (2) to
^ help WVET advertisers outscoop local competition ! (3)
to bring you the best in
talent,
programming
and
other
d o 11 a r - m a k i n g

3. WVET's strategy: ACTION,
not excuses. RESULTS, not

^_,

of the

REPRESENTED

NEW

BROADCASTING COMPANY, INC.
BLDG.. ROCHESTER 4. NEW YORK

YORK

STATION
1280 KC

BY

WEED

AND

COM

PAN

Y

SPONSOR

DAMS
i nieilandisiii
AFFECT
MARKET

Sixty-three thousand, Five hundred fifty-six
labels for Christmas presents were sent by liS'
teners to station KMMJ, Grand Island,
Nebraska. The sponsor put a few cents
in a holiday kitty for each label of his
coffee to give orphans gifts at yuletide.
One hundred tickets to theater TV were of'
fered by disk jockey Al Jarvis on his
KLAC record spinnings. Would-be ticket
getters had to show up at the Los Angeles
Sentinel office with a picture of George
Washington Carver. Over 500 showed.
The presentation of theater-size television
was an experiment and Jarvis promotion
of it produced turn-away business in addition to the 500 free-ticket applicants.
Public opinion poll via ABC's "Welcome
Traveler" is receiving nation-wide publicity since more than 40 states are represented on the average broadcast. A
different question is asked each week of
the traveling audience which is passing
through Chicago
KMPC's drive for radios and records for hospitalized veterans produced TV sets and
juke boxes as well. Riding a cause
helped the station help hospitals throughout southern California. Contributions
from 109 communities — 5,200 individuals
— included 75,000 disks, 250 record
players, and hundreds of bedside radios.
Top Ten Records actually promote commercial
programs since all the air advertising for
their albums use excerpts from disks included in the collection. Albums hold
some of the best routines of each of the
stars albumized. Currently being pushed
is the Ed Gardner (Archie) collection.
Colorado proclaimed January 16 Jack Benny
Day in honor of the comedian's visit to
the state for a March of Dimes appearance. Benny spent the week in the state
and seats for the broadcast over KOA
sold from $500 down.
A sponsor on the air continuously for 16 years
received a plaque from KLAC of Nash-

ville, Tenn. Nashville's Paramount, the
first motion picture theater in the city to
buy time, has done so from the day it
opened.
WKRC's "Key Notes," a monthly listener
promotion, reached its 1,000,000th copy in
January. Its first month's (August 1946)
circulation was 5,000 and it has now
FEBRUARY
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zoomed to 85,000 per month, distributed
by 2,200 food and diug stores.

Duke Ellington joined Tommy Dorsey for a
two-hour joint session in order to get across
to the trade and consumer press that
both were disk jockeying over WMCA.
Duke fingered the keyboard. Tommy
wise-cracked, and the listeners had a
show that helped the sponsors of both the
Ellington and Dorsey programs.

A shift of sponsors was made a gala event
at KSFO (S. F.) recently when Hale
Bros.' department store dropped its fiveyear sponsorship of the Hour of Melody.
The station sold it at once to J. E. French
Company, Dodge and Plymouth dealers.
The party got both sponsors and stations
a nice press.
Talent fan booklets are still tops with stations
that feature hillbilly programs. Snuffy's
Scrapbook, 1948 is a popular give-away
over WIS. Two sponsors of the WIS
Hillbillies, Cate-McLaurin and Geiger
Flour, get credit on the book, which is set
up as an old-fashioned photograph album.
Contests do not always have to offer awards.
Ralph Edwards, whose "Walking Man"
and "Miss Hush" contests have given
away practically the world with a fence
around it, also proved this recently when
he asked, ust before the holiday season,
what his listeners wanted most for
Christmas. The winning gift was Peace —
which was no surprise, but the fact that
there were over 76,000 entries was.
' 'Big Story" promotes one town at a time although it's a coast-to-coaster. One newspaperman ina town is saluted because of
outstanding work in breaking a "big
story." Foote, Cone & Belding, the
agency, promotes the program as a goodwill offering to the press on the part of its

TVA's great
dams — Holston
Watauga are
more reason

new
and
one
why

people in the Johnson City market
area have the highest come
perof capita inany group
in the South.
And WJHL gives top
coverage of this rich
sales area. For
WJHL is the most
listened to station
in 10 of its 32 BMB
counties, totaling
85,020 BMB radio
families. Check
WJHL

now!

ONLY ABC OUTLET
COVERING THE NORTHEAST TENNESSEE MARKET

sponsor, American Tobacco, and the network (NBC).
The year's first baby born in Hartford County,
Conn., was not only presented on the air
by station WKNB of New Britain, but
was also presented with $275 in gifts to
start it off radio-right.
Maxwell Kelch, owner of KENO, Las Vegas,
spearheads courtesy campaign. Kelch heads
the Chamber of Commerce promotion
committee and has signs with a smiling

5,000 W

910 KC

JOHNSON CITY, TENNESSEE
Nat. Rep. John E. Pearson Co.

{Please turn to page 70)
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Remember the
story about . . .

the caterpillar. .
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that grew . . .

•lanios II. CariiiiiK^^'
Vp In Charse of Distribution, Phiico Corp.

Jimmy
great delight
in breaking
rules Carmine's
of radio advertising
is equalled
only the
by conventional
his uncanny
ability to get Phiico products sold. Despite his fancy, recently-

into a butterfly . . .

acquired title, he's basically a promotion man. It was showmanship, plus pressure promotion to dealers and distributors,
that resulted in 1947's sales record for Phiico of over $300,000,000.
To maintain this pace. Carmine today is spending an advertising
budget of some $3,500,000 — triple what he was spending five
years ago. Broadcasting gets the lion's share, with at least 70 per
cent going into three air shows, Bing Crosby and Breakfast Club
on ABC, Burl Ives on Mutual.
The Crosby e.t. show broke precedents . . . but it also made a

A beautiful butterfly, too! A
colorful, sweeping thing. And
once again we're going to have
to tell you . . . that's pretty much
the story of W-W-D-C. W-W-D-C
started as on idea. A little idea
that grew. As it developed
under the warm rays of sales
producing, it started to fly.
Colorfully, too! Today in Washington, if you want to do a
sales job at low cost, use the
station people look to . . . 1450
on the AM dial . . . 101.1 on the

major contribution to Philco's new sales record. After the first
four airings (1946), Phiico dealers sold out of the radio-phono
model that Der Bingle was plugging. More important to
Carmine, now in his twenty-fifth year for Phiico, the program
lined up dealer and distributor advertising dollars solidly behind
Philco's over-all spending. Carmine woiks closely with his
dealers, large or small.
Carmine has learned a lot about broadcast advertising in the
past five years, since Phiico has gone in for a succession of major

FM dial. That's the way to fly!
Only one other station in
Washington has more

network programs. He has even set up (through Philco's battery
division) a personal rating service which measures power consumption irkey cities while Crosby is on the air. Although he

loyal listeners

WWDC
AMFM-Ihe

gets tough when he thinks a show is not doing a job, he's interested not in ratings but in the program appeal. Jimmy Carmine
wants to be certain that he reaches, as he terms it, a "preselected, pre-sold, pre-mood-conscious audience . . . with money

D. C. Independent

Reprettnted Nationally by

FORJOE

&

COMPANY

ready in its pockets."

*//. ri)Tsim'\tat>r.':. r.p of llulchitis Adufrluing and Murk
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f TRANSCRIPTION
LIBRARY

SERVICE
Lots more listeners in Louisville ore dialing WKYW

pays off
FOR

BR iRk

to Capitol's Transcription Library Service. Look at the success of just two of
the shows built with Capitol Transcriptions;
HAL DERWIN

STATION

Wm

LOUISVILLE,

iHw

these days . . . thanks

mm

KY.

SHOW— now in second place among five stations, including

three networks . . . and with a Hooper of 3.4! (It's logged in mid-morning,
too, ofter a program with a much lower rating.)
"WESTERN TRAILS," featuring Capitol's great western and folk talentleads all but one big-network show!
Is WKYW

WKYW

happy? They sure are . . . CAPITOL

Happy!

has boosted listener levels with Capitol Transcriptions . . . and

so con yoo.' Capitol gives you every imaginable aid: 1. Completely flexible
themes and dated formats for 30 hours of entertainment each week — so
that you can quickly tailor-make a show for any sponsor. 2. Dozens of
big-name stars — in every category of musical entertainment. 3. Special
musical themes for your shows. 4. Musical interludes. 5. Artists' voice tracks
for "live" show effect. 6. Unparalleled technical quality.

pay off

FOR

YOU,

A matchless combination

TOOlC^

e
/te
V
Capitol Tronsc
Suniet A Vine iptions
Hollywood 38.
California
Sunse* and

Vine

for lur-

ing new listeners and sponsors
. . . and the coupon is your ticket
to a free hearing. Use it today!

Please send me without cost . .
1.

Demonstration

7.

Complete

Transcription

details about the

demonstration
transcription

|
j

— to sh
Library
ow me what
Copiloi'i Service differenf.
Service and moket
ti cojtt.

[
1

Nnm*

11

Pn.ilinn

|

Srr««t and No

FEBRUARY

1948

21

IllHf"

Jll^/-^

''ill:)"-"""

-C.nS^'^

There*s a lot more to it than this..
In every business friendly personal relationships are a big help.
But that's only the beginning of the story . . . there's a lot more to it.
You've probably noticed that the people who are most welcome
in your own office are those who never waste your time . . .
who talk your business and know what they're talking about.
Weed and Company representatives are like that.
They sell a very good product— Spot Radio— one of the
most precise and most profitable forms of modern advertising.
They sell it right— for what it can do for yon.
Behind their ability are a number of qualities: experience,
associations, persistence. Even more fundamental, perhaps,
are plain hard work and the ex{:)ert knowledge it gives.

Weed
a n d

For these are the two factors that produce most of the results
most of the time . . . the two factors that make
Weed & Company service so valuable to any advertiser.

radio station representatives
newyork

C

O

in

T33.Il.y

•

sanfrancisco

boston
•

•

Chicago

atlanta

•
•

detroit

Hollywood
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Press ilgente
Public relations
is insurance for
programs anil talent

There

are few

accidents in

publicity.
Over 150 independent press agents do
their best to make sure that everything
appearing in print about their clients
looks like real news.
The gross income of an independent
radio press agent runs from over a half
million (Earle Ferris) to under $7,500 for
ex-news men out of a regular job who
operate off the cuff or out of the office of
their clients or the networks.
These men and women, located for the
most part in New York, Hollywood, and
Chicago (important factors have offices in
all three cities), supplement the publicity
efforts of stations, networks, advertising
agencies, and sponsors. Although pub'
licity departments in these organizations
are very volatile, conservative estimates
place the number of full-fledged public relations men and women in these four segments of broadcast advertising at over
3,000. This includes some press agents
who give only part of their time to broadcast publicity but does not include the
countless secretaries, mail clerks, and
other office personnel who spend a good
portion of their work day handling publicity details.
Of the over $45,000,000 spent by the
radio industry, agencies, and spxjnsors for
broadcast public relations, the independent publicity man gets only $3,750,000,
and a goodly part of this goes to Uncle
Sam for postage. Earle Ferris, Dave
Alber, and George Lilley get out mailings

Press Agent

Edith Allen (Carl Byoir) was

heavy laden with props when Look's camera
man
caught
her as she was hailing a taxi
FEBRUARY
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Steve Hannagan took editors on a boat
ride to make sure they met Dick Haymes

that run into the thousands of pieces each
week and other press agents (who do not
attempt to blanket the nation's press or
who use mailing services such as Gilliams
Service or Nu Method Matrix and Plate
Service) also add to the flood of wastebasket fodder handled daily by the men
in grey.
Publicity men exist on a result basis —
they must deliver (week after week) circulation that justifies their stipends. When
a poll is held they fight for that first-place
position — the first-place winner each year
can trace direct business to this blue rib'
bon. Coll and Freedman have won the
Billboard poll for the past two years,
Dave Alber won for two years, and most of
the rest of the years Earle Ferris has had
a lease on the votes of the radio editors.
Earle Ferris has built up his operation
by working (in radio) only for advertising
agencies. He claims that he won't take a
radio account direct, although he handles
the publicity through Leonard Traube for
Fred Ziv's transcription organization.

liolidavs:

He

Pianist
List
music
before

presented
Truman
with
an air guest appearance

claims that his minimum publicity fee is
$250 a week and that it costs him almost
that for his mailings on each account. He
does mailing alone for agency clients at
$150 a week and states that this is his
lowest fee, denying statements by some
other publicity men that he has some
accounts at as little as $35.
One of Ferris' sizable accounts is the
William Esty agency which pays him
nearly $100,000 a year to handle their six
programs. Tom Luckenbill, radio vp of
the agency, claims Ferris' annual bill is
much less than this.
Over 60 per cent of all shows on the networks have at least one independent press
agent working on their programs. The
p. a. may work for the advertising agency,
the sponsor, the package producer, or an
individual star on the program. Where
there are a number of stars there may be a
number of press agents each pushing for
his own personality. American Tobacco's
your Hit Parade may have George Evans
publicizing Frank Sinatra,

Wayne Var-

James
Melton's
helicopter trip for
hearsal vsas a Fred Coll publicity
Ljir

num working for Beryl Davis, as well as
George Wolf of Foote, Cone & Belding,
the advertising agency on the account, all
fighting for space for Parade. Evans is
more a night-club press agent than a radio
publicist. Varnum is ex-Columbia Records, but is specializing in radio now and
is responsible for one of the most amazing
two-page radio talent pictures that Life
has ever run^presenting the number of
people Cover 100) who contributed to
helping Beryl Davis make the star grade.
George Wolf was formerly with NBC's
publicity department.
The fact that an advertising agency or
a sponsor has a publicity director does not
mean that an independent press agent
isn't hired for radio publicity. Agencies
and sponsors with publicity departments
are more apt to employ outside counsel
and or actual public relations services
than those without departments. Even
the biggest departments in agencies
(BBD&O and J. Walter Thompson) use
outside services. For instance, although

Bergen and McCarthy celebrate Thanksgiving,- Btrle is delivered for Christmas; New

Year pose;

Betty Gerson as a valcnt

\

ttM^iiiiiiiiii

3' erspy's war trophy campaign
was
Md by Phil Lord's p. a. Saul Krieg

Jack Benny accompanies Phil Baker in a
typical
two-artist
publicity
picture

Hal Davis (Kenyon & Eckhardt) is reputed to be one of the best idea men in
radio publicity, he nevertheless pays
Arthur Miller, formerly with CBS pub'
licity, for magazine placements on a regular retainer basis.
Although the radio field is most conscious of its independent press agents,
most of the larger public opinion counsellors have staff members who know
radio and its problems. Steve Hannagan
has Don Walsh (once Variety). Carl
Byoir has Bob Davis (formerly NBC and
WOR). Russell Birdwell, Ivy Lee and
T. J. Ross, Ames and Norr, Ben Sonnenberg, Fred Eldean, Edward L. Bemays,
all employ specialists in broadcast public
relations even when they do not have a
program or sponsor to handle. Sponsors,
many of them with million dollar appropriations, call upon their outside publicity
men for advice, even if they do not use
them actively to promote their programs.
This is true also of the networks. Typically, Lee and Ross is retained by CBS,

Script writers Find a worthy cause a good way to snare press recognition. Paul Miltcn
staged a circus for underprivileged children

Ames and Norr by NBC. Top-rank
talent also employs special counsel besides
a regular independent press agent. Thus
although Kate Smith has employed Dave
Alber for the past six years as her press
agent, her manager, Ted Collins, has
Russell Birdwell sit in when an important
policy matter comes up for consideration.
The Bennys, Crosbys, and Hopes, when
the chips are down, hedge their decisions
with advice from a top ganger of public
opinion.
The hardest workers for radio programs
and talent in newspaper and magazine
space-getting are Dave Alber and Coll and
Freedman. The former has 12 radio
clients, the latter nine. Alber's showcase
accounts are Truth or Consequences and
Kate Smith. Fred Coll and Zac Freedman in their presentations polish up Vox
Pop and Harvest of Stars. Alber has the
reputation of milking every idea for its
last line. He seldom misses a bet in
getting his clients' names in print.

When

Margaret Truman appeared with the
Detroit Symphony, the wire stories (AP,
UP, INS) carried congratulatory comments from many figures in the musical
world. All of Alber's musical clients were
represented. What pxjinted up Alber's
quick thinking in this case was the fact
that Hal Davis, who handled the event
for Kenyon & Eckhardt and the White
House,
clients
doesn't
Most

hadn't thought of having his own
climb on the bandwagon. Davis
miss much.
thorough in its coverage, by reputation, isthe Ferris office, whose mailings,
mat and wire services, blanket the na-

tion's newspapers. Ferris' services run
the gamut, his copy is good. His reputation is tops as a follow-through man. He
bases his presentations to prospective
clients on a circulation basis and "says it
with clippings." Ferris, like Alber, gets a
good deal of his acceptance from feeding
radio editors with news about personalities whether or not they're his clients.
He's proud that every so often he scoops

alei»arnay pays tribute to Washington; Virginia Verrill, Easter bunny; Jane Wilson does her Independence Day bit; Charles Irving looks like a pumpkin

the trade press on news for his mailing
list.
Independent press agents feed their
outlets news in order to obtain space for
their clients. It's said that the Winchell
ratio is three exclusive news tips for one
plug and that to a lesser degree this goes
for Walker, Sullivan, Sobol, Kilgallen,
Hopper, Wilson, and Lyons, all of whose
columns run in hundreds of newspapers.
Most of the major independent press
agents have men who make it their business to feed material to the columns. The
networks have column men also but
"policy" ties their hands a great deal
more than it binds the operations on the
unaffiliated space grabbers. Corporate
publicity executives also look upon mention in these columns as invaluable but
their hands are even more tightly
shackled.
Rated tops among the general press
agents who handle radio publicity as part
of the job they do for their clients is Steve
Hannagan. Hannagan handled Jack
Benny after the latter left General Foods
because he felt he was losing his audience
due to bad public relations. Hannagan
says that he took the Benny account
because of his personal friendship for the
star. (He does not accept the radio part

of a publicity account for any corporation
— it's all, he explains, or nothing.) His
office is said to have started Benny's reclimb to, top rating. Hannagan handles
the Ccca-Cola account, for which his
budget was recently upped 50 per cent to
over $100,000 for the current fiscal year. He
also handles the Electric Auto-Lite account. For Coke he publicizes its four
programs. Pause That Refreshes on the
Air, Sf)otlight Revue, Morton Downey,
and Claudia and David. For Auto-Lite he
brings the news of Dick Haymes to the
press. Both sponsors are conservative
organizations and Hannagan does a routine radio publicity job for them.
Ben Sonnenberg, the Park Avenue p.a.,
also handles chiefly complete accounts.
However, he does radio press-agentry (he
doesn't like the term) for the Bob Hope
Show and Amos 'n' Andy, both for Lever
Brothers. Mack Millar on the West
Coast handles publicity for Hope and also
does the press relations for Eddie Cantor.
Publicity insurance for stars and featured name players usually costs about
10 per cent of the talent's weekly stipend.
A star may not need a press agent while he
or she is at the top of the heap but the
trouble is that stars don't stay at the top
without guided publicity. On the same

basis commercial radio programs require
special public relations but the cost to
them shouldn't come anywhere near 10
per cent of the program cost except in the
case of low-fee programs. An independent press agent ought to cost (for services
and expense account) about 5 per cent for
programs that cost under $5,000, down to
3 per cent for programs over $10,000.
The top-bracket programs (over $20,000)
frequently are called upon to spend more
percentagewise than lower-cost presentations. They are expected to deliver more
listeners and are thus more vulnerable,
i.e., require more publicity insurance.
When Jack Benny moved to American
Tobacco sponsorship it was announced
that his contract carried a clause which
committed ATC to spend $5,000 a week
($250,000 per year) for publicity, over and
above the cost of the Benny package. It
was at this time that Hannagan handled
Benny. When ATC, upon the renewal of
Benny's contract, dropped this part of the
agreement, Hannagan also stepped out.
Now the program's publicity, aside from
what is done by Foote, Cone and Belding's
public relations department and NBC, is
handled by Irving A. Fein, who does publicity for{Please
Benny'sturnAmusement
to page 90) Corpora-

Wayne Varnum had this blueprint when he set out to sell over 100 personalities on cooperating in a picture spread For singer Beryl Davis
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Direct sales prove
effectiveness of
i»roa€lcasts of Beiiiiix at i%ork
Contest for a silver and gold
plated Bendix washer was an
added "Wash on the Air" attraction bya Ft. Worth dealer
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"Wash on the Air"

IAN6
OUT Of THE SHOW
KNOWS-YOU MAY WIN I

lot

self, Bendix Home Appliance
e s,itugh using no air tim
©Altho
Inc., has sold more washing
machines directly through broadcasting
during the last four months of 1947 than
through any other medium. So successful
has the Bendix Wash on the Air broadcast
formula become that what was a spot-byspot operation will now become national.
Bendix is one of the few manufacturers
who have found cooperative advertising
(where dealer, distributor, and the national organization share costs) more productive than national advertising. While
Bendix was spending $1,000,000 in magazines itwas spending $812,500 in cooperative advertising, which sum was matched
by dealers and doubled by distributor expenditures so that a total of $3,250,000
was spent in advertising to sell Bendix
home appliances locally.
Through a one-time broadcast over
KFOR the Hardy Furniture Company,
Bendix dealer in Lincoln, Nebraska, sold
13 washers and out of an attendance of
115 at the broadcast developed an additional 30 prospects. While this is a
better-than-average sales result it is not
startling to Bendix for they have seen in
the little town of Enid, Oklahoma, a Wash
on the Air program over KCRC bring in
48 for the demonstration-broadcast, of
which 10 placed orders on the spot
($2,590 in direct sales). The entire other
38 listed themselves as prospects. Enid
has a population of 7,860 families, 7,250
radio homes.

A Bendix washer is a major appliance
purchase by any family. Its cost places
it in competition with the possible purchase of a car. Many families have stated
in surveys conducted by appliance manufacturers that they would have to decide
between a new car and an automatic
washer as both couldn't fit in their budgets during any one two-year period. The
fact that a single 15-minute broadcast,
even if it is given the maximum in showmanship, can deliver direct sales as well as
prospects is a tribute to the new approach
developed by Bendix — an actual product
demonstration via the air waves.
The idea for this formula was conceived
by Bill Simmons, a one-time radio announcer, who at the time he thought of
the plan was Bendix sales manager for
Southern Appliances, Inc., of Charlotte,
N. C. He sold the idea to home office
officials and the traveling team (announcer and promotion man) idea which
ran all the Wash on the Air broadcasts in
1947 was inaugurated in Texas and presented the program in from three to five
towns per week.
The team really takes over the town
when it moves in. Stores display big
signs featuring the broadcast demonstration. Teaser announcements are broadcast. Newspaper advertisements featuring the broadcast are run — and when
possible, "name" guests of honor are
snared as extra added attractions. In
Lawton, Oklahoma, Mayor George
Hutchins removed his shirt and had it
87

F«mily laundry is actually washed during broadcast demonstration

washed and ironed right before the
microphone. 11 made the first page of the
local newspapers — with Bendix publicity
and a bow to the Mayor for being "a
regular
guy."
The formula
is so set now that in its
national application there won't be a
home office traveling team. Future
broadcasts will be handled by a station
announcer and a distributor promotion
man instead of a Bendix announcer (Jack
Knott "i and a Bendix staff man.
Instead of the team there is a multiplepage, three-pocket step-by-step brochure
which makes the Wash on the Air program
as foolproof as it's possible to make any
broadcast show on a blueprint.
The cost of each promotion during the
trial run period (1947) was $100. During
1948 it will be slightly higher since in 1947
the team (announcer and promotion man)
were on home office payroll and not
charged against the broadcasts. In 1948
the announcer will be paid as part of each
promotion while the distributor will
supply the promotion man.
Like all one-time broadcasts, the degree
of success of Wash on the Air depends
upon how much promotion is put behind
it. Most dealers use Bendix spots regularly and turn them on the one-time Wash
when it's scheduled.
Everything from
S8

"woman in the store" interviews to wash
quizzes are planned. In Fort Worth
(WBAP), Virgil Bourland, Bendix dealer,
gave away a full size gold-and-silverplated Bendix automatic, an exact copy of
the millionth Bendix washer produced.
All the listeners to his Wash on the Air
broadcast had to do was to complete in 49
words or less the statement, "I would like
to owTi a Bendix because ..." There
were 570 entries.

33} 3 to 40 per cent depending upon the
size of the dealer's order) but the washer is
only the first sale. In over 20 per cent of
washer sales the dealer is able to sell an
ironer or dryer later. It's too early in the
Wash on the Air campaign to obtain final
figures on follow-up sales but the fact that
the 20 per cent figure is quoted now is
some indication of how far this business
may develop.
Bendix is comparatively new in the

The home of the winner now is practi- home appliance field, compared to Maycally aBendix showroom since everyone in
tag, Westinghouse, General Electric, and
her neighborhood — and many who live many other old-line companies. The
quite some distance from the area — come entire industry produced 3,698,000 standard-size washers in 1947. Bendix proto see what a gold-and-silver-plated
Bendix looks like. Hundreds also came
duced 602,000. and was first in unit sales
to the store to sec the washer before it and billing in the field.
was presented.
Bendix, merchandisers point out, deWhile the Bendix automatic washing
veloped something new in washing
machine seems like a one-product sale, it machines when it brought out its automatic washer. It produced its first
isn't. Wash on the Air is conceived to sell
the washer, yet it also exposes all who machine in September 1937. its 1,000,come to the dealer's store for the broad- 000th machine in August 1947.
cast to the Bendix ironer and dryer. In
Despite the number of Bendix machines
Mason Cit>', Iowa, the broadcast directly used in public laundromats only 6.7 per
produced sales of four washers, four cent of Bendix production has been sold
ironers, and three dryers, which explains
for this purpose. It's possible for Bendix
why dealers are willing to put their own to have figures on this since the machines
money back of a Bendix promotion must be especially built for coin operation.
broadcast. The Bendix washer sale not
At the time Bendix was introduced the
{Please turn to page 62)
only is profitable (the mark-up runs from
SPONSOR

How a lew York

The Mosul advertisins dgency's for
perience
in checking
audiences
spot announcements
and
shows is
one
answer
to question
asked
Savarin's J. E. Mazzel
on page 44

ex-

ilgency (llieds Spot Listening
over-all iQjntests, properly used, are

Ithe best listening index for
users of spot programs or spot announcements, according to the Emil Mogul
organization. Mogul places the hardesthitting of all commercial copy on the air —
the advertising for Barney's, Stuart's
(Moe Levy), National Shoes, Ronzoni
Macaroni, and Canadian Furs.* Mogul
checks both Hooper and Pulse reports
for stations but places his maximum
reliance on his own "broadcast control,"
which is kept current through contests.
Contests generally are used to stimu-

hypo listening to the station or program
and what is wanted is information on
regular listening — not stimulation. The
contests do result in listening stimulation
but after the fact — not while the contest is
running. Most of the time the contest is
kept secret even from the station sales
staffs who have been known to go out
and hypo contest returns, f
Mogul's contests give something to all
who enter and have one major prize
which is never too expensive. A recent

for entering was a coat hanger costing
five cents and, as indicated previously,
the award for the nearest correct answer
was a $20 radio. Despite the apparently
small incentive, thousands sent in estimates and a number of listeners actually
were discovered with yardsticks measuring the distance foot by foot.
The contests naturally must intrigue.
It is amazing what lengths listeners
will go to for a nominal consideration.
One recent contest asked listeners to

first prize (in a Barney's contest) was a Morey Amsterdam's program on WHN
radio set costing $20. Unlike contests (N. Y.) to see how many times they
late programs and/or sales. Mogul's con- which are aimed at stimulating sales, could write the name of Stuart's on a penny
tests do this but sales and increased no proof-of-purchase is required. The postcard. Three thousand WHN listeners sat down and tried it and it was an
listening are purely a by-product. What contests propound simple questions which
Mogul wants to learn from contests is practically anyone can figure out. The unusual entry that didn't get more than
who is listening, city-block-by-city- Barney contest was to report the number 300 "Stuart's" on a card. Some actually
block, hour-by-hour. There is no point- of inches between Times Square and wrote more than 1 ,000. The prize for all
of-sale promotion of any Mogul contest. Barney's store. The question requires no was a ten-cent package of phonograph
That, his staff explains, would simply special knowledge, no genius.
The gift needles. The returns told Mogul just
Typical entry in contest to write sponsor's name (Stuart's) as many times as possible on a postcard

how much impact Morey Amsterdam's
program and station WHN had.
For National Shoes, Mogul asked listeners to write a sentence containing as
many jive words as possible. The prize
was Debbie Dictionary, an inexpensive
slanguage compilation for teen-agers.
Three stations were used for this contest. The station that was rated first
for the time period by Pulse of New York
drew less than half the responses of the
second station in the Pulse report. The
third station which had the lowest time
rate of three and the hottest program in
teen-age appeal nevertheless cost the
highest per inquiry. Facts like this go into
Mogul's records and are used when the
(Please turn to page 80)
for all these products uses "irritation'
toAdvertisimj
drive home copy
its niessotjes.
f Mogul hos four)d that ?0 per cent of all contest returns
come front regulars who compete in any compelition.
Through his "broadcast control" he knotvs the regulars —
when he doesn't he just discounts returns hv :^ti per rent
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Motion

pictures have to be checked, processed, «nd camera-rehearsed, inch by inch, beiore telecasting

MORE FILM THli UE
^^^^ft^fck Television, to a great secSHw^^
tion of the viewing public
and of those who will eventually become TV set owners?, is "moving
pictures in the home without film or home

more elaborate ideas. The total bill to the
sponsor was $1 ,900. Neither the network
nor the advertiser claims that the $1,900
films are just as good as would have been
delivered for $35,000 but both feel that

projectors." Since this is so, the objection they are adequate and will do their assigned job. (The complete story on the
"canned entertainment" that transcriptions had to overcome for years will not use of film to handle the advertising portion of a telecast will be presented in the
face film in visual air program production. Immediacy (live telecasting) is a March sponsor. This report is on film as
plus for the medium, not the keystone a program factor.)
upon which visual broadcasting must
News is best handled by film in TV.
build. Film is therefore a vital factor in Naturally it is not practicable to cover all
visual programing and one always in- the news in moving pictorial form on the
cluded in plans for new stations. Every
air while it's still news.
The span bewould-be station operator includes in his
license application the percentage of time
in which he plans to use film on the air and
it has run in "acceptable applications" as
high as 75 per cent of the total programs
to be telecast.
Films therefore represent a major factor
in all visual broadcasting, both the advertising and the entertainment portions.
Film can cost fantastic sums or it can be
produced on tiny budgets. One sponsor
recently wanted to produce a series of
commercials to be used over a number of
stations and a network. The commercialfilm-producing organization that originally estimated on the job figured the costs
at $35,000, which floored the advertiser.
The network, wanting the account on the
air. offered to shoot the required number
of films at cost. They also worked with
the advertiser to readjust some of his
%Eighl hundrrd familiet ('lOO tri oicnrrt and 'lOO non •
mneri) itrre intrrtirwed by I'iMic Opinion Hrsnirch
for Ihif infttrniatinn

Chevrolet call its horse opera films "BCQ (Big
car Quality) Ranch.'
Uses cowboy announcer
30

tween the taking of a news film and
broadcasting it is a small fraction of the
time it takes for a motion picture newsreel to take a picture and distribute and
project it in theaters. This is due largely
to the need for making positive prints,
etc. TV can and does use negative film to
telecast positive pictures. TV also can
use 16 mm film instead of the 35 mm type
that must be used for theater projection.
The former is processed much more
rapidly, is much less expensive, and while
it lacks some of the detail that is caught
with the larger film, that detail is not
essential for telecast enjoyment
on a

f^ieivers rank motion
pictures alieail of
all exeept sports
ABC

normal home-size receiver. TV has already brought into the home event after
event via films, several days before they
were available through theater newsreels.
This was true even in the case of Princess
Elizabeth of England's recent marriage,
TV newsreels being seen at least 24 hours
before there were any theater showings.
CBS, NBC, and independents regularly
have taken pictures and shown them on
the air within three hours. In a number
of cases motion pictures of events have
been aired within an hour after the event
took place.
A leader among sponsors who have used

staff checks

film processed in flisht to cut time

filmed news events is Charles Durban of
U. S. Rubber. When a U. S. Rubber
warehouse in New York as well as part of
an adjoining office building that had formerly housed U. S. Rubber burned down
recently, Durban okayed a special film of
the blaze which was aired the same night

between

picture taking and telecasting

sented cost many many times that $100
for the rights alone, beside the even
greater cost of film and camera work. Its
presentation of the Columbus (Ohio) Air
Races was one such filming. Many of

U. S. Rubber's films were made for
Durban by ABC, which for over a year
over DuMont's WABD, sponsored by (1945-1946) maintained a TV program
U. S. Rubber. Because the office of operation to train personnel and keep that
Harvey Marlowe, ex-ABC and now an network's hands in the visual field,
independent TV producer, was located despite the fact that it had no station on
right in the fire zone he was able to film it, the air.
in part, through his window and the
The three great news-gathering associaentire cost to U. S. Rubber was just $100.
tions. Associated Press, United Press, and
International
News Service, all plan to
Many events that U. S. Rubber has preservice television stations with daily
newsreels. First to experiment in the
field was INS which developed a ticker
tape gadget which WABD has used to
give some extra interest to its test pattemf. Later INS developed a page
printer type of visual news operation (an
entire page is seen as a typewriter apparently types out the news) which is still
employed by several stations. The first
INS newsreel will be out this month in the
form of a 1 5-minute weekly roundup. By
March it is expected that INS will start
servicing stations with daily five-minute
reels.
UP is operating in TV in conjunction
with its pictorial affiliate, Acme Nf":
Thus far UP-Acme has serviced stations
WNBT and WBKB (Chicago) with still
pictures and commentary. UP is planning a7H-minute newsreel which will int/l test pattern is a design aircast before a program to
enable the set owner to tune his receiver in preparation
for the program.

U. S. Rubber sponsored Film of Rre that burned
down
its warehouse.
Film cost was S100
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corporate news, documentaries, and
women's features. It is said to have
offered a 3'time-a-week newsrecl to
Camels (via Esty Advertising) for $3,500
a week for New York showing.
AP has released some experimental
newsreels but is not satisfied with the

try. NBC, to avoid problems with its
radio technicians who are members of
NABET, an independent union, farms
out its motion picture operations to Jerry
Fairbanks, a short subject producer who
employs regular IATSE cameramen. CBS
employs its own cameramen who are
members of the union, IBEW, to which

quality. It's scheduled to start again in
March. All three newsgathering organi- all of Columbia's technical personnel
zations, although they have had still- belong. In a number of cases where regular newsreel and CBS men have covered
picture divisions, have had to start virtually fiom scratch in the motion picture the same event there have been clashes
field.
and CBS men have had to withdraw to
The first sponsor to buy a combination avoid more serious trouble. DuMont's
of still and motion pictures from a news- technical personnel are lATSE. Probgathering syndicate is Chevrolet which is
lems between TV and motion picture
sponsoring an INS package 15 minutes cameramen have arisen at KTLA
once a week on WABD. The contract
(Paramount's TV station on the West
was signed in January. Esso has sponCoast)
and WBKB (Balaban and Katz'
sored the NBC Newsreel over WNBT but
station in Chicago). B&K is linked with
is not paying the bills at present. CBS' Paramount and has thus far avoided any
newsreels have only one telecast under- untoward incidents with unions, by not
writer (Gulf) as SPONSOR goes to press.
taking pictures.
The union situation in the TV newsreel
The regular theater newsreels have not
field is a constant problem for the indus- released any of their reels for television.

Calm On Tsili^iit Front
The talent front in broadcasting, with the possible exception of
the musicians, is quiet. The latest calm has settled over the Radio
Directors Guild. The RDG and the four networks reached an
understanding on all major points and their agreement, as is true of
all contracts between chains and talent, indicates what will
eventually be asked percentage-wise of sponsors of comm rcial
programs.
Staff directors scale starts at $130 minimum. This is a $30
increase over the minimum in the previous contract between the
Guild and the four networks. Associate directors minimum was increased from $70 to $95. Important to advertisers was the "floor"
fees set for commercial assignment on which the networks will not
take a commission. If the fee is less than $65 for directors or $55 for
associates it is not commissionable.
For a long time there have been conflicts between the networks
and the RDG concerning the use of associate directors on what the
Guild holds to be full-fledged directorial assignments. This disagreement has been settled by the new contract, with clean cut definitions.
If a program requires casting, actual production — is really under the
creative hand of the producer it will not in the future be an associate's
province. Typical of what an associate can produce are newscasts,
round tables, small music group programs, and street interviews.
Although broadcasters bave felt that the American Federation of
Radio Artists would ask for a wage increase this winter it is understood that there will be no such request unless living costs go a great
deal higher than they are at present. AFRA inner councils feel that
wage increases contribute substantially to the inflationary spiral and
have decided for the time being to tighten belts. AFRA also realizes
advertisers are watching broadcast advertising costs closely and that
if these costs go beyond a certain point these advertisers will consider
the shift of their advertising dollars to other mediums. Two of the
greatest users of the air, Procter & Gamble and Lever Brothers, have
weekly indices which give them their cost per listener at all times.

Most of the major film releasing companies admit that something will be done
when TV becomes truly national and
there are enough outlets to off^er a sizable
income to newsreel organizations. Newsreels are the one segment of the film business producing a highl> perishable product.
They also shoot hundreds of thousands
of feet each year that never reach theater
screens. TV newsreels will use more
footage than theaters so will be a salvage
operation for many picture subjects which
are now lost on the cutting room floor.
No one at any of the companies will talk
about the film newsreels' TV day.
The motion picture companies' attitude
on newsreels is just a reflection of their
attitude on releasing their regular feature
pictures for visual air showing. Thus far
the majors (big picture organizations)
have thumbed down every approach on
this subject. Only Universal has had an
open mind, and is at present editing many
of its older films, cutting out the music
(Petrillo still says "no" to music on television). Even where pictures have had
their first, second, third, and neighborhood runs and reruns, the pictures are not
available for TV because most companies
are worried about the reactions of their
exhibitors who have let it be known in no
uncertain way that they view television as
competition with their box offices. The
fact that motion pictures are planning to
use TV time to bring their trailers into the
home hasn't changed this. The first fulllength trailer for which time has been
bought is for the New York first-run
showing of The Senator Was Indiscreet.
The results at the box office are said to
have surpassed the results of any other
picture advertising to date (taking into
consideration the costs and the number of
television sets in the New York market at
present). Some showings have brought
customers direct from bars into the
Criterion Theater to see the picture.
Despite the reluctance of major motion
picture producers to release their films for
tiie visual air medium, thousands of short
subjects and many independent pictures
are available. How these can be used
effectively by sponsors has been demonstrated bythe Chevrolet dealer division of
General Motors. The CM agency,
Campbell-Ewald (New York), presented
for Clievrolet each week for a year over
WABD (up to January 20) a weekly
Western film. The program was called
tlie BCQ Ranch*, and the commercial was
iiandled in a western drawl by an announcer in 10-gallon hat and cowboy rehad an all-family
program
galia. fttrThe hi'j
*li(X) fliindj
car qimhiy .
{Please turn to page 74)
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CKLW CAN
PUT YOUR
PRODUCT OVER
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DETROIT A-^
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CKLW
ON

Located
CKLW

on, and bounded by Lake Erie, Lake Huron and the Detroit River,

beams its 5,000 watt clear channel sisnal via the water route to a ten-million population area

with a radio-homes and buying-power percentage second to none in America. The power o\ 5,000
watts day and night. A middle-of-the-dial frequency of 800 kc. That, coupled with the lowest
rate of any major station in this market, has made CKLW
Guardian Bldg., Detroit 26
J. E. Campeau, President

the Detroit Area's Number One radio buy.
Adam J. Young, Jr., Inc., Nat' I Rep.
H. N. Stovin tS Co., Canadian Rep.

5,000 Watts Day and Night— 800 kc. — Mutual Broadcasting System
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HOOKS

Radio has been selling magazines and
books for over 20 years. Its first
outstanding success was the great circulation campaign which Collier's broadcast
in the late 20's and early 30's. The campaign turned just another magazine into
a mass-audience weekly with a multimillion readership. It brought to radio
John B. Kennedy who at that time was an
associate editor of the publication.
Today, in addition to buying time,
publishers are making as many deals as
possible with other sponsors of programs.
The story of Street and Smith, which
through a commercial series for Detective
Magazine brought a character "The
Shadow" into existence and then a magazine to protect that character in the publication world, is radio history (Crime Pays,
SPONSOR, January 1947). Today the Blue

axo >atio>al

Coal radio program, The Shadow, continues to sell the mystery magazine as
well as heating service. Other magazine
programs which are sponsored by manufacturing organizations rather than the
publishers are True Detective Mysteries,
Reader's Digest, and My True Story.
Publishers, besides inspiring programs
wljich are sold to other sponsors, are constantly planning awards, special surveys,
and articles which enable them to have
their representatives appear on national
progran s as guests. Hardly a week goes

Asiociated Magazine
Contributors, N. Y.

Hubcr Hoge & Sons,
1
N. Y.

Christian Science Publishing Society, Boston

\

Curtis Circulation Co,
Phila.

Book: Constitution
of the U.S.
'48 Magazine

Christian Science
Monitor

N. y.

SatEvePost,
Holiday,
Ladies
Home
Journal,
Esquire,
Coronet,
Ban-

Doubleday
N. Y.

& Co,

Hall Brothers, Ine,
Kansas City

RuthrauFT & Ryan

Blue

Coal

Shadow
Huber Hoge * Sons,
N. y.
Foote,
Cone &
Belding

Denhard, Pfelffer
& Wells, N. y.

Libby, McNeill &
Libby, Chicago

J. Walter Thompson

McGraw-Hill Publishing Co, N. Y.
Omnibook
N. Y.

Inc,

Williamson Candy Co,
Chi.

Sam Pettengill; Sun 1-1:15 pm,- 235
ABC sta

Christian Science Monitor Views the
News,- Tu 8:15-8:30 pm,- 75 ABC sta
Listening

Post; MWF
10:45-11
Th 228 ABC sta

with

Shadow;

Magazine)*

Sun
5-5:30
37 MBS sta

day

pm,-

Dollar Book Club
Spots; 9 SU
Hallmark

Cards

(tie-in

Reader's
Digest — Radio
Edition;
10-10:30 pm; 157 CBS $U

Libby
products
with True Story

(tie-in
Maga-

Science Illustrated

Huber Hoge & Sons,
N. y.

Omnibookzine)*
Magazine

Aubrey, Moore &
Wallace, Chi.

Oh Hcnryl Bars (tie-in
with
True
Detective

Complete
Home
"
Magazine)
Handyman's Guide

Seasonal spot campaigns
Live spots; 1 sta

Harper's Magazine

Walter Weir,
N. y.

Hubcr Hoge & Sons,
N. y.

E.t. spots for SatEvePost;
all maior mkts. Sped mkl
spot campaigns for Hoii'

The

My

True

Story;
MTWTF
10-10:25
am; 202 ABC sta

Partic. in Arthur Godfrey; bet. 6-7:45
am, MTWTF; WCBS(N. y.)

- ■

Partic. in Kiernan's Corner; bet. 6:30-7
am, MTWTF; WJZ (N, y.)
True Detective Mysteries; Sun 4:30-5
pm; 423 MBS

William H. Wise &
Sons, N. Y.

am;

j

(tie-in

with Reader's Digest)*
Harper & Brothers,
N. Y.

LxKal newspapers were not included in
this industry report because so many of
them own stations or have a station
affiliation that the charting of them would
have taken a book.
Saturday Evening Post is the only
weekly magazine currently on the air but
there are plans afoot to bring Liberty back
to radio and it will not surprise its com-

Spots; 2 sta

H. B. Humphrey,
Boston
BBD&O,

tam Books
Delaware, Lackawanna
& Western Coal Co,
N. Y.

advertising budget it's not unusual to
have Hoge pull the program off the air the
day after it starts slifTping. He uses practical y a mail-order formula. ( Direct Sell'
ing Develops a Five Part Air Formula,
SPONSOR, February 1947.)

PROGRAMS

PRODUCT

Andrew Gahaqan,
N. y.

publishers practically on a day-to-day
basis. If a broadcast series isn't delivering sales at a cost per book that is in the

by that some editor isn't paying tribute to
some program or star on the air — for the
benefit of the publication — and it doesn't
hurt the program if the appearance is
well-planned.
Selling of books is a fine art with
petitors if Collier's starts its muchHuber Hoge & Sons. Hoge functions for rumored return to broadcasting in 1948.

SPONSOR

America's
Future, Inc.
N. Y.

im kijsiii:ks

sta

WNBC (N. yj
Record Handyman; Sat 5:30-5:45 pm;

'Programs, and their sponsors, are included in this listing where latter are not publishers but there is obvious tie-in between program and magazine.
Production costs arc often borne or shared by cooperating publication.

■BU^riUMi

III

is ringing

Nebraska, Colorado and other states

the bell for listeners and advertisers

are writing in to say they sure like

alike throughout the Kansas City trade

KFRM's KMBC programming. Yes.
KMBC of Kansas City and its new

The KMBC-KFRM

Team

area. Advertisers are quick to sense
the economical advantage of covering
all the Kansas City trade territory
through one broadcaster.

5,000-watt, 550 Kc. daytime associate,
KFRM

for rural Kansas, team together

to provide what other broadcasters
can't— complete coverage of the Kansas

And listeners from Kansas. Oklahoma,

FEBRUARY

City trade territory from Kansas City.
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NBC

NETWORK

IS OPEN

FOR

TELEVISION
BUSINESS.

This is NBC's report to
the nation, published in 39
newspapers of nineteen cities
from coast to coast, early
in January.

\0^t»

1948 is the year when

NBC

sets out to duplicate in the
television field its widely
known

superiorities in sound

broadcasting: the finest
affiliates and facilities,
most popular programs,

and

greatest audiences.
We reproduce the ad's message
here, with an invitation to
advertisers, agencies, and
stations to join us in this
development of the world's
greatest means of mass
communication — and the most
effective sales medium yet
devised.

1948
Televisiorislfear

Television becomes a widening realit\ in 1948. An cxcitinii promise is now an actual
service to the American home. After twenty years of preparation, NBC Network Television
is open for business . . . When the Radio Corporation of America formed the National
Broadcasting Company in 1926. its purpose was to broadcast better programs in the
public intrrrsi — and that purpose continues to be its guidiiii: |)(»lic\.
Toda\. twt'ulv-lwo Years later. NBC has the most popular programs in radio.
Outstanding in its contribution to the public welfare, the National Broadcasting Company
has served the nation in war and in peace. Now. it has added a new service — Network
Television — in the same spirit as that which (irsl moved its parent companv: public interest.
NBC, in pioneering and developing this great new medium of information, news,
entertainment, and education, is fully aware of it> responsibiiitv ... In 1948. NBC offers
to the public the greatest medium of mass comnuinication in the world — Network Television.

^m

m^

THE

TELEVISION

PICTURE

NBC's TELEVISION NETWORK
In the East, four stations now make up
the new NB(^ Television Network:
WNBT, New York: WNIUV. Washington; WPTZ, Philadelphia; and WKGB,
Schenectady. WBAL-TV, Baltimore,
and WBZ-TV, Boston, will be on the
air shortlyaffiliates.
as NBC's fifth and sixth
television
In the Midwest, three NBC

affiliates

are independently engaged in telecasting operations: KSD-TV. St. Louis;
WTMJ-TV, Milwaukee; and WWJ-TV,
Detroit. It is anticipated that within
the year these stations will be carrying
network television programs originating in Chicago, where NBC will open
its station. In addition, NBC will construct a station in Cleveland.
On the West Coast an NBC station is
under construction in Los Angeles. It
will serve as a focal point for the establishment ofa western regional network.

LOOKS

BRIGHT

With multiple viewers per set, NBC
Network Television programs will be
available to an audience of millions.

TELEVISION

PROGRAMMING

Hundreds of thousands of viewers will
remember these recent NBC Television programs among many others
equally outstanding.
IN DRAMA

. . .

Kraft Television Theater is the first
regularly sponsored dramatic series on
NBC Television.

Total: 137 stations in actual television
operation, being constructed, or waiting
for official approval from the Federal
Communications Commission.
We confidently expect that the same
NBC-affiliated stations which pioneered
sound broadcasting will take the lead
in bringing this great new medium of
sight and sound to their communities.
THE TBLEVISION

AUDIENCE

One year ago there were 8,000 television receiving sets in the country
Today there are 170,000. Estimate for
December, 1948: 750,000 sets.

TELEVISION
AMERICAN

AND
ECONOMY

Like standard radio broadcasting, network television will depend for the
expansion of its facilities and programs
on advertising. As advertising has built

IN SPORTS

. . .

one-quarter of NBC's current television schedule is devoted to sports

casting, fifty-four have received licenses
and sixty-four more have applications
pending.

receiving sets increases and more stations join the network.

On the American National Theatre and
Academy series, comedy, drama, farce
— the whole scale of the theatre — is
brought to viewers as it is played.

TBLEVISION

In addition to the stations now tele-

telecast hours will jump from twentyseven to thirty-five a week. Still more
hours will be added as the number of

THE

The plan for 1918 and 1949: To add
ever-increasing numbers of affiliates to
these three regional networks, culminating in a coast-to-coast television
network.

Today, nineteen stations are engaged
in television operations throughout
the country.

IH hours for quiz and round-lalilc shows
Two months from now the number of

The Theatre Guild series brings the
greatest art of the New York theatre
to viewers distant from Broadway.

NBC Network Television has pioneered
in bringing major sports events to its
audience — from the exclusive broadcasts of the Joe Louis championship
fights against Conn and Walcott to the
World Series games of 1947. Today,

STATIONS

7 hours for women's programs
7 hours (or sports events
■VA hours for variety shows
■i hours (or dramatic presentations
S liours for children's shows
2 hours for educational programs

IN SPECIAL EVENTS

. . .

The Presidential Conventions in Philadelphia this coming summer will be
comprehensively covered by mobile
units of NBC's Television Network,
bringing the faces and voices of political
speakers into thousands of American
homes. The campaigns that follow will
receive equally emphatic
coverage.
Since the televising of President Roosevelt's speech at the World's Fair in
1939, special events television has
risen from the status of a novelty to
the position of a significant communications reality
NBC*. PROGRAM

SCHEDUif

...

In addition to extra hours for news
and special events, a wide variety of
programs can now be viewed on the
new television network. Here is the
current breakdown
programming:

of each week's

ADVERTISING

the wide range of radio's broadcasting
schedule, so it will make possible an
increasing wealth of fine programs on
television.
Today, 18 of the country's large advertisers are sponsoring NBC television
programs — about half of them on the
entire television network. Some two
hundred other advertisers are currently
sponsoring programs on the twentyodd individual stations throughout the
rountrv
ECONOMIC

FORCE

It is NBC's belief that, within a few
years, more than a (piartei of a million
peoplt will be employed in the manufacturing and telecasting operations of
the business alone Available estimates
point to television as a half-billiondollai business by the end of this year.
This new industry will grow in size
and service with the years
THE FUTURE

NBC's new eastern television network
IS only the beginning. But it is the
beginning of a uorlang reality. 1947
marks the end of television s interim
period. 1948 signifies the appearance
of ceievision as a new force in the
United States. The greatest means of
mass communication m the world is
iiith us

NBC Television
NATIONAL BROADCASTING COMPANY,
A Service of Radio Corporation oj America

30 ROCKEFELLER

PLAZA,

NEW

YORK

II
» » »Mr^>
• I* II

ROBERT
'^^

was first with

>

FULTON
his invention of the

first practical steamboat, the Clermont, launched on the Hudson River

in 1807. . . a mighty ally in the early struggle
for the economic development and expansion of the United States. And WJR is . . .

IN

POWER
AND

MICHIGAN'S
ADVERTISING

±

RESULTS
GREATEST
MEDIUM

5 0,000
WATTS
ktprmtmntud by

CBS

PITR

THE

GOODWILL
G.

A.

STATION

RICHARDS

HARRY

Prti.

Y

DETROIT

fisher bldg

WISMER

Asi>. fo r/ie Prat.
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..MD
Soil eonservalioii c*oiitej«iN liiiild
Continuing promotion is the
keystone of station operation
just as it has been proved to be
the keystone of newspapers throughout
the nation. The New York Daily News
and Chicago Tribune Golden Gloves bouts
and Silver Skates races are recognized
internationally. The growth of these two
competitions gives ample proof, through
turn-away attendance at all of the
events, of the readership among the
teen-agers and sports fans. Among
younger readers the newspapers throughout the U. S. which run local soapbox
derbies are tops and these papers prove,
by the size of the adult turn-outs for their
derbies, their family readership. WJW's
promotion of Junior Olympics is obtaining
the same following as the soapbox derbies.
It is in the farmbelt that listener promotion through contests has been given
most attention and has proved the pull of
the stations that have planned farm
public service promotions. Some have
received outstanding national recognition

au«lienees for faroi Mlalioiis. anil
flevolop rural ari^a liiisiii<\«<M

— KVOO's Greener Pastures competition,
WMT's Clean Plowing Contest, and the
granddaddy of them all, WHO's National
Plowing Competition. The latter two
have so built themselves into the farm life
of Iowa that a network (NBC) originated
from the sponsoring stations coast-tocoast broadcasts during the plowing.
Thousands of farmers and their wives
watched contestants vie for hundreds of
dollars in cash prizes and trophies. As
though to spotlight the modem farmer to
the world, 63 private farmer-owned airplanes were included as transportation to
the WMT's event and over 70 flew to the
WHO shindig. The car-parking fields
resembled the scene outside a big football
stadium during an important game.
The WMT Clean Plowing Contest is a
one-day event in April but for sponsors on
WMT it is a promotion that starts many
weeks earlier, in February, when the contest day is announced in letters to farmers
Aerial view 'of i WHO's 'National Plowing
Contests, an event in lives of Iowa's farmers
FEBRUARY
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throughout Iowa, Nebraska, Kansas, and
Missouri stressing the importance of clean
plowing to oflsct the damage caused by
the EurofK'an Corn Borer. Newspapers
carry stories on the event all through the
time between the first announcement and
the final Saturday in April when the
plowers prove their mettle.
Eighteen sponsors cooperated with
WMT in 1947 in presenting news of the
event on their programs and exhibits at
the contest field. They ran from seed
merchants to tractor manufacturers.
Saturday, April 26, contest day, was
turned into a farmers' holiday. The program opened at 9 a.m. with an Educational and Commercial Exhibit. At 10
a.m. there was a preliminary event — a
farm gadget contest. This was a sleeper
and pulled a much larger number of homebuilt farm gadgets than were expected.
They were as instructive and useful as
many of the commercial machines which
were on display. First prize was $100.
The main event was at 1 1 a.m. and was
followed by a band concert at 1 1 :30 a.m.
and a special WMT entertainment broadcast at noon. At 1 :30 p.m. there was a

4«=:^^#^^^r

7ft
f^C

farmers' mass meeting, at 2 :30 a presentation of the winners over WMT, and at
2:45 an airplane dusting demonstration,
showing how planes dust fields with
chemicals for com borer control.

* 'V

Through this promotion WMT has
established itself in the minds of rural

U

LCOMKYO
COUNTY VVE

atergoers see its story in newsreels.
More than 100 Iowa daily and weekly
newspapers tell WHO's tale each year.
When WHO, as a special soil conservation
promotion, face-lifted an entire farm
50,000 farmers and their wives were
present to discover the 29 conservation
operations involved, and the nation heard
about it.
WHO formerly ran a com husking bee
but com husking by hand is passing from
Iowa. Today less than 10 per cent of the
crop is hand harvested. Instead of com
husking, WHO now holds an annual
competition for prize com during this
month. Com husking was just a stunt.
Giving an award for raising the best com
is not a stunt but an excellent wa>' of improving the breed. Better and better
com is being grown in Iowa and throughout the Middle West. It's been competitions such as WHO'S corn-growing events
that inspire the use of finer seed com and
the vital increased use of hybrid varieties.
KVOO's Greener Pastures broadcasts
and promotion are directed at doing for
Oklahoma's pastures what the WMT and
WHO Plowing Contests do for the Iowa
com fields. Since the entries were pastures throughout Oklahoma and a comer
of Kansas, Iowa, and Arkansas, it is not
possible to have a great tumout to
dramatize the audience of KVOO but
hundreds of pastures are entered. What
is more important to the farmers in the
area, the lesson is driven home that pas-

Iowa as a station that doesn't just try to
sell them things but is part of the state

tures can't be left to "just grow," like
Topsy, but have to be planted and
and interested in farmers' prosperity. By watched over.
helping the farmer raise more com WMT
To get the farm agent behind the conis increasing the income of its listeners
test, a$25 Stetson hat goes to him if a
while at the same time increasing listening farmer in his county is one of the four
to the station. These service promotions who are cited for their pastures.
Winners, who are chosen by farm
not only dramatize a station's audience
for sponsors but also build audiences. A authorities, are guests of KVOO at the
one-time event can have a 365-day effect. Chicago Intemational Livestock Show.
Station WHO started its bigtime pro- One or more of the winners receives
motion simply as a com plowing competi- national recognition through a certificate
tion. Then a contour plowing event was from the Friends of the Land, the national association of soil conservationists.
added. Now these two contests and a
Soil conservation is vital and KVOO is
number of other events are wrapped up in
a soil conservation project, which spot- doing a farm promotion job which covers
not only its territory but is spread
lights this great need of all farm areas.
throughout all farmland at county fairs
Although it's service designed for a and the Chicago Livestock gathering.
specific public (more than half of the
The Greener Pastures and the Clean
population served by WHO is rural) this
Plowing
contests and broadcasts may be
B. J. Palmer station has received national
only
small
operations in themselves but
recognition from its promotion. Among
they
are
indications
of virile station
the plaques which adorn its walls are the
du Pont and the Peabody awards. managements. They tum out, for all to
Life ran a multi-page story on WHO check, just how effective, in terms of
plowing contests.
Motion picture the- their rural audiences, these operations are.

(top) Samples oF KVOO's winning pastures, (second) 50,000 saw WMT's
(third)
WHO's
scoreboard,
(bottom)
Nearly
133
farmers
flew to

plowing contest,
plowing
events
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Yes, almost everybody in Atlanta starts the day tuned to WCON
Bill Hickok, genial host and record man
sing) of "Harmony

and

(and you ought to hear him

House" — 6:30 to 9 a.m. Mondays through Saturdays.

And Bill Hickok is just one of a top staff of superb radio personalities
who have made WCON's listening audience the best buy in this area for
both local and national advertisers.

Drawing bij A. B. Frost from •UNCLE REMUS: Hi.i Songs and Hui
Sayings" by Joel Chandler Harris, jvhich first appeared in THE
ATLANTA CONSTITUTION in 1879. Copyright 1908. 1921, by
Esther La Rosa Harris. By periniaaion of [>. Appleton-Century
Company,
publisher.

THE

ATLANTA

CONSTITUTION

5000 WAT'FS

STATION

550 KG

Affiliated, American Broadcasting Company

National Representatives
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Proju^raniin^S in afternoon
is eNMontial for nt^'w viei%^ers
and KaloK of ro«*oiver!«

For the most part, television receivers
must be sold in the daytime. The visual
medium is very difficult to sell with only
test patterns on the air — even if those
test patterns, as in the case of DuMont's
WABD and some other stations, have a
news-ticker tape moving across their face.
Daytime programing is and will continue
to be costly to stations until set distribution has reached a point in an area
where there are enough viewers to justify
commercial sponsorship. The result is
that if there are to be daytime programs in
territories that are opening up to television in most cases they will have to be
Hish school sames arc

49

sponsored by television receiver manufacturers and/or distributors and dealers.
That's just what's happening in Detroit, in Milwaukee, and in Washington,
D. C. In New York there are enough
sets to justify daytime commercials and
WCBS-TV has four sponsors underwriting The Missus Goes A-Shopping and
Swift sponsors Home Service Club with
Tex and Jinx on NBC Fridays.
An excellent example of cooperative
effort to set up daytime telecasting is the
job being done by Henry J. Kaufman
& Associates for Southern Wholesalers
(RCA-Victor distributors) and 50 radio

good bets on Fridays — for parents, students, and sports fans.

and television dealers. The Capital
City situation didn't differ from that of
any other city in which TV is a growing
medium. Except for special events
(opening of Congress, etc. and Saturday,
Sunday, and holiday afternoon sports)
there was no scanning in the daylight
hours. Dealers were finding it hard to
sell television receivers with only test
patterns for prospective set owners to
see. Advertising agencies were finding
it difficult to talk TV to sponsors interested in using time on the medium with
nothing to see on the air in the daytime.
The stations were loath to stage day-

Tfiey make fans want sets fjom Washington dealer

SPONSOR

time sustaining programs. NBC had
tried to put on programs for participating
sponsorship with unhappy results. Severa! attempts had been made by WNBT
in New York to sell advertisers daytime
programs addressed to women but with
the exception of Swift no progress had
been made.
The Kaufman organization convinced
Southern Wholesalers that the answer to
increased sales and TV acceptance was
a program sponsored by them as many
days of the week as financially possible.
Southern however felt that dealers
should share in the costs since they were
going to receive as much benefit as
Southern was from the program. That

paper advertising from dealers and
Southern Wholesalers took space to tee
off the series. Window streamers were
supplied to all the dealers streamers
that invited the public in to see the show.
The program runs an hour, except
Fridays when high school basketball (it
was football when the promotion first
started) is scanned. The Friday schedule
is from 3:15 to 5 p.m.
Wednesday is film feature day and
cartoons, documentaries, and other short
subjects are run. About three are used
each week.
A live show is scanned on Thursday.
It's a combination of fun and fashions.
First titled Ftin at Four it's now Fashions
at Four. About half the program is a
style show, the fashions being supplied
by a different department store or
specialty shop each week. A fashion
coordinator and commentator works with
the agency lining up the clothes and the
running continuity for the program. The
rest of the half hour is entertainment —
singers, dancers, magicians, chalk talk
artists, all professional and all coordinated with the fashion motif if possible.
The producer points out that this is
easiest to do with magicians and artists,
but that even dancers and singers can be
made part of a TV fashion presentation.
To lend a masculine touch to the proceedings there's an mc, Ray Michaels,
who wanders through the program chatting with the fashion authority, introducing the acts, and tying the hour

was a poser. It isn't too difficult to sell a
few dealers on contributing toward promotion costs, but to sell as many as
the quota in this case. 50, is usually
impossible.
They were sold. Jeff Abel, an agency
partner, Bob Maurer, agency program
and continuity head, Irving Dalo, radio
and television sales manager for Southern
Wholesalers, and Charles DeLozier,
WNBW (NBC Washington TV outlet),
all took part in the selling.
Each dealer receives two announcements per week on the series which runs
Wednesday through Saturday. It costs
the average dealer under $25 a week and
the entire package, time and talent, is
under $1,500 a week.
The first problem was to make certain
that all the dealers had RCA- Victor
television receivers on the floor. This
together. The program isn't given over
meant home ofl^ce cooperation by RCA. entirely to fashions because men still have
{Please turn to page 89)
Then Kaufman
promoted
tie-in news-

'Fashions at 4" sussest a TV set to milady.

District of Columbia teen-agers are entertained
by TV dealers with a jive and Pepsi session

Entertainers save show trom being too Feminine
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Mf. Sponsor isks...
'*ls it possihU' lor uii iulvcrtiser iisin*; spot programs
lo <l<'U'riiiiii4' llu'ir popularity and
uliile tl
llie eampaigii is in progress:
, ,
John

_Mazzci
t.

program is on the schedule can establish
many valuable and important indices of

Piekeil l^anel

his program's popularity: the loyalty of
the audience, where it comes from, as well
as its size and composition.

The

>♦

spot program user can determine the effectiveness of his

his
while
shows
campaign is under
way. He can determine not only
the size of the
audiences he

E^||a^ ^ '
f^^ll

reaches ("popularity"), but, more important, the impact of
the programs on sales.
Radio research has long been able to
provide popularity ratings. Telephone
coincidental measurements can determine
this popularity. Admittedly this technique ismost effective in areas where the
incidence of telephone ownership is large,
and where a measurement of a limited
area will suffice. For programs carried
too early in the morning or too late at
night for telephonic intrusion in the home,
this method of course is impossible.
The automatic recorder (Nielsen, CBS's
newly announced lAMS) will certainly
answer the spot advertisers' questions —
wherever these devices are available in
sufficient sample size within the stationareas used. Our own Listener Diary
Studies provide the spot advertiser with a
comprehensive picture of his audience
throughout the station's area, regardless
of time of broadcast and among all types
of homes. The advertiser using a station
which is making a Diary study while his
SPONSOR

report on

ipol

checking

it on pajc 99

9m

Manager
|I Advertiiing
$. /. Schonbrunn
& Co. (Savann Coffee)

The

>lr. >la%zei

relative impact

Recently, a new research tool has been
developed which cuts more nearly to the
heart of the problem — the measurement
of advertising impact on sales. The Consumer Panel technique, long a favored one
in national measurements, is now in operation in some local and regional areas.
The Panel is a continuing record of the
purchases of a representative sample of
families, kept day by day and month after
month. We have recently released such a
panel in Oklahoma City, sponsored by
WKY and its newspaper affiliate, the
Oklahoman and Times. From Panel reports the advertiser can establish continuously, from the beginning of his campaign
on, the effect of his advertising on actual
purchases of his product. Coincidentally,
he can utilize the panel families — a truly
accurate sample of the area — at any time
to establish the size of his audience. He
can correlate listening with buying and
arrive at a real evaluation of the effectiveness of his program. Already advertisers
on WKY have watched, month by month,
the progress of their sales efforts and
measured not only audience size, but
sales results.
The Consumer Panel, the Listener
Diary, Automatic Recorders, Telephone
Coincidentals all are prohibitively expensive ifemployed to measure only one
program. But when they are used by all
advertisers and underwritten in part by
the medium — they truly can, in greater or
lesser measure, make it possible for the
advertiser using spot radio properly to
evaluate its worth.
Robert H. Salk
President
Audience Surveys, Inc.
New York

It most certainly is always
possible. However,
whether it is practical isprimarily a
lowing:
function of the fola ) The accuracy
to which it is desired to learn the
"popularity" and
"relative impact." (A 50 per cent increase in accuracy generally requires conin cost.) siderably more than 50 per cent increase
b) "^he precise meaning of relative.
(I.e., relative to what? — if relative to programs of approximately equal magnitude
in coverage and popularity, differences
might be quite difficult to isolate.)
c) The program frequency and the
popularity of the program itself. (The
less the frequency and or popularity, the
more difficult it is to find the listeners —
and hence the more costly the task.)
d) The period of exposure preceding
the test. (The lower the frequency, and/
or popularity, the greater the period of
exposure desirable before either assignment be undertaken.)
Methods — Popularity
The |x>pularity would be determined by
a special "rating." If the same program
is being used in different cities, the likelihood is that an average rating in several
cities is more useful than a city-by-city
rating — ^just like on^a national operation,
one is usually most concerned with the
average over-all popularity performance.
If such an average is desired, one obviously requires considerably fewer contacts in a given city than if a separate
rating is required in that city.
These ratings can most economically be
obtained by telephone — particularly if
one expects to rcf)eat the process from
time to time in quest of a trend.
SPONSOR

Methods — Impact
Various methods of measuring impact
can be introduced. These would parallel
methods of measuring impact currently
used on national programs — but with the
particular limitations referred to in the
first paragraph above.
Primarily, impact measures are of two
types:
a) Sales Tests. These can be store
checks, panels, or whatever means are
available to the advertiser. It is probable, however, that sales checks would be
slow and insensitive in reporting on most
spot program operations — particularly
because most of the limitations referred to
in the first paragraph above usually are
found to apply.
b) Consumer Surveys. Consumer surveys can be set up which will enable the
advertiser to determine the degree to
which 1) his message has penetrated to
prospects, 2) the delivery of his message
is associated with use of his product.
The latter measure would probably be
the most useful — but, because of the
tremendous sample which would usually
be required because of the limitations on
practicality listed above, it is not usually
feasible.
Dr. E. L. Deckinger
Research director
The Biow Company, New York
The impact of
spot programs can
be measured in the
same manner as
the effectiveness of
advertising messages through
other media, by
application of
standard research
techniques.
According to the type of product being
promoted and the promotional problem,
checks of sales movement of goods
through retail outlets and/or consumer
surveys may be developed which can provide tangible indications.
The practical method, in most cases, is
to set up a control, an advance check
which will establish the position of the
product before the spot campaign starts.
Then, recheck at some logical time interval, or periodically, after the campaign is
under way. Too often, however, the important advance checks seem to be
neglected and reliance put solely upon investigations made after the program is
under way. A great deal more information can be derived from the "before-and(Please turn to page 56)
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* Performance is too often an un-weighed
selling factor in radio advertising. At WFBM,
we believe perfection oj performance is vital!
For instance:
ANNOUNCERS
When continuity is "live," competence is indispensable. We subscribe to the
policy that thorough training and experience
in "air selling" are required to qualify for
voicing your phrases over WFBM.
TRANSCRIPTIONS WFBM
does not believe in
gambling with nor gamboling through your
transcriptions. Every platter is pretested to
assure that it's properly cued and aired at the
proper level. Only the best equipment is used —
and every turntable is checked daily to assure
proper speed.
AFFIDAVITS Slovenly reports of performance
not tolerated. WFBM's

are

afifidavits, taken from

the Engineer's log, include the exact second of
performance.
WFBM announcers, engineers, and auditors
are human. But we consistently come close to
99 44/100%

perfection in performance.

BASIC AFFILIATE; Columbia Bro0dcastlng System
Represented Nationoliy by The Katz Agency
45

minute show series with wide
Ir the small budget advertiser

[<«^ \ x«.
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to interest small budget advertisers.
If you've been looking for a network quality
five-minute show, one that produces valuable
day-to-day continuity, send for audition
discs. There's no obligation and you are in
for a real surprise. Cost, availabilities, and
f f

other details also available on request.
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):^ALES,
d,| Telephone

INC.
2-4974

New York— 47 West 56th St.— CO 5-1 544
Chicago — 612 N. Michigan Ave.,
Hollywood— 6381 Hollywood Blvd.,

Superior 3053
Hollywood 5600

Spot placement took its usual December nosc'dive, dropping from

spot
trends

November's

during the month than in November. Only "Beverages and Confectionery" held its own during the pre-holiday season. Sectionally,
only the South continued at the same level as in the previous month.
Pacific and Rocky Mountain areas showed the greatest drop, from
100.76 to 88.3. Although this is the first normal post-war year,
the seasonable drop is as far off as it has been pre-war. Orange
juice (Birds Eye and Minute Maid; reversed the field and with
a number of beer accounts increased their station lists to keep

B«sed upon the number of pro3rams and announcements placed by sponsors with stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported for month
oF September 1947 are used as a base oF 100
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Miscellaneous
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In the industry reports,
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HOOPER
NIELSEN
PULSE
CONLAN
AND
A. PATSY

7

O
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It's dawning on many a radio time buyer that HE may be a "patsy"
in radio's mad welter of proof and counter-proof. He's beginning
to
wfiy radio ofshouldn't
be bought on space buying's tried
andwonder
true conception
media power:
WHO

ARE THEY AND WHY ARE THEY
READING (or listening!)

Casual tune-in lacks SELL POWER, just as free publications do.
Purposeful tune-in has SELL POWER, just as space in bought and
paid for publications has SELL POWER.
Radio program structure here at WSAI is BUILT to create purposeful tune-in. Time buyers are finding out that it pays . . . that's why
93% of all Cincinnati department store radio is carried by WSAIl

CINCINNATI

UlSfll

n-Bc

A

MARSHALL

FEBRUARY
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The COBRA is Only One of
the Reasons Why America
Prefers Zenith

Wurlitzer Sedc^ ^
"^ After exhaustive tests, Rudolph Wurlitzer Company, the
world's
largest
makerTone
of commercial
selected
the Zenith
COBRA
Arm for use phonographs,
on all its models
...
and the reason why makes mighty good sales ammunition
for you.
Wurlitzer's years of experience had shown that with the conventional type pickup, record fidelity starts to fall off at from
50 to 300 plays and from then on falls off ^ast. Their tests
proved that with the COBRA Tone Arm records still retained
95% of their original tone fidelity after TWO THOUSAND
plays.
50

O^ika^

TELL THE WURLITZER

STORY

TO YOUR

CUSTOMERS

Here's what it means to them. They can be sure that a Zenith
Radio Phonograph with a COBRA Tone Arm will play their
records as often as they like and still keep them sounding
virtually like new. Furthermore, the COBRA reproduces records so perfectly without annoying needle noise or scratch that
even brand new records sound better. Yes, the COBRA means
record reproduaion at its best— and only Zenith has the
COBRA.

^3n{^ ^ac^ (x^omtci^ • 600/ Z^xc^m^ /^c^e • Ciica^ 39,SPONSOR
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PROMOTION

nt in FM
of the transmitter is such a vital factor
in sending forth an FM signal that a
trananitter at 950 feet does the same
job with 3,500 watts as another 500
feet above the ground does on 20,000 watts
and in the unique case of WNBC-FM,

is being widely studied and used by new
FMers. The tested formulas of music
and news, and music, news, and sports,
are being used by more than 60 per cent
of the FM stations.
That there is a growing audience for
this program fare is shown by the ready
on top of New York's Empire State
acceptance achieved by stations like
building, only 1,500 watts are required.
These figures are for what is known as WHHM in Memphis, WCKY in Cincinnati, and WHDH in Boston.
Class B, or metropolitan, FM stations.
The Class B stations in New York are
FM station promotion hasn't been very
supposed to cover 65 miles. In other aggressive. The most thoughtful selling
metropolitan areas the required coverage of FM station service has been in areas
may not be so great for Class B stations where there isn't adequate AM impact.
but as indicated previously all stations in These non-urban FMers have represented and worked with tuner and set
each area must deliver the same quality
signal throughout their licensed service manufacturers and have built up faithful
territory.
audiences. (A complete report on FM
There are two other classes of FM audiences — who listens, how frequently
outlets. Class A, which covers community they listen, and why they listen — will be
stations, is designed, according to most a feature in March of sponsor's continuing study of FM.)
engineers, to blanket an area of 15 miles
effectively.
Recent highspot in FM promotion is
Third FM class is the rural outlet, WWDC's adapting of the Truth or Conwhich is licensed to operate at very
sequences "Miss Hush" formula. Lishigh power (for FM). There are too
teners were asked to recognize "Mr. FM"
few stations operating in this cate- for prizes that ran well over $5,000. The
gory now to determine what the coverage promotion was run by WWDC-FM to
signalize its going on the air at full rated
their broadcast commitments in a market of these transmitters will be.
on the factual basis of the job that each
Programing at most FM stations has power. Like many FM stations it had
been operating previously at interim
station is doing in that market. It's a admittedly not even approached com- power and wanted to make its better
healthy approach and a realistic one.
petitive stature except in a few areas
In the FM field the power fetish is and except where the outlets have been service known to residents of the District of Columbia and the surrounding
dead, or will be when all stations are able to sign up important sporting events.
areas
which WWDC-FM reaches and
This
situation
is
rapidly
being
changed
operating at their full licensed strength
which WWDC does not. This type of
as they soon must be. This is because as more and more AM-FM receivers
every station is required by Federal come onto the market and into the homes, promotion is one of the two ways by
Communications Commission regulation with converters and tuners now avail- which buyers of broadcast advertising
able, in the low or medium price range can judge the effectiveness of an FM
to cover effectively the same area with

BrjBi§ Buyers of time on standard
"^TmMmm^ broadcasting stations until
recently have been obsessed by the idea of
purchasing the power stations, even more
than they have had Hooperitis. There
is still in the 89-odd cities where there are
City Hooperatings, a tendency to shop
for availabilities with high Hoopers. The
great majority of sponsors still think in
terms of buying all the 50,000-watt stations they can afford or snare. Certain
station representatives have chipf)ed
away at the power-station fetish until
now a few advertisers are willing to judge

On home receivers

competing FM outlets are equal in
signal strength
and sound quality

the same quality of signal as any other ($3(>-$60). The block-programing techWith power not a competitive factor
FM station operating in the territory.
nique (sponsor, October 1947) which operation.
This does not mean that the power at has been so successful with independent the buyer of FM broadcast advertising
the transmitter is the same. The height stations throughout the United States must look to programing and promotion.
FEBRUARY
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Contests and Offers
PROGRAM
('•lis, oil,
AMERICAN

OIL

CO

tires

BELK

HUDSON

Clothing

DEPT

iTORE

Colgate
Toothpaste

COLGATE-PALMOLIVEPEET CO

CONTINENTAL

GENERAL

BAKING

GROCERY

CO

CO

Professor

Quiz
1340
Club

Can You

ABC
Saturdav
10-10:30 pm

Coinplt-tc in up to 25 words sentence about
Amoco
product ^different weekly).
Winner
gets $25 plus S25 if he included 5 acceptable
questions and answers for use on program

tSOcash

MWF
(as scheduled)

Feather-Knit Sweater

Identify

"mystery
to station.
correct tune"
reply wins

Cash prizes and "Can You Top This"

Prizes if joke sent to proersin is used

gag book
Various merchandise prizes; chance at
Grand .Slam Bonus

Send group of 5 music questions to program.
New York

Prize

Send topical question label
to program with product

Wonder Bread,
Hostess Cakes

Grand Slam

MTWTF
11:30-11:45 pm

Manhattan
Coffee

Man on the
Street

MTWTFS
3:30-3:45 pm

SylacMiga,
Ala.

First

Saturdav
8:30-9 pm

Top ThisT

WFEB.

NBC

KMOX,
CBS
of S5;additional
if interviewee
%S

misses,

St. Louis

TTSa
KAISER.FRA2ER

Cars

CORP

Newscope

r:30-7:45 pm
Sunday
S:45-9 pm

MBS
1,360 prizes, new cars, cash, merchandise, etc., totaling $135,000
value

Send

product

testimonial
completed
words to program

in

25

aty
WFPG,

Jewelry
KOONS

JEWELRY

Various

PARTICIPATING

Dreft
GAMBLE

PRUOENTIAL INSURANCE
CO OF AMERICA

RALSTON

PURINA

ROBERTS

JEWELRY

call; to

Listener repeats sentence heard on program.
3 calls made during program

Atlantic

totaling

Send last line to product limerick with carton
top to sponsor, N. Y.

CBS

Strike It
Rich

Sunday
10:30-11 pm

$15,000
Tickets to broadcast, chance for listener to appear on show offering prizes

Best letters why
listenerwinwould
It Rich"
wkly like to "Strike

Dr. 1. Q.

Monday
9:30-10 pm

$200 weekly award for true-false questions; $400 for biographical sketch

Best set of 6 questions plus 2 wrappers, best
sketch plus 4 wrappers, to program, Chi.

NBC

Eric Sevareid,
News

6-6:15 pm
MTWTF

Free on request to program, e/o local station

KMPC.

Three

MTWTF
2:15-3:30 pm

Money and merchandise prizes; grand
prize every 13 weeks

Contestants write station what time during
program alarm clock will ring

Joyce
Jordan

MTWTF
10:45-11 am

25 daily contests, first prize $1,000,
other merchandise prizes

Send

Truth or
Consequences

8:30-9 pm

Cumulative stockpile of prizes such as
Cadillac sedan, jewelry, home laundry,
etc.

Send testimonial re l.\mcr. Heart Assn. Uo Walking
.Man, H'wood.; 3 wkly winners phoned during

CO

CO

$10,000;

others

CBS

Alarm

Health bookleU

CBS

product testimonial
completed
in
words with boxtop to program, Cinci.

L.A.

25

NBC

Insurance

Saturday

Sunday
5-5:30 pm

Copies of talks by various distinguished

Send 10c and boxtop to .\unt Jemima, Chi.

Send 15c and boxtop to program, St. Louis

Family Hour

program to identify "Walking Man"
Request to sponsor, Newark, N. J.

Aunt Jemima
Ready .Mix

Ladies Be
Seated

MTWTF
2-2:15
pm,cst

guests
Steel combination batter spoon and
can opener

Ralston
cereals

Tom Mix

MTWTF
5:45-6 pm

Tom Mix fingerprint
set and identification bracelet

Jewelry

Morniog in

6-9 am
MTWTFS

Baby ring

Saturday
8-8:30 pm

Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Maryland
Twenty

RONSON ART METAL
WORKS

prize

CO

Duz

OATS CO

telephone

First

Talent Godfrey'
Scouts
.\rthur

Insurance

METROPOLITAN LIFE
INSURANCE CO

QUAKER

per

Monday
8:30-8:55 pm

Tea

Coughdrops

INC

AND

$2 or more

jackpot if missed

Candy

PROCTER

7-7.15
pm
MTWTF

CO

LEVER BROS CO
THOMAS
i. LIPTON. INC DIV

LUDENS

Lucky
Money

Lighters

Institutional

Questions

Metropolitan
Opera

Home
Permanent

Give and
Take

ABC
CBS
MBS
WFBR.

Ring given daily for first listener sending in
announcement of baby's first birthday

Balto.

Send subject about which 20 questions may be
asked, to program

MBS

Send $4 to .Met. Opera Guild, N. Y.

ABC

CBS

Saturday

National membership in Metropolitan

2 pm to close

Opera Guild, subscription to "Opera

Saturday
2-2:30
pm

(1) Various prizes. (2) Toni Home
Permanent to one of pair of girl twins,
chance at being featured in Toni ads

(1) Write correct answers to questions missed
by studio audience. (2) Toni set given for pnzewioning photo of twins plus testimonial letter

$100

Notify FBI and magaiine of information leading to arrest of crinunal named on broadcast

Sunday
WILLIAMSON

CANDY

CO

Oh Henry!

Detective
Mysteries

52

4:30-5 pm

reward from "True
Detective
ws"
.Mysteries" Ne
Magazine

MBS
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^

750

FEET!
In Buena Park, California, our new
750-foot vertical antenna just completed
literally puts us "way up in the clouds"
for a better signal . . . even greater coverage of the Pacific Southwest.
It's keeping
abreast of the latest electronic advancements and developments in AM, FM and
TV that enables us to bring . . . the finest
facilities . . . the best all-around broadcasting
... to the Pacific Southwest. Keep your eye
on KFI ... we keep our ear to the ground.
-•«tej«'"

NBC FOR LOS ANGELES
640 KC CLEAR CHANNEL
50,000 WATTS

REPHESEHTED- HATJOHALLY

'IxjJviU ©.CJ^C^ft^inr^.^FEBRUARY
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HOW MST CM RADIO WORK?
Habit is iiasii* iiiif iiiipaf;! iias!» itoeii as iiiiiiKMiiafe as 21 hours

an essential for
it
nu
m is
muy
xi
©Contima
impact through
broadcast advertising. Habit,
it has been pointed out time and time
again, is the greatest single factor in
building a listening audience. The steady
growth in listening to vehicles that have
been on the air for years is supposed to
indicate that short-term campaigns are
generally not good investments for advertisers. Nevertheless saturation broadcasting has an amazing history behind it.
It was only through being able to reach
America through a single broadcast that
F.D.R., America's wartime Commanderin-Chief, was able to mobilize the nation
following Pearl Harbor. The combination
of the four networks and practically all the
nation's independent stations delivered to
the president the ears of virtually all who
live within the 48 states. This airing was
saturation at its highest intensity. There
were other times when this great user of
the broadcast medium also reached the
nation in one broadcast, such as his
famous "We have nothing to fear but fear
itself" address during which he announced
the closing of the banks. No other means
of communication could deliver a message
to millions of people at one time. No
other medium could saturate a nation

Radio

Filled

International

Harvester's

with an appeal within the span of one half
hour.
True, the saturation broadcast in itself
did not deliver the audience. It was a
state of mind, conditioned b>' extraordinary events and made tense by expectation, that brought three-quarters of the
nation to its radios. The closest possible
commercial equivalent of the fate-of-thenation feeling is created by promotion,
collected upon through saturation broadcasting. It's essential to the success of
one-time events — the introduction of a
new product or the building of an audience for a motion picture, circus, ice show,
touring live theater attraction, or industry show or exhibit. It has been used at
times to rebuild acceptance for a product
or to counteract a competitor's campaign
in other media.
Saturation is difficult to accomplish on
a national basis. Lucky Strike's six-week
900-station saturation campaign that cost
$1,000,000 nearly drove Lillian Selb,
Foote, Cone & Belding timebuyer, crazy.
In many cases the ability to secure time
at all depends upon the stations' recognition of the product or occasion as quasipublic service. Blocks of spots are also
often cleared for advertisers in the fond
hope that cooperation during a saturation

Midway

with

Farmers

^ :i

Appeal

oF WBBM

campaign will open the door to continuing
business from the client or the agency.
The Duane Jones agency in introducing
Alligator cigarettes in new territory uses
as many stations and as many good spots
as they can buy. Geyer, Newell and
Ganger is doing the same thing on P.
Lorillard's' king-size Embassy cigarettes.
G. N. & G. try for semi-saturation for 13
weeks, spending about $500 each week per
station for 35 spots. This is tapered off
after the first 1 3 weeks to five or six spots
a campaign is of course but a drop
perSuch
week.
in the budget of a saturation campaign for
a motion picture showing in a big town.
Twentieth Century's showing of Gentleman's Agreement in Boston, Mass., was
preceded by a three-day campaign on
WORL, WEE I, WNAC, and WBMS with
a total of 400 spots and a budget of $2,000.
These saturation campaigns by motion
picture companies who place as many as
165 spots on one station in one week are
no shots in the dark. They save bad pictures like Duel in the Sun and Forever
Amber from showing to empty seats.
They also help a picture like Walter Mitty
to draw an audience of more than Danny
Kaye fans alone. Mitty's campaign used
the shortest commercial
time segment
radio artists Filled show tent at IH Centennial

IH tirned tract outside Chicago's Soldiers' Field into giant exhibition area tor us 1 00th Anniversary,

known to have been sold, three-second
announcements, which asked "Are you a
Mitty?" They were used wherever they
could be bought in metropolitan areas and
ran before the regular spot campaign on
the picture started. Saturation through
teaser announcements isn't attempted
very often, but it can do a startling job,
and can drive listeners to the box office or
to buying the product even more dependably than straight commercial selling
announcements.
Normal campaigns in one city area go
to one station. Fleischmann's Vienna
Model Bakery, in Philadelphia, uses a
Thousartds, invited

by radio, came

in from

five-minute program on WCAU, Monday
through Friday, 9:40-9:45 a.m. When it
placed its advertising account with Gray
and Rogers in the Quaker City, that
agency decided that the Fleischmann
products had to be repackaged so that
rheir baked goods would have both eye
appeal and a family relationship. The
line was repackaged. To create an awareness of the new wrappers 15-second singing jingles were placed on the three other
network outlets in town— KYW (NBC),
WFIL(ABC),andWIP(MBS). WCAU
is CBS. The spots were run three times
daily from January 12 to February 10.

many

midwest states for celebration education

Broadcasting brought

500.000 to it

Visual saturation was also attempted via
car cards, truck posters, wall banners,
light pulls, shelf cards, and newspaper
advertising. All of the visual campaign
tied into the line in the jingle that was
musically emphasized — "the bright new
The Fleischmann product was in most
stores ready for the consumer request for
it inspired by the advertising. Saturation
package." must be supplemented by
advertising
saturation distribution. The Duane
Jones campaign for Alligator cigarettes
lost some of its impact in certain cities
because the product wasn't available in
many stores.
Touring theatrical attractions, circuses,
and ice shows all use the saturation technique. So important is it with the
nation's number one circus, Ringling
Bros., Bamum and Bailey, that Bev
Kelley, the man who handled its broadcast publicit)', later became the advertising and publicity head of the "greatest
show on earth." All the big touring ice
shows, including Shipstads & Johnson's
Ice Follies and Sonja Henie's Hollywood
Ice Revue, place as many spots on as many
stations as they can buy within their
budgets.
(Please turn to page 62)
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ASKS

{Continued Jrom page 45;

afternce.
" method, if it is carefully planned
adva
in
Obviously, if the spot program can
be
isolated from other phases of promotio
n
more precise measurements of its effectiveness can be secured.

Further, if it is used in relation to a'new
product or one which has a new messag
e
to tell consumers, the trend of impact can
be detected more readily.
C. W. MacKay
Vp in charge of research
Kenyan & Eckhardt, Inc., New York

with spot pro^HPIP^^^^I
on an aware
grams
^^^H
^g^
cer^^H station can ine
^^
^Kl
Hm
^SIT' ^^ tainly determ
^1 i
M not only the popu-

Dinih Shore— Col. 37952
. Sammy Keyc— Vic. SO-8601
Billy Eckrtine—MGM 10097
. Erskln* Hawkins— Vie. S0-S470
Dinah Washington — Merc. 8050
. Gladys Palmer — Miracle 104
Georjia Gibbs— Mai. 18013
. Brooks Brothers— Dec. 48049

LErS

ca..beiiPors

AGAIN

BE SWEETHEARTS

Margaret Whiting— Cap. 15010 . Victor Lombardo— Mai. 7869
Blue Barron— MGM 10121
. Shep Fields— Musicnlt 585
Guy Lombardo-Monica Lewis — Dec. 84898
. Bill Johnson — Vic. 80-8591
Billy Leach— Merc*

IS SO TERRIFIC Men.)
LOVE
Les Brown— Col. 38060
. Art Lund— MGM
Helen Carroll A Satisfiers— Vic. 80-8678
Vic Damone — Mercury*

.

10186
Ernie Felice Quartet — Cap. 486]

MADE FOR EACH OTHER (Peeo

Buddy Clark-Xavier Cugat— Col. 37939 . Monica Lewis— Sis. 1 5105
Enric Madriguera- Nat. 9088 . Machito — Cont. 9003 . Rene Cabel— Dec. 50006
Dick Farney— Mai-7873
. Desi Arnai— 80-8550
Maris Lina Landin— Vic. 70-7345
. Ethel Smith-Bob Eberly— Dec. 84272

MY

RIO GRANDE

RANCHO

h.w.i c i.e ion)

Jack Smith— Cap. 473 . Shep Fields— Musicratt 522 . Dick Jurgens— Col. 38027
Ken Carson — Variety*
. Vicloi Lombardo — Mai.*
Esquire Trio — United Artist 114
, Murphy Sisters — Apollo*

PASSING FANCY

bmd

Ray Dorey— Mai. 1186
Frances Langford — Mercury*

Vaughn Monroe— Vic. 20-2573
Johnny Johnstone— MGM 10127
Ray Anthony — Tune-Disk' _^_

Duchess)
ESA
TER
Dick
Haymes- Andrews Sisters— Dec. 24320
. Kay Kysei — Col. 38067
Jack Smith — Cap. 484 . Vic Damone — Mercury 5092
. Wilhelmina Gary — Click*
Do Re A Me Trio — Commodore'
. TTiree Blaies — Exclusive*

WHY

DOES

IT HAVE

TO

RAIN

ON

SUNDAY

johnsone)

Freddy Martin— Vic. 20-2557
. Snooky Lanson- Mere. 5082
Milt Herlh T.io— Dec.' . Beale St Boys— MGM'
. Denny Day— Vic. 20-2377

You're
Gonna Get My Letter. In
The Morning aondon)
Guy Lombardo-Mary Osborne — Dee.*
Adrian Rollini — Bullet*
ZU-BI

CRoP"bllc)

Sammy Kayc— Vic. 80-2420 . Vietoi Lombardo— Maj. 7263
Tommy Tuekci — Col.* . Art Moonty — MGM*

*Soon lalibe rektued.

BROADCAST
580 FIFTH AVENUE

NEW
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YORK

.

.

MUSIC INC.

NEW

YORK

CHICAGO

•

19, N. Y

HOLLYWOOD
HO

^fl '^rity and impact
^^T
^B "f those programs.
k
^^
HHb
JB
the time and copy
^M t>ut also whether
^^Blu,^
I .
he is using are
j right. It's all done with mail-pulls.
I audienc
A good
stationtionwillforhave
e composi
most figures
hours on
of
the broadcasting day; that will tell
him
who listens. Rating histories will tell him
how many of those people listen at the
times he has bought. Records of previous
mail-pulls
the offers and the copy used
to present them
can provide the impact
of certain programs on a known audience.
The advertiser buys either an established local program, or part of it; a transcribed show which he puts into his time;
or a new show idea the station builds for
him.
The station already knows the
popularity of its time and the reaction of
listeners based on the programs it
has
offered at those times.
If the advertiser
buys this sort of package, the station can
I tell him within about 10 per cent the
response he'll get to any kind of mail
offer
. he will make.

He can offer samples of his product; he
I can offer a bargain of his regular size for
proof of purchase and "10 cents to cover
cost of mailing and handling"; he can run
a contest with anything from local movi
e
tickets to motor cars as prizes. If he
has
more than one show on a station,
he
merely keys his offers. If he wants to experiment with several broadcast times, he
can move his program or
money
around the station, trying it forhisa week
or
so at each spot, and then decide upon the
time that pays off best.
Henry Poster
Research director
WNEW, \eic York
SPONSOR

10 Spon

in 10|^ks
. . means

Ten weeks after "Rhyme
WRVA,

Does Pay," started on

it was (and is) doing business for ten

RHYME

DOBS

PAY

requests. Each winner makes a dollar. And each
sponsor makes sales!

(And lots of dollars! )

participating sponsors.
If you are looking for big profit in WRVA's

billion

These ten buyers of radio time and talent have

dollar market, call us or Radio Sales. We'll show

put their sales campaigns on "Rhyme Does Pay"

you how to make "Rhyme Does Pay" pay off for vou.

because it does just that. It pays!
Every weekday morning from 8:15 to 9:00 a. m.,
Emcee

Ray Kennedy

listeners with

plays platters picked by

the best knack

for rhyming

their

Richmond

and Morfolk, Va.

Represented by Radio Sales

WRVA
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llaflio M'l «»\vn4'rN %%'lio «lon*l
turn ilioir ni^In i»n r4^;:(iilarly

noil -listening
is YOUR problem
ReasoHN

over-all

for Xoii-Li$«teningt: i;%akiiig to O a.m.
QUARTER-HOURS
FOR WHICH REASON
WAS
MENTIONED

WHY?

•
Too busy, work
work, etc.

i%^hat llioy'ro iiiiNj>$iiig

interferes,

Resting, somebody
fere, etc.

sleeping

PER CENT* OF
NON-LISTENING
(AWAKE)

TIME

radio distracts from

or

ill. noises

915

53.7

352

20.6

125

7.3

inter-

Too early

Don't like available programs, not interested, or
•don't know about programs available

301

17.7

General dislike of radio

35

2.1

Don't like commercials

38

2.2

164

9.6

' ^0 radio available

117
71

*Iot at home

6.9
4.2

Don't think about it — never listen
Miscellaneous environmental reasons

43

Usually listen, but not today

19
12

2.5

1.1

Not in mood
0.7
Don't bother — too lazy
Poor quality reception

4
0.2
2

0.1

tAs given in the .\udience Surveys, Inc.. Boston study for the Katz agency.
■^Adds to more than ion.0% since respondents often mentioned

more than one reason for non-listening.

During the month when liS'
tening is at its height (February), on the evening and at the moment during that evening when the
greatest number of radio homes have
their receivers turned on (Tuesday
9:15-9:30 p.m.), only 49.5 per cent of
America's homes are listening to their
radio sets. During the last recorded listening peak (February 1-7, 1947) average
listening per evening period was only
34.3 per cent.* While this 34.3 per cent
were listening there were 47.1 per cent
more American families at home and
available for listening.
Thus during the evening broadcasting
was reaching fewer than half of the homes
that it could have. Radio has available to it the greatest audience that
any advertising medium has ever hoped
cent ofinAmerica's
90.4 per
Whilea radio
to reach. had
families
receiver
1946, as
1948 opened its eyes this figure had
grown to 94.3 per cent (latest confidential Census Bureau computation). No
other advertising medium has ever even
claimed this potential. The 49.5 per cent
Tuesday listening figure is a Hooperating
but other ratings (Nielsen Radio Index
and some diary studies, made the same
week) are within 1 per cent of this
figure.
Non-listening has not been of interest
to agencies or sponsors. When NBC presented the results of the study (1944)
made by Lazarsfeld-Schneider on a.m.
non-listening (it was called The Social
Psychology of the Morning Audience) it
created as little ripple as a summer breeze
on an inland lake. As a consequence
NBC did very little with it.
Later WNBC, under Jim Gaines, had
the Psychological Corporation make a
study of non-listening (though it was
used by Gaines basically as a blueprint
for a new program structure since non*ThU coters nil listening beliveen 6 and 11 p.m.

fEBRUARy
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listening in general is not his problem).
It was called Morning Radio Habits of
New Yorkers.
Recently the Katz Agency, station
rep resent at Ives who have an iinusiiall>'
keen sense of industry responsibility, commissioned Audience Surveys, Inc.,t to
study the listening habits of the 5 to 9
a.m. audience. This, after pilot studies
in Nassau County (Long Island, N. Y.)
and New York Cit>', resulted in a more
extensive project in Boston.
The result of these thrt^^ studies has
been to rouse the National Association of
Broadcasters to think in terms of making
non-listening its major research project
in 1948. They have not, unfortunately,
aroused even the keenest of sponsors to
any unusual activity. Despite general
recognition that all three parts of broadcast advertising, sponsor, agency, and
broadcaster, have a tripartite responsibility for the health of the medium, both
agencies and sponsors generally feel that
getting the people to turn their sets on
is entirely the job of the broadcasters.
What has caused most advertisers to
avoid the audience-building routine is
the cost on the way up. The daytime
Fred Waring program on NBC is one
attempt to increase the sets in use in the
morning. It is a direct result of the
Lazarsfeld-Schneider
study.
Dr. Lazarsfeld divided women (a.m.
audience) into three groups (excluding
employed women, women unavailable
due to deafness or inability to understand
English, or due to illness in the family).
These three groups reported their radio
habits in the following manner:
Serial listeners
Other listeners

29 %
34%

A.M. non-listeners
37%*
*Tftese women listened in the nflernoon or evening, sf^ent
an average of 1.9 hours daily at their radios.

While 63 per cent of all women at home
^(iene Katz is a major finanritil factor in Audience
Surveys. Inc.

listenened in the mornings, naturally not
all this number listened all the time.
The importance of turning the third
group into listeners is therefore apparent.
Lazarsfeld's research uncovers the
(act that the largest portion of the nonlisteners (58 per cent, or 21 per cent of all
available women) was composed of
women who were unable to listen while
doing something else. His contention is
that these women can be made part of
the listening audience IF part of radio is
programed for them — with shows that
do not require continuous listening.
They enjoy broadcasting but they can't
do two things at the same time. Lazarsfeld admits that it is not easy to plan
programs for this group.
In Lazarsfeld's study it is concluded
that the greatest area in which listening
can be increased is among the 34 per
cent of the women who are not serial
listeners.
These women, to quote the doctor, are
"the kind of women who want to be
cheered up or soothed, comforted; they
want radio to divert them from their own
problems." They are also women who
are interested in self-improvement. Lazarsfeld is careful to stress that these
women are not yearning for public
service programs. They want programs
which give them useful tidbits of information— not theoretical or academic discussions. Mary Margaret McBride,
Kate Smith, Professor Quiz, and Margaret
Arlen have the types of programs which

Location

Time Spent in Room
% of Time Awake
62 0%

against vaudeville's ever achieving permanence as part of the entertainment
world — ^and the same variety formula of
presenting unrelated acts failing to
attract great audiences on the air. Independent stations that block-program
have discovered that variety loses listeners. Retaining the same mood of music or
program is essential to continuing successful servicing of an audience.
Lazarsfeld, in endeavoring to establish a psychological bias for women listeners, determined that the types of programs which are furthest apart are daytime serials and music. The program
type closest to all other types of entertainment, as his research uncovered it,
is audience participation, which is no
doubt the reason for the continued success of Breakfast Club and Breakfast in
Hollywood as well as Queen for a Day and
Heart's Desire, to mention four daytime
audience
participation
shows.
Nearest to daytime serial audiences in

Independent stations' marriage of music
and news, according to the LazarsfeldSchneider reports, stands upon a good
psychological foundation. That is why
many stations programed in the WNEW
(N. Y.) manner throughout the country
are first during certain daytime hours.

psychologically akin and cut across conventional income, educational, and occupational classifications which are familiar
in market research. There are one-track
minds in all income and educational
groups. They are, pointed out Dr. L., a
very important part of the listening audi-

r«>iif railio lisl

them concentrate on their listening —
when they listen.
It is the psychological kinship of
groups of listeners, as pointed out by
Lazarsfeld, that has made block programing such a successful device for
both independent stations and networks.
It was this kinship that militated

listening groups are women commentators and the closest to music is news.

appeal to these "other listeners."
Lazarsfeld's study reveals that radio
audiences are built up of people who are

I.4»«*aii4>ii 4»f »i*livilv
oiiiii;^ 11114I 4*oiii*iir-

ence. The very same factor that makes
them concentrate on their work makes

One of Lazarsfeld's conclusions on
combating non-listening is the promotion
of non-serial daytime programs. Be(Please turn to page 66)

l*4^r«*oiit tinio
ill r«K»iii!>i %%Jlli aiic<
\vifli«»iil radios
Listening

location

Radio Listening
29.756
% of Time
in Room
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WOOING

THE WOMEN...
WWJ-TV,

«

Detroit's first and only teievhion station, is busy th«se days wooing

and winning the women's audience.

Pictyred above is Jean McBride, Home

Institute

Director of The Detroit News, in her populor, Philco-sponsored household economics
program. Other current, diversified WWJ-TV
«

shows aimed specifically at v/ofnen

include a fashion program sponsored by the J. I. Hudson Company, Detroit's
largest deportment store; the John Powers Charm School, featuring hints on
etiquette, make-up, etc.; end the WWJ-TV

participation show emanoting from WWJ-TV's

Television Party, a mirthful audience
large studio cuditorium.

Each of these sponsored progroms Is proof of the selling eflrectiveness of television,
and of the programming accomplishments of WWJ-TV
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WASH

ON

THE AIR

{Continued from patie 28)
washing machine industry was o( tlic
opinion that a machine could not be sold
in the price range in which Bendix was
placed. Bendix proved that a better
product, better produced and better promoted, will command a premium price.
Bendix Wash on the Air programs are
proving that it's possible to sell appliances
in the over-$200 bracket on the air —and
that broadcasting can pay off in direct
sales. It also answers the question of
what one-time broadcasts can do.
One dealer who heard that another was

holding a Wash on the Air promotion in
his area, invited his prospects in to hear
the broadcast, and demonstrated the
Bendix in his store while the air demonstration was being broadcast.
He sold Bendix automatics, too.

SATURATION

BROADCASTING

(Cuntiniied Jrom page 55)
Both circuses and ice shows have also
turned to TV for promotion although
none of them have as yet bought time on
the medium. They make such good visual
air entertainment that at present TV sta-

i

WMBR
JACKSONVILLE
CBS
Represented

in

North
by

Avery

Florida
—

Knodel

15 now
I

5000
WATTS

tions scan them "for free." All the shows
are seen not once but several times on the
visual air during their stay in one city.
It's a bit difficult to telecast them and not
a\sa put the live music on the air but they
have been able to do this by clever shifting
from live applause to recorded music back
at the studio.
Curtis Publishing's Holiday saturates
certain areas with each issue. The vacation publication usually spotlights a section of the country, and expects that
section to buy more copies per capita than
any other territory. When they spotlighted the state of Washington they went
into Seattle on KJR, KIRO, KO.MO, for
a three-day campaign, 10 announcements
per station at an average cost of $20 each.
Their radio budget for the effort was $600.
They sold 20,000 copies of the issue in the
area; the usual monthly newsstand sales
in Washington are 5,000. Thus the
localized three-day campaign increased
normal sales by 300 per cent. The campaign wouldn't have been any good without the Washington issue but it took radio
to bring the news of the issue to Washingtonians. The impact of the 30 announcements was traceable, since newsstand
vendors reported that buyers of the magazine said they had "heard about it on the
Bab-0 (B. T. Babbitt) opens doors in
new markets by supplementing its two
network programs {Lxira Lawton, NBC,
and David Harum, CBS) with intensive
radio."
spot campaigns. Embryonic campaigns
are closely-guarded secrets because they
tip off their competition just where an
intensive sales attack is about to be made.
An outstanding example of saturation
during the last quarter of 1947 was the
radio promotion of International Harvester's Centennial Exhibit in Chicago.
While announcements were carried on
WIND, WLS, and pther stations, the
Prairie Farmer carried a two-color page
ad, 176 24-sheet poster locations were
used in Chicago and suburbs, 15 30-by-3feet banners on elevated structures, and
1 1 ,000 posters and car cards were used on
buses and trains.
WBBM, however, carried the major
burden of publicizing the 16-day industrial carnival. It supplied all the talent
for shows which were given in a 347-foot
tent which was part of the International
Harvester eight-acre exhibit. Each day
during the 16 days of the exhibit, WBB.M
broadcast a half hour from the tent as
well as entertained the visiting farmers.
They came from as far away as Georgia
and Texas but the great majorit>' came
from eight states all within the listening
area of Chicago's stations.
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State days
SPONSOR

INDIANA

(Pa.) IS 100%

lo MORE THAN 10,000 men, women

and

children, Indiana (Pa.) is back home. That's
where they spent $17 million at retail in
1946, and that's where they listen faithfully
to KDKA (whose nighttime BMB rating in
Indiana, and throughout Indiana County,
is 100%).
In the BMB

90-100%

class, KDKA

has

19 daytime counties and 24 nighttime counties., a generous portion of the Pittsburgh
market, two-thirds of whose people liye outside the cit)' limits. Altogether, BMB credits
the nation's pioneer station with 1,159,910
daytime families and 1,303,520 nighttime
families. The facts of this amazing listenership are contained in "The Pittsburgh Stor} ."
You don't have a copy? Write, by all means,
KDKA,

Pittsburgh.

50,000 watts. NBC

affihate.

Westinghouse Radio Stations Jnc ('KEX, KYW,
WBZ, WBZA, WOWO, KDKA). Represented nationally by NBC Spot Sales— ffVf^^
except KEX. KEX
by Free & Peters.
FEBRUARY
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represented nationally " ^^ '

63

(IOWA)

,t0o««s" in Brooklyn

. . . but most of its population (1406,
including the new schoolteacher) teams
up to play ball with WMT for good
radio listening? Like a thousand other
communities, Brooklyn listens to WMT
more ihan any other Eastern luiia
Station.
WiVlTland's twin markets — rural and
urban — deliver the highest per capita income audience in the U.S.A. Last year
lowans garnered close to $2 billions from
farming — and nearly as much from
manufacturing.
Reach both these potent markets on
WMT — Eastern Iowa's only
outlet.
■*»VACCBS
-.
Aik the Katz man for details.
■v>cs«»..

. W>ftNSX. .^x^"^

WMtT
CEDAR

RAPIDS

5000 Walts
600 K.C.
BASIC
COLUMBIA

Doy ond Night
NETWORK

were proclaimed when it became evident
that train loads would visit the exhibit
from these states. The greatest state day
naturally was that of Illinois when 65,000
people visited the exhibit. Indiana day
was a close second with 60,000. On
October 19, peak attendance day, 8,000
passed through the entrance gates between three and four p.m., the period during which WBBM's entertainment unit
was entertaining in the special show tent.
International Harvester paid WBBM
$25,000 for time and talent. Sixteen halfhour broadcasts were made direct from
the show tent and all the talent was
WBBM's. This use of radio talent to
"bring 'em in" plus daily broadcasts from
the exhibit halls themselves is using radio
saturation from an entertainment as well
as advertising angle. Harvester is on
NBC with its regular broadcast Sunday
afternoon, Harvest of Stars, but WBBM's
time and talent package was the best presented to them and they used this CBS
Chicago station for the major part of
their job.
The objective was to bring 250,000
visitors to the exhibit. Over 500,000
turned out. One hundred thousand rural
residents from nearby states visited the
Centennial and while IH will not release
sales figures the exhibit was under the
direction of M. F. Pechels, consumer relations director of the great farm machinery
corporation and was a good-will, not a
direct selling, effort — sales in states that
could be affected by the exhibit were up
25 F»er cent during November (over
November 1946).
Saturation broadcast advertising is a
field all its own. Sponsors desiring to try
the device have a long and difficult row to
hoe. Short term schedules are almost certain to be allotted, as several station

Highest in Town
Milli an 8 a. in. lo 10 p. in.

R
E
P
O
HO
share of andienee
33.0*
(total time rated [teriod)

WAPO-Chattanooga-WAPO-FM
I I 5 0

<» N

r II I-; 1) I A I,

Oct. -Nov., 1947 Hooper Station Listening Index
«4

representatives point out, dog availabilities. Each campaign is actually a selling
job on the stations, to get the right time.
Then it's a job to make certain that what
the saturation job has to sell is available
for sale. It's no simple matter to figure
out just when distribution of a new
product is ready for that saturation push.
It's a fine art figuring out just how long
before an event the broadcast fanfare
should be started.
Repetition remains an advertising first
principle. Broadcast saturation advertising doesn't ignore the principle. It just
says what it has to say many times in a
day instead or in a week or a month. It
sets out to establish a buying habit
quicker because the specific advertiser
needs action tomorrow, not next month.
SPONSOR

Paul W. Morency, Vice-Pres.— Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr.— Sis. Mgr.

WTIC's 50,000 waMs represented nationally by Weed & Co.

FEBRUARY

1948

6S

NON-LISTENING
{Continued Jrom page 60)
cause daytime serials have had such a
prominent place in morning schedules,
there is a strong tendency for women to
exaggerate the proportion of serials in
broadcast station schedules and know
very little abf)ut other programs. He
uses this statement to underline the need
for program promotion. He further
emphasizes the need for spreading word
of what is available for dialing, with the
following information: "The majority
of these women* knew of no morning
programs other than those they usually

listen to and it is clear that listening
habits are strong habits which can be
changed most easily by thoroughly publicizing changes in program schedules."
Briefly, Dr. Lazarsfeld in his morning
study arrived at the conclusions that to
cut down non-listening it is necessary to
increase the number of non-serial programs on the air, that there is a need for
programs which do not have to be listened to continuously, and that when new
programs become available they must
be publicized to increase listening.
While the Audience Surveys, Inc.,
study for Katz was more limited than

the
and
and
that

l-azarsfeld-Schneider Investigation,
covered only the hours between 5
9 a.m., it also pointed out strongly
the inability to listen while otherwise occupied was an important consideration inthe high percentage of morning
non-listening among women. The reasons given by 53.9 per cent of the women
for non-listening were "too busy, work
interferes, radio distracts from work,

etc." Programing before 9 a.m. is definitely of the type that does not require
concentrated listening and listening education via promotion is the need for these
hours rather than a change of content.
Boston revealed that "general dislike
of radio" accounted for only 2.1 per
cent of the non-listening time. It also
revealed that almost the same per cent,
2.2, didn't listen because of an expressed
dislike for commercials. In WNBC's
study dislike for commercials rated
practically the same (2.3), as did "not
Although respondents to any radio
interested."
survey are less likely to be negative on
broadcasting than the same group would
be if they were answering research questions promulgated by a non-radio survey,
nevertheless this tiny negative response
to the medium itself is significent.
Indicative of what early a.m. audiences want to hear is the Psychological

ON THE AIR 24 HOURS
DAILY-ALL IN ENGLISHCAN BE HEARD
BY MORE THAN...

mo

MILUOH PEOPLE!
-CHECK

FORJOE

FOR

FACTS

ABOUT

Corporation report for WNBC
"Old
favorites" (music) leads the desired report with 24.6 per cent of those surveyed.
.More news is desired by 16.9 per cent
and news is the program type that most
listeners want to keep. Of those surveyed
28 per cent (and they were distributed
throughout the five boroughs of New
York and several counties of New Jersey) were insistent on keeping news in
the morning
schedules.
In spite of the great number of stations
serving the metropolitan New York area
46.2 per cent of those surveyed reported
that they didn't listen in the morning.
Non-listening is largely the result of
inertia— inertia among listeners, inertia
among networks, stations, advertising
agencies, and sponsors. The inertia
among the listeners exists largely because of the inertia among the other
factors in broadcast advertising. It
needn't take a Fred Waring show investment ($18,000 a week) to rout nonlistening. It can be done with low-cost
shows well promoted. Reducing non-

DETROIT'S
ALL WJBK

MOST

PROGRESSIVE

mOGItAMS
ON

BROADCAST

WJkK— FM 93.1

STATION

SIMULTANEOUSLY
me.

listening is everybody's business. It's
more important than fighting for an
audience that the other advertiser or
station already has.
* l'ho%t cmered by Ike Lazarsfetd-Schneider study.
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VOUR

NOW

HSTE^AERS

CAH

Preset! ting A tn erica ^s
Most Sensational New

DISC JOCKEY
5 Hours Weekly of Platter
Spinning

The Nations Foremost Composer and Band Leader Featuring
TOP

TUNES

STORIES

BEHIND

AND

INTERVIEWS

ON

RECORDS,

DISC AND
WITH

MUSIC
FAMOUS

MAKERS
STARS

ON TRANSCRIPTIONS.
This

When the Duke hits your city, you can count on a Personal Appearance.
ALL-STAR
talent now available at rates low enough to meet station budget.

The Duke Ellington Transcribed Disc Jockey Show CAN'T

DON'T WAIT - YOU

MAY

MISS —

BUT

YOU

CAN.

BE LATE!

Sold exclusively to one station in each city.

A WMCA

Artist Bureau

Production

Distributed

Nationally

By

"/rvoT/z^ S. (l<roc/?rva/n^
RADIO

19 EAST 53rd

STREET

^ rile - \X ire or Phone Your Reservation NOV(

NEW

YORK. N

Y.
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How do you turn an
HONEST DOLLAR?
In your own backyard you probably know the answer. That's the way it is with us. Here
in Big Aggie Land, for instance, we know that farmers' cash comes from the sale of livestock, poultry, crops and allied products. And, believe us, they are getting plenty of
cash. For the first nine months of 1947 only, here are the U. S, Bureau of Agricultural
Economics figures for average cash farm income in the five states in Big Aggie Land:

SOUTH DAKOTA
IOWA
NEBRASKA
NORTH DAKOTA
MINNESOTA

Average

$7,213
$8,122
$7,571
$7,060
$4,918

Cash Income
First Nine
Per Farm —
Months of
1947
Only

We repeat, that money came from selling livestock,
poultry and crops. Now take a look at the percentage oF
the entire Five state total of those products found in the
WNAX
BMB area.* Big Aggie's share is 74% of a//
cattle; 71 % of a// milk cows, 68% of a// swine, 72% of
a// poultry and 73 9i of a// turkeys. Yes, Big Aggie
reaches the big share of this rich five-state market. And
WNAX
is the favorite station with the farmers who make
the kind of money

shown above.

Let us or a Kati man

give you the details of a WNAX
program that will sel
your product in this tremendous market.

FES
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Second Petry Spot Study

OF

CITY FOLKS

IN THE

SOUTH'S No. 1 STATE
WITHIN

OUR

Primary+Area
• WINSTON-SALEM
• GREENSBORO
• HIGH POINT

2.5 MV/M
MEASURED
SIGNAL

210,200 PERSONS
$179,469,000 in Retail Sales
$283,685,000 in Buying Income

We Lead Day and Night
in This Big Tri-City Market
Write for our BMB

DATA FOLDER

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

(J)

STATIONS

NBC
AFFIUATC
National Raprasantatlw*
HEADLEY-REED COMPANY

FEBRUARY
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After a four'month delay due to print'
ing and other problems, the Edward Petry
organization has released its second study
of the effectiveness of spot announcement
broadcasting. The figures, as indicated
in Sponsor Reports last June, are lower
than those reported in the first Audience
Measurement of Spot Radio Commercials
(as the Petry study is now called^. This is
due to a change in reporting technique.
Nevertheless the figures are testimony
to the efficacy of spot announcements.
According to the report, an average of
25% of the residents of St. Louis heard
the eight guinea-pig commercials during
the first month of the survey (January
1947) and an average of 32.6% heard
them the second month (February 1947).
The audience for the individual commercials ran, in January, from a high of 36%
for Kools to a low of 1 5.2%, for Absorbine,
Jr. In February the high was 42.8% for
Trans World Airlines and the low, 21.5%,
for du Font's Zerone and Zerex. Du
Font's schedule was ten 1 5-second straight
announcements in marginal time.*
None of the schedules were extensive,
the largest being Kools' with fifteen
1 5-second commercials also in marginal
time. Smallest schedule, as far as frequency isconcerned, was used for Paramount Pictures — four spots a week.
Since stations and station time varied
with each commercial and since the commercials themselves ranged from oneminute transcribed singing announcements to 1 5-second live talk, it's notpossible to compare conclusively the effectiveness ofthe eight air advertisements.
For the record, the Petry report warns
against comparisons not only between the
eight commercials in this report but
between this report and the first survey,
due to difference in survey formula.
Certain hints (if not facts) may be
gathered from the report. Singing commercials do better than straight commercials. There were five of the former and
each was heard by 27.5% of St. Louis
residents in January and 34.2% in February. The non-singing announcements
were heard by an average of 22.8% of
St. Louis in January and 27.9% in
February. In other words, musical spots
gathered 4.7% more audience in January
and 6.3% more in February.
The announcements were heard on
practically all of the AM commercial
{Please turn to page 70)

D'ARTEGA
and

THE
CAVALCADE
OF MUSIC
A

gala musical prosram

oF

halMiour duration — available,
on transcription, April 1.
"The Cavalcade of Music" embraces D'Artega and his 35piece pop concert orchestra,
assisted by a 16-voice chorus,
with weekly guest shots by well
known instrumental and vocal
artists and outstanding novelty
groups.
"The Cavalcade of Music"
series will run for 52 consecutive weeks. It is expressly designed for local or regional
sponsorship. For full particulars
and availability of territory
write, phone or telegraph.

LANG-WORTH
INCORPORATED
113

W.

57th St., New

York

1948
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transcribed

for Local and

Regionol

Sponsorship

St. Louis stations. KXOK.

KWK,

WIL,

KSD, and KMOX. Apparently the results had nothing to do with the stations
used, or if they had, correlation is impossible from the report. St. Louis was
chosen for the tests because the Petry
station representative firm does not have
a client in this market and therefore could
not be accused of personal j^ain from
underwriting the survey.
There were 3,228 interviews completed
for the report. Of these, 62.3% thought
that broadcast advertising was "about
right," 31.9'; thought the commercials
tcx) long, \3% thought them too short,
and 4.5% had no opinion.
Although the scores for the singing
commercials tested were higher than the
straight talking ones, 43.1% of the respondents stated that they preferred
spoken advertising. Only 29.5% voted
for singing. There were 20.4% who
wanted status quo. What they meant by

fi
are your Mgures,
Mr. BMB. More proof
that WPTF is the No.
H ere

(T) Salesman

in North

Carolina, the So.uth's

No. © State.

/-

this isn't indicated, if they were singing
commercial fans, this would throw the
weight to music.
The only two suggestions for improvement of radio advertising that received
over 9% of the votes were "Do not break
into programs with commercials — have
them at the beginning and end of the programs," and "Make them shorter." The
former had 9.7% of the votes and the
62.5%.
latter 9.2%,. "No suggestion" gathered
*Marginal lime in this report is bejore H 4. M
10:30 l\ M

BROADCAST

and iifler

MERCHANDISING

(Continued from page 19)

AMERICAS

No. 1 BAND

cowboy, a cocked thumb, and "Howdy
Podner" all over town. Any club or
other service reported for discourteous
treatment lose; its sign. KENO promotes the courtesy idea 100 percent. It
even explains in the sign over its doorway
that KENO is a "radio station." In
Nevada some passersby otherwise would
be sure to think that it was a place to

IN

AMERICA'S No. 1 SHOW! A
dazzling star-studded radio program. Fifty-two half hours
available for local and regional sponsorship at your singlecity ()rorata cost.

play Keno.
KTOK, Oklahoma City, fights juvenile de-

NEW

70

'/; BMB

457,840 FAMILIES
90-1007,
80-100%
Penetration

Day-time
Audience
Families

70-100%
60-100%
50-100%
40-100%
30-100%
20-100%
10-100%

180,280
288.830
303,080
319.030
368.5)0
41
1,850
398.030
442.390
457.840

X' WPTF'S Audlerife
taining Complete BMB
formation b/Counties
Cities available upon

Reprint conaudience Inand measured
request.

linquency through "The Crusaders " an
organization it established with Rev.
Walter Gilliam. Practically every station in the nation has attacked this problem at one time or another, as have the

WRITE FOR AVAILABILITIES

CHICAGO

WPTF'S
BMB
AUDIENCE

YORK

• HOtlYWOOD

networks (CBS' The Eagle's Brood was a
1947 highlight). KTOK's approach is
different. The job of "The Crusaders" is
to make religion real to youngsters and
direct their energies into constructive
channels. It has worked. Truancy has
decreased over 42 per cent and juvenile
court cases 7 per cent in one \ ear. Doing
a job in a real cause week in and week
out is good audience promotion.
FRlL

&

PlTlRS

ReirTse'n

SPONSOR

DOLLAR VALUE
DOLLAR RESULTS
ON CFRB
You can reach more listeners on CFRB — dollar for dollar —
than any other Toronto station:
And that statement is backed up by these facts.

On CFRB,

each advertising dollar buys:
2,795 potential radio homes

after 7 p.m.

3,475 potential radio homes between 6-7 p.nt.
5,195 potential radio homes

at other times

Yes, more LISTENERS for your dollar . . . more SALES for your
dollar — because you reach a buying audience in a buying market!
That's why advertisers stay with CFRB so long and so happily.
They've found that they get value AND results — on CFRB!

mm

REPRESENTATIVES:
UNITED

STATES

Adam

J. Young Jr. incorporated

CANADA

All-Canada

Radio Facilities Limited

TORONTO

Looking forward to the next twenty years!

Mned and unsiifned
/ldoe^Uliin<^ /Icf-etui^if, PeAA^am^e.1 Qltatt(^eA,
NAME

FORMER

Kilward A. Altshuler
Tod Hyrcin
<;corftc
Chatfii'ld
Richard I.I>ana
K. (;. Kiscnmunfier
SlicTman K. Kills
James Kmniett
Irank Kllnt
Milchi'll (irayson
llorace Ilaftcclom
I.istir M. Horner
Dale Jo.si'plison
llerhert F. Kinft
A. I.. Lleberman
K. C Livingston
Rohert A. McAnulty
Si lire H. Nelson
Martin J. Newman
I'aiil Olafsson
Rudolph Pecorinl
(ieraldII.I".Pii)ih
Perry
John
Frank Ryhlick
Bernard L. Sackett
<;retchen Sharp
John Sheldon
B. Weston S telle
K. (;. Stephens
Theodore 1 . Toole
Henry Turnbiill

NEW

AFFILIATION

.Same, asst TV dlr
.Same,
Same. vp
TV. motion picture consultant

Ross. Gardner & White, L. A., publ. radio dlr
N. W. Ayer. H'wood.
Kenyon"&
Y. Y.. radio dept
Foote,
(;oneEckhardi,
& Beldinft.N. N.
Dancer-Fltzfierald-Sample, Chi., tlmebuyer
LaRoche & F.llis. .N. Y., special consultant
McKlm.

Toronto

Craven & Hedrick. N. Y.. vp
Montgomery
Ward & Co, Chi.,

asst

media

dlr

William B. Reminiiton, Springfield. Mass.. vp

William B. Remington. Springfield. Mass.. \
Mayers. I.. A., acct exec
Dancer-Fltzgerald-.SampIe. <;hi.. media dept
Grant. N. Y.
Rateliflfe. Dallas
Frank Oxarart. I^. A.
Ross. Gardner & White. L. A.
Sackett & r*rince. N. Y.. partner
Swaney. Drake & Bement. Chi.
Geyer. Newell & (Janger. N. Y.. acct exec
Stewart-Jordan.
I'hila. mgr
MacLaren. Vancouver,

Travis Wells

AFFILIATION

Roy de Groot
Consultants.
N. Y.. radio script consultant
.Swaney. Drake & Bement. (;hl.. radio dlr
Diorama Corp of .America. N. Y.. sis. mdse dlr
.Swaney. I>rake & Bement. Il'wood.. mgr
.Same, radio dlr
Kenyon & Eckhardt. N. Y.. TV producer
Kiesewetttr. Wetterau & Baker. -N. Y., vp
.Same, media dlr
McAnulty & Josephson (new). Portland. Ore., partner
.Same, partner, exec vp
Peck. N. Y., media dlr
J, Walter Thompson, Il'wood.. TV producer
McAnulty & Josephson (new). Portland. Ore., partner
.Same,
partner,
Williams.
L. A., head
vp

Booth. Vlckery & -Schwinn. N. Y., pres

John W. Shaw. Cni., media dlr
Same, media dlr
Perry Advertising (new). I>allas. head
Marketers. I,. A., media, research dir
.Same. TV head
Bernard L. Sackett (new), Phila.. head
I.eN'ally, Chi., media dlr
.Same, asst group dir
.Same, vp in chge new business
Harold F. Stanfield. Montreal, acct exec
Universal Labs. Fast Orange. N. J., pres
Dancer-Fitzgerald-Sample,
-N. Y., .Standard
exec

I.ennen & Mitchell, H'woou.. radio mgr

Brisacher, Van Ncrden. L. .\.. acct exec

Brands

acct

Spxyt^icA, PeMxi4d.iiJei GUa*t(^e.l
FORMER

NAME
Siorrs J. Case
Donald Lourie
Marvin C;. Eunde
William K. Shaughnessy
Frederic J. Trump

yVeo/

A<f,e*u:'if' /lfift(Unt*ne.i^uiA>

Oiiaker Oats Co. Peterborough. Ont
Jack Ouinn Co. I afayette. Calif
Peter Reeves Inc. N. Y
Regin Bros Co Mnpis
Robinson Lloyds Ltd, N, Y
Calif L. A
Alhambra.
John .Schumacher
Southern
C;ilifoiniaCo.State
Dental .\ssn.
Tivlor-Reed Corp .N. Y.
Tillamook Count v Creamery Assn. Tillamook, Ore.
Trans-Atlantic Airlines. N. Y
Vernon Building Supply Co, L. A
Western Air Lines. L. A
(xirp of America. N. Y
Wire Recording
Liquor Co, Milw
Wisconsin

L.„

AFFILIATION

Sun Oil Co. Phila.. adv mgr
Same, pres
Same, adv mgr
Nii-Fnamel Corp. Chi., adv mgr
McCann-Erickson. N. Y.. Revlon Products acct exec

Tire distributor, \an .Nuys, Calif,
(,)uaker Oats C:o, Chi., exec vp
.Sears. Roebuck & Co, Chi,
Chicago Daily 'I'imes, chief prom wxiter
Royal Pharmacal Corp, N. Y., pres

SPONSOR

nil(K( ARV

NEW

AFFILIATION

(Continued from pOi^e W^
PRODUCT

Of service)

Quaker products
Garden supplies
Groceiy chain
Holsum bread
Dry Iniptratr.r Champagne
honey
Bottledassn
Trade
Vlchv antacid pastilles
products
Dairy
Air travel
.
Building supplies
.
Air traveL
Wirew ay Recorder
Peter Pan wine

AGENCY

Spitzer & Mills. Toronto
Ad Frii-d. Oakland
Wiley, F razee & Ihivenpori, N, ^ ,
Olmsted & Foley. Mnpls.
\Mley, F'razee & l>avenp<irt, N. Y.
\\ illiam Kestcr. H'wood.
Bishop. L. A
St. Georges & Keyes. .N. 1 .
Botsford. Constantine & (iardner. Portland
J. R. Kupsick. N. \ .
!i'':'• »"»'"li'-• "^
L A.
Buchanaii.

Dcrland. N. "k
Schoenfeld, Huber & Green, Chi.

IVIS
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implemert _
of Argos, IndiqiK

MERCHANTS

in towns throughout Midwest America know WLS

t .«

—

and know the impact ^^"LS has on their customers. L. W. Ritter, proprietor of the Argos Implement and Supply Co., Argos, Indiana, is typical.
"W'LS is the most popular station around here," he sa)s. "All the farmers
listen to W'LS. In fact, everybody has some program they listen to on W'LS
sometime during the day."
Before opening his own firm last May, Mr. Ritter worked for 12 years
in the town's hardware store. His customers are all personal friends — he
knows them well from living with them and serving them this long time.
We know these people, too. For 24 years W'LS has lived with them, ser\ed
them. To listeners on farms and in towns thrciughout the Midwest, W'LS
has given the information the\ need, the entertainment they want.
Mr. Ritter's reaction to W'LS is typical of most small town merchants —
and Argos is t\ pical of most small towns in the WLS area. It's a minor trading center (population 1,190) 32 miles south of South Bend, in Marshall
County. W'LS has the highest BMB in the county: 89*7^ day and 88% night.
Total population is 25,935, with 78^^^ rural. Retail sales in 1946 were 181/2
million dollars, 3'/? million of this in food sales, almost half a million in
drug sales.
Here's an important market — \et onl\ a small part of the market intensively covered b) W'LS. In Argos and Marshall County, as in many other
Midwest communities, WLS is the leading radio station — most listeners,
most influence . . . and the merchants know
it. For further details about W^LS — its audience, its market, its results — ask any John
Blair man.
PRAIRIE
FARMER
STATION

CHICAGO
AFFILIATED IN MANAGEMENT
FEBRUARY
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890 kilofycles, 50.000 wotts, Ameiican
alTtliale. Represented by John Blair &
Company. WIS covers intensively 288
counties in tffiriois, Indiana, Michigan,
Wisconsin and bordering states.

7

WITH THE ARIZONA

NETWORK:

KOY, PHOENIX

. . . KTUC,

TUCSON

. . . KSUN,

BISBEE-LOWELL-DOUGLAS
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TV FILM
{Continued from page 32)
audience and was dropped only because
the sponsor and agency decided upon a
change of pace — wanted a newscast and
wanted to present films of the Winter
Olympics. These Western films being
costume pieces for the most part do not
seem as dated as other pictures released at
the same time. They cost Chewy an
average $150 a showing, which is far less
than most feature-length pictures can be
bought for when they are available.
First-run foreign films, many of them
with dialogue ghosted in English, will be
available. The New York television audi-

ence recently saw African Diary, a French
fiKn with dubbed-in voices. The reaction
generally was not gfxjd since the "voices"
did not do a satisfactory job and the
picture itself wasn't good enough to overcome that handicap.
Film Equities, the firm that released
African Diary, has some 150 featurelength pictures available for TV. The
one-showing fees vary with each picture
and with each market. They run from a
floor of $ 1 50 to a present ceiling of $2, 500.
Practically all stations scan serials.
WRGB, Schenectady, the only television
station to continue on air during the
war, was also the first to present serials.
Now Last of the Mohicans, Lost Jungle,

WISCONSIN'S
Aeiued^ ana

Fighting With Kit Carson, are making the
rounds and will be seen on WPTZ, Philadelphia; WWJ-TV, Detroit; WMAR,
Baltimore; WBKB, Chicago; WTMJ-TV,
Milwaukee; and WMAL-TV, Washington, D. C. The last is presenting its
serials five times a week, the rest once a
week. These are not modem-costume
serials and are therefore not affected by
changing fashions. They're quickies, pictures made with a limited budget and a
semi-name lead. They have relatively
great viewing audiences among the
children in television homes and amazingly enough, no matter how corny, when
they are aired at a time when adults are at
home and available for viewing, they also
have sizable adult audiences. This has
been checked on the WCBS-TV presentations of the serials on Sunday evenings at
7:15 p.m., a special survey revealing 2^
men, 2 women, and 3 children per viewing
set for the serials. In surveys made by
NBC and CBS, feature-length motion pictures have rated almost as high as sports,
which thus far have led all polls. Hundreds of respondents in these surveys have
voted for feature-length pictures.
Few pictures less than 10 years old arc
available for release on the air. Most
usable footage dates back not further than

AFFILIATED M. B. S

to produce the shows
that 1,000,000
North Jersey

^ cLi/
^^ 3, ^04
1070MADISON
WISCONSIN

homes

Represented by HEADLEY-REED
74

prefer.

the radio station of the

COMPANY

SPONSOR
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about 1932 but many pictures taken long

ment is said to be for U. S. Rubber), all
the big four, despite official denials, have
assigned a group in their film laboratories
to cutting pictures that have rested on the
shelves for over 10 years. These experimentally-cut pictures have been seen by a
number of TV producers and are said to

before '32 are seen. Despite this, in a
television home an old picture will outdraw a top'ranking radio broadcast. Ob'
servers have been saying that the interest
in old films on TV is traceable to the
novelty of television and will die. Yet
in a recent (December 1947) survey made be better than much of today's available
by a leading rating organization, interest footage. Hollywood won't be caught
in film features in homes that have had short.
receivers for five years or more is as high
Photographing live shows from the face
as it is in homes that had sets installed of an iconoscope (TV receiving tube) has
been experimented with for some time.
during the past 1 2 months.
Sponsors are warned to make certain Paramount and Eastman Kodak have
that any pictures they sponsor have been cameras for that purpose, the latter's sellproperly released for the medium. There
ing fo{ /i$9,000 — with full sound equiphave already been cases of television stations' broadcasting films from home
rental libraries that had not been cleared

ment, $25,000. This will enable producers to film on an off-the-line basis as
they do frequently in transcribing sound
broadcasts. The problem in this case is
establishing a union rate for the actors
which will make it possible to release
these films for showing all over the country. Although this has been raised as an
insurmountable barrier, no one at the
stations or unions involved believe it is.
Jerry Fairbanks is the only picture producer who is actually filming pictures for
TV, doing a series of mysteries written
and photographed for home consumption.
The first of his television series is Public
Prosecutor with John Howard,
Anne

EXTRA
REAC

for air use. It's not expected that the
players in the pictures will sue stations or
sponsors but there is a possibility that the
producers of the pictures will hold both the
station and the sponsor responsible for
any pirated showings, even if these showings were made by station and sponsor in
the belief that the films had been properly
cleared.
Although Universal is as far as is known
the only producing company actively
reediting film for TV (their present assign-

GETS
EXTRA
RESULTS
KXOK

ALONE

DELIVERS

OVER *22.1% OF THE LISTENING AUDIENCE "MORNING • NOON
NIGHT" IN THE THIRTY COUNTIES SURROUNDING ST. LOUIS
Like the Mrs. illustrated above, KXOK has a long and aggressive reach
which means extra sales for advertisers. It costs more to do business today
which makes it imperative to increase sales volume. KXOK "reaches" and
influences buying power in an area described by BMB as ll.i counties daytime.
98 counties nighttime. 30 of these counties were surveyed* l>y KXOK and
22.1% of the listeners make it a habit to tune to b'M) on the dial (bless that
clear signal). In these counties live a million spenders, like the Mrs. in
the illustration ... a plus market to St. Louis from which advertisers reap

Offices in Chicago
New York • Detroit
St Louis • Los Angeles
San Francisco

«

extra profits through KXOK's

«

^

JOHN
BLAIR
LEADING

RADIO

Based on a com prehensile coincidentat
survey in thirty counties surroutiditifi
St. Louis, (her 109,000 calls uere
completed by Ednard G. Duudy
and Co. Ask your John Ulatr Man
about this revealing survey . . .
oJlfices conveniently located in
\eu York, Chicago. Detroit. St. Louis.

L COMPANY
BEPSESENIINC

extra reach.

Los Angeles and San h'rancisco.
STATIONS

ST. LOUIS 1, MO.
630 KG . 5000
Owned
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and

operated

. CHESTNUT 3700
WATTS
• FULL TIME
by

the

St.

Louii

Star-Times
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Gwynnc, and Mary Beth Hughes. His
rates are $1,500 for New York down to
$300 for Schenectady. These fees include
two repeat telecasts of the films in the
same areas originally covered. A second
series, a situation comedy serial, is scheduled to go before the camera this month,
and his third series, a daily juvenile program, will be filmed shortly. Public
Prosecutor and the situation comedy
series will have 17 episodes available,
r^airbanks has set up a discount structure
for sponsors using more than four stations.
Another Hollywood producer is Edgar

Bergen who has made some films with his
well-known puppets and has made several
public announcements about his big plans
for television. Details are still under
wraps although Bergen is really serious
about his producing for TV.
Besides the entertainment film that will
be available from film exchanges, it's estimated there are some 25,000 commercial
and educational films which have been
made for commercial purposes by big corporations and schools. Firms like General
Motors have their own film departments.
U. S. Steel spent $900,000 for a single
full-color film on the making of steel.

Jam Handy, rated by many as the leader
in filming of industrial film, will make
them for sptinsors at anywhere between
$20,000 and $80,000 per reel. Ford made
one not long ago that cost $250,000.
Many of these industrial films, properly
cut, make excellent television subjects.
NBC has a regular program on the air in
which industry films are aired as one-shot
presentations. Organizations buying this
spot for their pictures have run the gamut
from the Chicago Tribune and the American Telephone and Telegraph Company
to Fir Door Institute and COj Fire Fighting Equipment. Viewer reaction has been
uniformly good. The showing of these
pictures, which are tied together under
the general title American Industry on
Parade, has opened the eyes of many
advertisers to what can be done through
television with film.
Over 125 film firms are at present interested in the television field, either actively
or as an eventual market. They are
divided into "we cost a lot" and "we
make TV film at a price" groups. Stations and agencies think there's a place
for both. As yet the man who pays the
bills, the sponsor, hasn't made up his
mind— although he's becoming more and
more aware that film is an integral part
of television.

In Advertising,
it's the RESULT
that
counts!
Local Advertisers bought over 2000
"spots" on WKAX during December.
These buyers are on the scene . . .
in a position to see the result.
WKAX

is a heal station. Programmed to please local tastes.
That's why we can sell your merchandise tolocal people.

COVER
ALABAMA'S FIRST MARKET

with

WKAX
BIRMINGHAM, ALA.
1000 Watts

900 KC.

Ganus C. Scarborough
Gen. Mgr.
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PITY

THE

POOR

SPONSOR:

Yes. ..pity the poor Sponsor. ..who listens to the claims of competing
stations,* Then, he gets swamped

with Hoopers.' Then, he's bewildered!

He's the fellow who pays the bills. And, to HIM... ^^^ in Cleveland,
makes more than claims and promises.
thru results:

The proof?

antly done more

program

We make nnoney for sponsors

For the past 6 years

WHK

has consist-

business with local sponsors (who can

results the most closely). ..THAN ANY

OTHER

CLEVELAND

watch

STATION!

WHK
RETAILERS' CHOICE
IN CLEVELAND

FEBRUARY

1948
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* * • NBC's Midwest TV network
will get under way even before the
scheduled September 1. Around that
time NBC's owned and operated station
in Chicago will be transmitting and serving KSD-TV in St. Louis, WTMJ-TV
in Milwaukee, and WWJ-TV in Detroit.
* * * With Emerson Radio and PhonControl of TV set distribution informa
ograph making available a 10-inch viewtion will shortly be in the hands of the
ing tube receiver the trend downward in
Broadcast Measurement Bureau. Radio price in TV receivers has started. EmerManufacturers Association estimates and
son's viewer is retail-priced at $269.50
those of other associations like the Tele- and Dorman Israel, executive vp, says
vision Broadcasters Association haven't that their production schedule calls for
satisfied advertising agency and sponsor 500 receivers daily. Philco announced,
executives. The announcement that during week of January 26, a set using
BMB has accepted the tabulating and a seven-inch tube, priced at $199.50.
validating job has been greeted with
huzzas by all industry factors.
* * * Buyers unable to attend the
* * * While waiting for the official big markets in their fields were given a
BMB statements the representatives of preview of the future on January 12 when
the District of Columbia stations(WNBW, WBKB covered the Chicago Home furnishing Market with its cameras for two
WTTH, WMAL-TV) are issuing figures
jointly. The first February figure was hours. While no attempt was made to
7,500 receivers privately owned. Sets are have this a trade showing, since it went
flowing into Washington homes at the on the air for all who had receivers to
rate of 1,000 a month.
see, the clarity of the exhibits made
the modification
of the rules required
to make this possible is being written.
* * * The Dixie FM network has
become part of the Continental FM Network in presenting the music of the
Rochester Symphon\' Orchestra on Friday evenings from 8:30 to 9 p.m.
* * * Wherever arrangements can be
made, live music is coming to FM stations even if it can't go forth on any
FM stations will shortly be operating FM network (except the Rochester Symunder the same license conditions,
phony on the Continental chain). Latest
with respect to length of license period, group to be FMed is the 15-piece string
as AM stations do today. This does not section of the San Francisco Symphony
mean that all stations on the air will have over KRON at 3:30 to 4 p.m. on Sunthree-year licenses but those who have
days. The local General Electric disqualified for regular commercial licenses
tributor is underwriting the broadcast.
* * * More than half the TV sets
will be assured of tenure for that period.
An official statement by the FCC to this in production also include FM sound
effect may not come for a number of bands and are used to enjoy FM programs as frequently as they are used to
months but spurred by NAB's petition

Philadelphia is turning out to be the
nation's number one FAX city, with both
WFIL and WCAU claiming to have
been first in serving the Quaker City
78

with newspap)ers via the air. The rivalry
is natural, since the stations are owned
by competing papers which have never
given an inch, the Bulletin owning WCAU
and the Inquirer owning WFIL.
WFIL is air-printing two editions a day
of the Inquirer, an eight-page at 2: 1 5 p.m.
and a four-page at 5 p.m.
* * * Many newspapers are appl>'ing
for FM licenses as a hedge against the
day when they will have to use FAX to
hold their press leadership in their areas.
FM is used to transmit facsimile copy.

merchandise men state that holding
annual market conclaves via TV is not
just a stunt idea.
* * * Just as in Boston, where a
TV audience was built prior to WBZTV's actually taking the air, so are
audiences being built in New Orleans and
Atlanta and many other cities throughout the U. S. Although not yet on the
air WDSU worked with RCA, American
Broadcasting Company, and the Sugar
Bowl Committee presented basketball,
boxing, and the Alabama-Texas Sugar
Bowl game for three days, December 29,
December 30, and January I. The programs were not on the air but were fed
to the receivers in the Monteleone Hotel
and were seen by around 500 a day. In
Atlanta the demonstration was under the
direction of WAGA which has a TV
license for the city. Sets have been
placed in department stores. Programs
mix fashion shows and straight entertainment. Following the department
store demonstrations a WAGA mobile
unit will tour schools and neighboring
towns.

view visual programs. DuMont's
special tuning device covers all the FM
channels as do some of the bigger sets
produced by other manufacturers.
* * * While distributor salesmen and
service staffs are being indoctrinated with
FM by many of the big manufacturers
(G. E. and Westinghouse are doing extraordinary jobs) the retail salesman in
hundreds of areas is being left to shift for
himself or worse being fed anti-FM
propaganda. Only in areas where stations
have accepted the dual assignment of
selling the full-range staticless quality of
FM as well as putting good programs on
the air have the salesmen been indoctrinated. Ifretail radio salesmen are proFM in any area, it's the best indication
that any sponsor or agency executive
could want that FM is a growing medium
in that area.
* * * Experiments indicate that a
two-column newspapx'r is best for FAX,
three and four columns having been
tried also. No minimum space has been
set for advertising as yet but department
stores studying the medium have thus
far decided that less than two inches in
depth
be reason
productive.
* * wouldn't
* The only
more publicity
hasn't been given FAX is that the FCC
is so tied down with TV, F.M, and AM
license applications that FAX has just
had to be given short shrift.
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The common

cold accounts for more millions

of lost man-hours every year than any other ailment. And

IN V^

IVI V^ 11 1

WN^L-L^w!

now for the first time in history,

we have tangible reason to hope that this menace to all mankind may be banished. Recently
two doctors from the staff of the United States Public Health Service Department definitely
proved that colds are infectious. They have isolated the infectious agent which causes a
cold, and have determined that what is needed

is a vaccine. Mow

apparently the doctors

have the raw materials with which to make one.
And

just as science is striving constantly for a better tomorrow, so the Radio Industry has

a vital interest in the future and is trying always to make tomorrow

more

enjoyable for the

listener and more profitable for the advertiser.
WSPD

is proud to be a part of this rapidly expanding Industry!

A QUARTER

Just ask Katz

FEBRUARY

194«

CENTURY

D
SPWATTS
W
5000

• THE

VOICE

OF

TOLEDO

TOLEDO, OHIO
79

CHECKING

SPOTS

{Continued from page 29)
product appeal seems to be the same as
that of the product which paid for this
test.
Ronzoni Macaroni uses Italian language broadcasts to reach Italian New
York and New Jersey. Since this is a
very tight market Mogul makes monthly
contest che ks to determine which of the
stations broadcasting in Italian to use.
In New York at present Mogul's check
revealed WOV reaches four times the
Ronzoni prospective consumers that the
second station reaches. The contest most

recently employed gave away an Italian
language magazine, a sure way of checking an Italian audience.
Station checking
for clients costs
Mogul about 10 cents per return, including costs of time, talent, prizes, mailing,
and handling. This contrasts with costs
of contests run on the networks that,
taking
into consideration
the same
factors that Mogul uses, cost from 50
cents to $1.00 per inquiry.
It must be
stressed that the network contests have
as an objective the increasing of the size
of the program's listening audience as
well as
hypoing
sales Mogul's generally
onlv
check
audiences.

wm\ mm
ISI Tllli

soiTii um

I

Mogul does get a sales lift for clients
from each contest sufficient to justify
, contest costs. He also runs contests that
' have direct tie-ins with sales but these are
seldom used to determine the listening
impact of a station. These contests resemble the Well-Dressed Man competition, in which a panel of Broadway
chorus girls judge listeners who come to a

: specific store on a specific day. It's a good
stunt but not a station check. The same
is true of Mogul's Cinderella plan. Women listeners are told that in a specific
National Shoe store at high noon a box
will be opened containing a pair of shoes
that even Cinderella would have loved to
wear. The woman in the store at that
time whose feet fit the shoes receives the
shoes free. All the women in the store are
checked on whether or not they heard the
offer on the air so there is a station control involved even in this offer. However
because it involves consideration (being
in the store) and because it can only
reflect, at the best, the appeal of the
station in the neighborhood in which the
store is located, this formula isn't used
to determine the complete listening
audience to a station.
Through localized offers such as this,
Mogul has been able during the 18 years
he has been in business to acquire a
check on stations that enables him to
pinpoint advertising for a specific neighborhood. Recently in Hackensack,
N. J., National Shoes opened its 71st
store. Mogul went to his "Broadcast
Control" file, found that Station WNEW
had a solid listening audience in Hackensack, and so this station was used to
saturate this Jersey town. The store
opening is said to have been the biggest
since National Shoe went into business.
The equivalent information developed
by contests is not available from any
research organization. If a research
organization were hired to obtain these
figures for Mogul the costs would be
fantastically high. Mogul stresses that
the contests are nothing outstanding;
the follow-through, nothing that any

a-^-^
WSI5T enjovs llio long and la.'^liii'r
frien(lslii|) of its lisleiiers. For mow
than 25 years people in the South
Heiid area have heeii listening to
this station. I he\ grew

up with

WSin' and dtptiid on it as a pleasant necessity in their lives. Because
it has so many friends, \\ SBT makes
sales. Local, national, and network
advertisers know

PAUL

R

A

this for a fact.
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NATIONAL

5000
960
COLUMBIA

WATTS

KILOCYCLES
NETWORK

REPRESENTATIVE

mediumever tosize
agency
handle. Howobtain
thiscan't
information
on a
national basis is something that no
agency has ever attempted. Mogul
doesn't even suggest that it be tried for
all stations in the nation. However, it
can be done to check the stations used
on any single campaign.
Spot -listener-test
campaigns don't
have toproperly
be run
blind
campaigns
conceived will give the information required and when it's required.
Mogul has proved it in the metropolitan New York area.
SPONSOR
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Always giving something extra! '^

*Just ask your
Raymer

representative

LARGE
AND LOW
Clearlv. effective nelwork leadership must
staml on two Ic^s. not one:
1. LARGE AUDIENCES,*
yes. but large audiences . . .
2. AT LOW

COST"

J'or tli«' -oimd leasoiis noted in our
l()(tlnott'> l>elo\v. lou^h-niinded advertisers
never i<£nore tlie practical relationship
between size ol audience (large !) and
cost ol audience (low !). And by this
rijiorous standard. CBS is the most effective
network in Radio, today...
For CBS — where 99 million people gather
eiuTx m'i>k — delivers LAR(iE audiences
(If ihr LOW KST cost of ANY netivork,
'!( \ipii ilniri \n\ l..\K<iE aii(li<-nc»-> {when, today, almost everyone,
everywhere, is a rusloiner) you miss one of the great advantages
of major network broadcasting and your competitors may be
reacliing (ii-lomer> you are missing.
'I"hr <<i-i- of doing business today maive it more important
than ever to get LARGE audiences at LOW cost per thousand
actually delivered — or can you afford to let your competitors
buy customers at less cost than you do?
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THREE

LAST

YEARS:-

HOOPE RATING*

(Morniag, Afternoon/ And Evening COMBINED)
Station B-33.6

Station C-16.2

WHEC

'FAU-WINTER— I944-'4S, 1945-'4«..l946-'47

PROGRAM
American Melody Hour
ftoby Snoolct
Big Sisier
Big Town
Blendie
Bob Hawk
Crime Doctor
Dr. Christian
Durante & Moore
Ellery Queen
Family Hour
Fronk Sinatra
Ginny Simmt
Grand Slam
Hour of Charm

NATIONAL
HOOPER
9.9
13.4
6.3

WHEC

9.7
9.6
12.2
12.4
6.5
8.1
9.9
8.8
4.4
6.2

PULLING!*
PROGRAM

NATIONAL
HOOPER

House Parly
27.0
16.4
14.5

U.2

li.i

44.4

(DAYTIME ONLY- 1 947)

WINTER-SPRING— 1V44.'4S, 194$-'46. 1946-47

THE

OF

PROOF

Station D-10.2

29.4
20.7
32.3
19.6
22.8
18.1
19.8
11.4
18.2
18.5

Inner Sanctum
Jack Carton
Joan Davit
Lux Theofer

23.8
13.7

Moyor of the Town
Meredith Willton
Mr. Keen

9.1
6.5
10.8

Oiiie & Harriet
Romance of Helen Trent
The Thin Man

10.1

6.8
11.5

Your Hit Parade

WHEC
26.9
16.9
26.5
38.1
18.4
17.5

22.4
13.1
25.0
11.5

10.8
6.9

Vox
Pop Monroe
Vaughn

12.9

Afternoon!

14.1
12.9
4.1
10.1

Our Gol Sunday

GOOD

8.6
12.3
8.7

22.6
16.4
19.9
24.2

*Frem Fall-Winter Hooper Survey, 1946-1947

FEBRUARY

1948

87

0

'n November 1H. the Bell System demonstrated its new experimental radio relay system
between New York and Boston, bringing television
within reach of vast new audiences.
Tlie tower you see here is part of it. It's one of
seven similar structures which relay microwaves
between the two cities, carrying television programs
with high fidelity. This new system will, of course,
be used for tlie tianstnissiou of Long Distance telephone calls and radio programs.
Used in conjunction w ith the Bell System's coaxial
cabh'. the new radio relay system now makes it

ts

possible to bring television to a potential audience
of some 25.000.000 people along the eastern seaboard. And already work is under way on additional
Bell System radio relay projects which will link
New York and Philadelphia and extend west all
the way to Chicago.
The Bell System may be relied upon to provide
the most efficient, dependable facilities for the transmission of connnunications.
BELL

TELEPHONE

SYSTEM

SPONSOR

DAYTIME TV

WIBK

{Continued Jrom page 43)
a great deal to say in the purchase of a
product in the multiple-hundred'dollar
price range, and feminine fashions can
lose male viewers. The program has been
found to attract women through the
fashions and to hold the men through the
models and entertainment. Mc Ray
Michaels always keeps the male audience
in mind and makes them feel at home.
The Friday sports program is usually
the outstanding high school game of the
week but when there has been an important race at Pimlico or Bowie the pro-

Knoxville, Tennesee

in

BLACK
&

AY/IUIflTp

KNOXVILLE'S BEST BET
Represented by Donald Cooke, Inc.

The Best Buy in the Rich
Central Missouri Valley
hometown

stations

gram's cameras have gone to the races.
Saturday's hour is turned over to
The Local Crowd, a teen-age shindig with
Bill "Dean" Herson running the party.
Herson is well-known in Washington.
With a juke box and free Pepsi-Cola the
high school crowd has a wonderful time,
dancing, singing, talking about sports,
being natural. Auditions for the show
are held on Friday and so many turn up
that a ration system had to be devised so
that all the high schools in the district
might have an opportunity for their
students on the program.
Youth has been found a vital factor
in making that final sale of a television set
and that's why two out of the four programs have a juvenile slant.
The series started on October 28 as an
eight-week contract and was renewed this
month for 52 weeks. Where a maximum
of four or five prospects per day per
dealer looked at receivers in the daytime
prior to these programs, now 15 to 20

FIRST
in the

QUAD

y?

The 40th retail market

DAVENPORT
ROCK ISLAND
M 0 L I N E
EAST
MO LINE

"WOC
February

call letters assigned
18, 1922— FIRST

in the Quad

Cities."

are to be found in dealers' shops during
showtime. Where the sets are visible
from the street or placed in show windows there are often as many as 20 passersby who stop to watch the program. A

,/,-/

number of these "window shoppers" have
turned into set buyers, although the
j ratio of those actually buying sets favors
those who come into the store 10 to 1.
The commercials naturally use pictures
of RCA- Victor television receivers. Placards, slides, and live commercials are
used — as many of the last as possible.
At the conclusion of each bit of set-

KBON
KOLN
KORN

selling the announcer says — "For this
and other outstanding RCA- Victor television receivers visit the RCA-Victor
dealer nearest you. In the Northwest
it's . ", etc. Five dealers' names are
used following each commercial.
BASIC

J
MUTUAL
Sjundets-Kcnncdy Bldg., Omaha, Nebraska
W»«el a Company — Nail. R«D'.

Although
it's an RCA-Victor
distributor commercial, the program also
is selling for Philco, DuMont, General
Electric, and some of the independents
which is okav'with the dealers too.
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5,000 Walts, 1420 Kc.
BASIC NBC Affiriate
t. J. Palmer, Pres.
Buryl Lottridge, Mgr.

DAVENPORT, IOWA
National

Representatives:

FREE & PETERS, Inc.
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COVERING
KEY METROPOLITAN
MARKET AREAS
WKAP
KVET
WSID
WORL
WFAK
WTIP
WGTL
WSBC
KSIX
WJBK
WBBC
KNUZ
WOBS
WLAN
KWKW
WCCM
WNEX
WHHM
WME
WMLO
WMIN
WBNX
WLOW
WOAS
WWSW
WRIB
KXLW
KONO
KUSN
KEEN
KFMJ
CKNW
WWDC
WHWL
WTUX

Allentown
Austin
Baltimore
Boston
Charleston, S. C.
Charleston. W.Va.
Charlotte
Chicago
Corpus Christi
Detroit
Fhnt
Houston
Jacksonville
Lancaster
Los Angeles
Lowell - Lawrence
Macon
Memphis
Miami
Milwaukee
Minn.. St. Paul
New York
Norfolk
Philadelphia
Pittsburgh
Providence
St. Louis
San Antonio
San Diego
San Jose
Tulsa

Vancouver, B. C.
Wash., D. C.
Wilkes-Barre
Wilmington

Forjoe & Company
National Representatives
New York • Chicago • Philadelphia
Pittsburgh • Washington • Baltimore
Los Angeles • San Francisco

PRESS AGENTS

IT'S THE

(Continued from page 26)
tion properties.
Many advertisers have wondered
whether or not multiple press agents on a
radio program get into each other's hair
and cancel each other's efforts. Actually
that seldom happens. The efforts of all
the promotional people involved in one
presentation must of course be coordinated. All promotional men feel that predebut conferences in which all publicity
men are represented should be a must.
These meetings with the networks, clients,
agencies are routine, though talent publicity men are seldom included. Integration meetings are necessary because when
publicity releases duplicate each other,
they nullify each other, and nothing is
published. At one time (a few years ago)
radio editors were receiving publicity releases which said virtually the same thing
from stations, networks, advertising agencies, corporate press departments, independent press agents on the account, and

STATION GREAT

talent p.a.'s. Having bull sessions on
programs before they hit the air has
corrected this situation to a large extent.
Networks cooperate freely with independent publicity men. There was a time
when NBC felt them to be undesirable,
but under the regime of Sydney Eiges,
now NBC press vp, they are accepted as
contributing substantially to the public's
knowledge of broadcast talent. It's true
that a few of the smaller p.a.'s impose on
the networks' photographic and mailing
departments but this is simply because
these agents haven't a big enough budget
and still feel they must do a job.
Press parties are standard adjuncts of
press-agentry. Networks usually share
half the cost of these parties. They range
from trade press meetings with talent
(lunches for 20-25 editors, and agency,
sponsor, and network executives) to
Waldorf-Astoria-ballroom-size cocktail
parties. Steve Hannagan took editors on
a boatride around Manhattan as a publicity door-<)pener for Dick Haymes — one
way of keeping the editors with the guest
of honor for an extended period. Unfortunately most of these press parties
have little excuse for being except as
window-dressing for the man who pays
the bills^the advertiser.
That independent press agents can also
do a top-notch job for transcribed programs isn't as generally accepted as it is
for network operations. However, Banner and Greif (Jack Banner, ex-WNEW
and Motion Picture Daily; Eddie Greif,
ex-NBC and the Daily) made the transcribed series Longines'

World's

MON

HAS MORE
LISTENERS
IN NORTHEASTERN LOUISIANA
' ALL OTHER STATIONS
^ COMBINED!
■>. AFFILIATED WITH
AMERICAN BROADCASTING
REPRESENTED

CO.

BY

TAYLOR-HOWE-SNOWOEN

^ /^aJ/a Sales ^

Most
SPONSOR

THE JOE HERNANDEZ SHOW
a 3.1 Hooper
in
OCTOBER

!

Nightly . . . 3,000,000 listeners in
Southern California, via KMPCI
1,500,000 listeners in the San
Francisco bay region, via KYA!
Mr. Sponsor, or Mr. Account
Executive, this is the show that
delivers, six nights each week,
throughout the year!
The Joe Hernandez Radio Show,
featuring Thoroughbred Racing,
is available for the San Francisco, Oakland, San Diego,
Portland and Seattle Markets!!

The Bloodstock Agency of California
954 So. La Brea Street
Los Angeles 36, Calif.
YORK

Hotwred Flights with Eddie Rickenbacker
and Hans Christian Adamson. Each program (there were 13 originally but they
were extended to 18) was treated as
though it were a live show, securing a considerable amount of newspaper space as a
result. The show was spotted frequently

^kefi^'4. onlif^ onm . .

in newspapers' "Best Bets" listings and
radio news columns mentioned it often
during its run.
As an opening gesture, Longines had a
lunch for Rickenbacker at the WaldorfAstoria. At this lunch Rickenbacker suggested that an atomic bomb be used to
blast ice away at the Poles to uncover
mineral and other deposits. The wire
services all carried the tale — with full
credit to Longines. The national news
magazines also ran full columns on the
Rickenbacker suggestion with adequate
mention of both the program and the
sponsor.
The big problem for Banner and Greif
in the handling of the publicity for their
transcribed series was the fact that, being
transcribed, it was on the air in each town
at a different time of the day and day of
the week. They did point out that while

DOWNSTATE
ILLINOIS

^Ue^'4, onlf
(km

WMIX

e.t.'s today don't represent the mental
hurdle they once did, Crosby, Lombardo,
Tommy Dorsey, Bob Bums, Ronald CoJman, and many other stars having helped
to erase this bugaboo, there was still a

0373

and

WMIX

feeling against "canned" entertainment in
the field when they publicized the
Longines program.

^

use

\

THAN ANY OTHER
RADIO STATION

OMAHA

&

Council Bluffs
BASIC ABC

5000 WATTS

Represented By
EDWARD PETRY CO., INC.
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In no division of broadcasting is the
independent press agent more needed
than in handling the traveling program,
such as Professor I. Q., which Banner and
Greif handle for Amoco, and Vox Pop,
which Coll and Freedman handle for the
package owner. Parks Johnson. While
the stars themselves (and their wives) do
a great deal of the promotional work it's
essential that a publicity man be on the
job to make certain that the newspapers
know what the stars are doing. In one
town the latter may make as many as 25
personal appearances. Each helps to
build an audience but news of each appearance in the press helps still more.
More and more programs are traveling
(see P.S., page 16). This means more and
more need for the independent press
agent.
There is a school of thought that insists
that the sponsor is better off hiring a publicity man of his own to spread the news
of broadcast advertising, that he requires
a publicity director and perhaps a publicity staff, such as General Motors has. A
radio publicity staff will cost any corporation several times what an independent

"Southern Illinois' Most Powerful

Radio Voice"
that covers and sells that entire
rich market for you with both
AM

and FM at one single low rate.

No. 2 Radio Centtr, Mt. Vernon, III.
940 kc

94.1 mc

National Representative
John E. Pearson Company
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WM iD
PEQRIAREA
A bigper share of the audience than
all other Peoriarea statiotis combined!
Proof of WMHD's confiiuiinK leadership is found in the latest (Oct.-Nov.,
1947) Hooper Station Listeninj^ Index.
A. H. ('. r>

I'l •irini.n Stiltinns.

MORNINGS

operator costs him. While the independent press agent can send out releases on
several clients in the same envelope, a
press agent working for a sponsor has to
send out his releases in the company
envelopes and the cost is all chargeable to
the programs. Entertainment costs can
be split, but sharing deals are almost impossible to work out for a corporation p. a.
The fact is that a press agent working for
a company (and handling radio for it) is
expensive and in nearly every case where
this has been tried it has been dropped.
As indicated before, even big advertising
agencies with big departments handling
publicity find it insurance to engage outside radio press agents. Du Pont has a
big public relations department, its advertising agency (BBD&O) has one of the
biggest publicity departments in the
agency field, and still Cavalcade of
America, the du Pont air show, has Coll &
Freedman doing publicity for it.
At one time, one of the three great food
corporations decided to set up its own
radio publicity department. The experiment continued for two years and while

AFTERNOONS

it's almost impossible to make a fair comparison between what outside public relations service vs. company operation accomplished perdollar, a report made to
the chairman of the board of the company
revealed the following figures:

THE

KEY

TO

QntActJt "J/li/umcta

MINNESOTA'S IMPll
•
•
•

lAARKll

350,000 INTEKNATIO.NAL visitors
34,000 METROPOLITAN residents
8^,200 RURAL consumers in the priraar>'
coverage area.

EVERYONE
IfDAf
Minn. Network
DIALS TO
Imlm^rV
N. W. Network
Southern Minnesota's Oldest Radio Station
Vilahlhhed l'Ji5
IN
ROCHESTER,
MINNESOTA
Nationally represented by the John E. Pearson Co.

Food Corporation Radio Publicity Costs
COMPANY' OPERATION
First Year
Newspaper
Ratings
Program
Cost
Lineage
$13.'>,000
342.000 lines

' Adjusted to compensate for
fact that these stations do
not hioadcast
in eveninK.

.Second Year

EVENINGS

Sl.SS.OOO

280.000 lines
INDEPENDENT

P. A.

First Year
Cost
$85,000

Lineage
438,000 lines

Ratings
-1.0*
+1.3* +0.5*

Second Year
$105,000
488.000 lines
+ .9*
*l!p or down from the prerioiis year's atierage ratings.

'A\

Dollar for dollar, WMBD is
your best buy in Peoriarea!

PEORIA
CBS

AffiliaU

Fr«« A

98

P«l«ri,

• 5000 Watts
Inc.,

Nat'l.

|
Repi

The savings were sizable and the re'
suits better when outside press agents
were working for the company.
One factor not revealed in these
figures is the need for someone in
the company to ride herd personally on
the outside counsel. By and large publicity men must be kept on their toes.
When they work for talent they are not
only kept on their toes but it's possible to
see daylight between them and the ground
most of the time. Turnover in talent accounts isterrific. David Alber keeps his

PIONEERING

SINCE

1942
•

dn eMaBUdAed claim'
on the
JCattAa^ City. MatAet
•
for svaihbilHies write
O. R. Wrisht, Sales Manascr
Porter BIdg., Kansas City, Mo.

«

•
E. L. DILLARD, GENERAL

MANAGER

SPONSOR

1

stars relatively happy but a list of his exaccounts is revealing:
(only talent is listed)
Kenny Baker
Joan Davis
Ed Gardner
Morton Gould
Dick Ilaymes
Bob Hawk
Woody Herman
Jackie Kelk

WHAT STATION IN
SOUTHEASTERN OHIO
DELIVERS 60 PERCENT
OF THE LISTENING
AUDIENCE?

Dinali Vallee
Sliore*
Rudy
Mark Warnowj
Alan Young
*Atber couldnt hold both Kaifi Smith
Shore.
It was either Smith or Shore.
iAlber represented Warnow for 19 years.

5,433,574
within

Pairs of Ears

reach

of Philadei-

Pion eer Vo ice.

WIP
la s

Ph

BASIC
610

ON

Represented

by EDWARD

MUTUAL
DIAL

nafionally

PETRY & CO.

and

Dinah

IT'S

Even open-end transcription producers
realize the need of the independent press
agent. Men like Frederic Ziv have employed such counsel for years. Ziv is currently being handled by Ferris, with Len
Traube, formerly of The Billboard, as account executive. The open-end publicity,
with different sponsors in every city or
area, is a publicity man's nightmare but
programs like Ronald Colman's Favorite
Story, with each week's broadcast being
selected by another big name, is a publicity natural.

programs which they don't represent
(where they're produced by the sponsor
himself or by the station for the sponsor
direct) .

Atlantic City's Hotel of Distinction

The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water Baths. Glass inclosed Sun Porches. Open
Sun Decks atop. Delightful
Cuisine. Garage on premises.
Open All Year.
Fiesta Grill and Cocktail Lounge
Favorite Rendezvous of the Elite
Exclusive Pennsylvania Avenue
and Boardwalk
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60 PERCENT
. . . of all listening homes in
Zanesville are tuned to WHIZ,
according to Conlan Survey (week
of November 16, 1947).

60.4
Average for
entire survey

Local stations throughout the country
have programs that call upon the talents
of young press agents, most of them being
either second string men in the station's
publicity departments or newspaper men
who turn an extra penny doing publicity
on the side. Many local advertising
agencies also take on publicity chores for

It is of course impossible to gauge just
how much independent press agents generally have to do with what is published,
but a check-up during January revealed
that in one issue of Life over 50 per cent
of the stories were inspired by publicity
men and in an issue of Look during the
same month over 40 per cent indicated the
spark of press^agentry.
Newspaper and magazine editors are
cynics of the first water. Most of them
are under orders not to be too receptive to
any form of handout and to treat a radio
story with twice as much skepticism
as any other "idea" material. All
agents have a few contacts that will
through for them in a pinch but it
something extra to deliver publicity

ZANESVILLE

17.2

7.6
WHIZ

ABC

MORNING, NOON
AND NIGHT
. . . WHIZ
Southeastern

have clients who deliver a "Miss Hush"
to publicize.

dominates
Ohio.

• 55.5% of morning
• 59.7% of afternoon

in

audience
audience

• 63.2% of evening audience

IT'S A

.

9

1

press
come
takes
on a

circulation basis. That's what most independent agents have to do and very few

Others

FOR SALES

NBC IN ZANESVILLE
REPRESENTED

BY JOHN

E. PEARSON
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fusion. With our December issue we
began an editorial campaign to uncover
a name or two to take the place of spot.

SPEAKS
What Do

You Call It ?

The word spot is one of the most confusing in broadcast advertising. Yet the
industry goes right on using it.
To some spot means station breaics,
participating announcements, and anything else that doesn't fit conveniently
into the program category. Others think
of spot as the whole wide field of nonnetwork radio advertising. But most
people think of spot as both, and consequently don't know what to think.
Now something's being done which, we
hope, will eliminate this source of con-

ideas. When labor (AFL and CIO) wants
to plead its case it goes to the public with
regular daytime and evening entertainment programs. Tolerance is sold to
We're open to suggestions, the more the
merrier. A number of candidates for America over 600 stations with jingles
the over-all (non-network) term have that make racial and religious equality
already come in. H. R. Laudermilk, understandable. These documentary
The McCormick- Armstrong Co., Wichita, jingles are transcribed as a public service
by Station WNEW (New York) and made
votes for "area advertising" or "pinavailable to all stations without charge or
point advertising." C. Wylie Calder,
WHAN, Charleston, S. C, likes "mar- request for air-credit. In one week
ket advertising." Paul Raymer, who jingles from the current series were used
feels that his station rep job would profit on the air 6,000 times. They are the first
by elimination of that four-letter word, jingles to be released to the public in
comes out for either "national selective record album form (two disk companies
have albums) and in songbook form.
radio," or just "selective." And Wells
When WSM, Nashville, decided to deBamett, Jr., of John Blair & Co., reminds
vote an entire hour to a great musical
us that if we're going to agitate for
tossing the term spot into the ashcan documentary in honor of the arrival of the
we ought to watch its use in our own Freedom Train in town, they expanded
pages. We mean to do that from here many of the tolerance jingles into fullon in.
length folk songs. Years ago the event
So how about a new word for s-p-o-t? would have been signalized by speeches
Maybe you have a winner on the tip of from the station, a lot of grandiose verbiyour tongue. What do you call it?
age. WSM's handling of the event in a
thrilling hour-long musical with the Fisk
The Better Way
University Choir of a hundred voices, a
Public service programing is becoming full orchestra, and special continuity,
more important now that it is using com- highlights the new approach to public
mercial broadcasting techniques. No service programing. The fact that WSM
longer are broadcasts of banquets, presen- cancelled an hour of evening commercial
tations ofawards, and speeches generally broadcasts is another indication of how
foisted upon unsuspecting dialers. Today stations feel about bringing vital matters
like freedom to their listeners.
charitable and "cause" organizations
build top-ranking documentary programs,
It's a tribute to commercial broadcastfine entertainment shows, and use singing
ing that it has set the pace for public
announcements to raise money and sell service programing.

Applause
NO BUSINESS

LIKE SHOW

Show business has always responded when called upon to
play a "benefit" performance. A "hoofer" may be dog tired,
he may have worked four or five shows at a night club or at
one of the few remaining vaudeville houses in the U. S., yet
when the call comes to do his bit for a worthy cause he's the
first in line to volunteer his services.
Broadcasting is show business. When the cause is worthy
and the need great, radio doesn't stint its time or its talent.
When Jack Benny visited Denver for a March of Dimes performance (January 18-23), he and his troupe could have had
just as much publicity and acclaim from one broadcast as
from the week-long parade of personal appearances contributed to the campaign to check infantile paralysis. During
war bond drives, Kate Smith could have obtained all the
newspaper pictures and linage she actually did receive from
her pleas to "buy bonds" on her programs and her singing of
God Bless America, without deciding to stay up at CBS headquarters for 24 hours to permit listeners to subscribe for bonds
directly through her at any hour of the day or night. The
24-hour vigil was dramatic — it was show business and it
broke ail records for bond subscriptions.

BUSINESS!

F. D. R. has passed away. The glamor with which he invested the March of Dimes no longer drives radio. Yet in
1948 more hours of air time were given and more personal
appearances were made by stars, more programs were
traveled to distant points, than ever before. FM station
WFMZ, AUentown, Pa., to dramatize what it was going to do,
requested permission of the FCC to be 100 per cent commercial for an entire week. The public was asked to turn sponsor
and buy anywhere from a time check announcement at $.50
to an hour program at $25.00 to tell the March of Dimes story.
The examples mentioned are but a tiny number of the
thousands of times a week that broadcasting forgets business
and thinks only of its show business tradition, of never turning
down a worthy benefit. It's not something upon which a research organization could put its finger. Broadcasting gives,
and the more it gives the less it hurts. Show business has a
way of forgetting itself in a cause.
The sponsor comes in for his share of the credit in many of
these cases. Time and talent are often donated through his
generosity.

But then, sponsors are in show business too.
SPONSOR
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WLW

\n four weeks
WLW reaches 81.2%

^c<Aena^

of the 3Va million radio
homes wifhin this area . .
With 175 $f of ions heard

listen

ing

Look at the figures in that headHne again.

to all statio
ns

the homes which were classified as WLW

listen-

ers, the average was 550 minutes of listening to
They reveal the tremendous impact of The Nation's
Station within the WLW Merchandise-Able Area, as

WLW

shown by the Nielsen Radio Index for February-March,
1947.

midnight. That's penetration!

During the four measured weeks of listening, WLW
reached more than four-fifths— 8L2%— of the 3/4 million
radio homes within the area, between 6 AM

and mid-

per home per week between 6 AM

and

These are just a few of the vital facts revealed
by this NRI study. For complete details— and for
the figures on the 15 leading competitive stations
—contact the WLW

Sales Office in Cincinnati,

New York or Chicago. On the West Coast, the
night. That's coverage!

Keenan & Eickelberg offices in Los Angeles, San

During the same four weeks, a total of 175 stations
received listening within the area, yet WLW

Francisco, and Portland will be glad to serve you.

received

one-fifth— 19.3%— of all Hstening to all stations. That's
dominance!
How

much did these homes listen? Taking all 3/4

million radio homes within the area, WLW

received an

average of 375 minutes of listening per home per week
between 6 AM and midnight. But, among that 81.2% of
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Wally Kay . . . who conducts WJWs two top
juvenile programs . . . has found that the way
to a woman's heart is through her children.
As scores of listening mothers say . . . Kay's
programs
"entertain but do not unnerve"
their
youngsters.

Cousin Kay's Corner . . . across the board at
4:45-5:00 P.M. . . . gives Cleveland children
the personal recognition program that
juvenile dialers desire. Because Cousin Kay's
Corner keeps children busy and happy . . .
parent response is pronounced!
Storybook Merry-Go-Round ... at 4:00-4:30
P. M. on Sunday . . . has become a svmbol of
delightful entertainment for small frv . . .
endorsed by P TA leaders and recommended
for selecnive dialing by The Radio Council of
Greater Cleveland.
Alone ... or in an all-week combination
. . . Wally Kay's WjW shows offer an
advertiser a new wav to a woman's heart . . .
provide a tested formula ... an established
audience. The mail pull is terrific . . . more
than 3,''0() letters in a single recent week.

Cousi n Kay's Corne r at W J\V sets off
chain of cnlhusiasdc letters from young

ain reaction ... a
and their parents.

BILL

BASK

ABC Network
REPRESENTED

.\udience reaction is reflected b> the absorbed attention
with which children enjoy Storybook Merr> -Go-Round.

O'NEIL, President

CLEVELAND
NATIONALLY

B Y

HEADLEY-REED

850

5000

KC

Watts

COMPANY
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Dialing habits are changing— p. 23
Candy on the air— p. 36
Escape through radio— p. 26

Each Fort Industry station draws on a reservoir of know-liow that's
kept well-filled with tested ideas and promotions originating with
the other six alert, aggressive Fort Industry stations. Result? Listener
interest that makes cash registers hum.

THE FORT INDUSTRY COJIPAH
WLOK,

WSPD, Toledo, O.
•
Lima, O.
•
WAGA,

WWVA, Wheeling, W. Va.
•
WMMN, Fairmoni. V( . Va.
Atlanta, Ga.
•
WGBS. >Ii;imi. Fla.
•
Vk JBK, D.lroii. Midi.

IS'ational Sales Offices: 527 Lexington Ave., A'eic York 17, EUlorudo 5-2455
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MOTION-PICTURE
ANTI-TV FRONT
IS CRACKING

Twentieth Century-Fox's sale of daily newsreel to Camels is only
beginning of break by that film company with motion picture industry
on TV. They have applied for station in Boston and expect to file
for several other towns as well. Their television blueprint includes equipment for theater-size TV in cities where consumer video
operations are under way. Paramount, first motion picture company
with TV interests, may sell KTLA (L. A.) and its stock in DuMont.
It will not accept offers made for WBKB (Chicago) . Barney Balaban,
head of Balaban & Katz, Paramount subsidiary owning WBKB, feels it's
too valuable to let go, whatever motion pictures exhibitors think
about it.
-SR-

55 BBD&O
CLIENTS USE SPOT

Of BBD&O 's 102 clients 55 are using spot announcements.
55 range from $10,000 to over $1,000,000.

Budgets for

-SRBLOCK-PROGRAMED
JOCKEYS BRING
WMCA $600,000

E.Q. OF NEW
STARS RISING

Block-programed name disk jockeys have upped New York WMCA's daytime
sales 30% over station's similar period last year. Billings of Bea
Wain and Andre Baruch (Mr. and Mrs. Music), Tommy Dorsey, Ted
Steele, and Duke Ellington, all WMCA disk jockeys, are said to
exceed $600,000 annually.
-SRWhile Bing Crosby's Enthusiasm Quotient, as checked by Gallup, is
highest of all performers, new stars are looming strong. On way up
are Spike Jones, My Friend Irma (program rather than performers in
this case), Christopher Lynch, Danny Thomas, Abe Burrows, Jim
Backus, Dorothy Shay
E.Q. is based on listener-enthusiasm tests
-SR-

CAMPBELL TO
MAKE MBS TEST?

Carapbell Soup, whose broadcast advertising is concentrated now on
CBS, may take a test flight on Mutual. MBS is giving its all to
satisfy Campbell they have something no other net can give Camden
soup manufacturer.

SPONSOR'S new Chicago address
SPONSOR'S Chicago office, managed by Kay Brown, moved to expanded quarters at 75 East Wacker Drive, Zone 1, on February 2. The new telephone
number is Financial 1556. In addition to serving as Midwest advertising
headquarters, the Chicago office maintains a readers' service section
where back copies and other subscriber aids are available.

SPONSOR, Vol. 2, j\o. 5, March I9'i8.
Published monlhlv bv Sponsor Publicalions Inc. Publication of/ices: 5800 Y. Mervine St.. Philadilohia it. Pa. Adcertising. Editorial, and Circulation offices, iO W. 52 St., \ew York 19, N. Y. Acceptance under the act of June 5. I'JSi at Philadelphia, Pennsylvania, authorized December 2. /9^7.
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NBC PACKAGEPROGRAM
EXPANSION

NBC purchase of "Aunt Mary" and "Dr. Paul" serial programs is start
of build-up in program production and ownership facilities. Number
of other show properties are being considered for purchase.
-SR-

AD-FIGHT ON

FTC ruling that word "free" can be used only for premium given without required purchase of anything (not even label or boxtop) , has
started one of advertising industry's greatest battles with government. Ruling will be taken to high courts if Commission doesn't
reverse stand.
-SR-

FTC "FREE"
RULING

CBS TO INVEST
$1,000,000
IN TV

CBS will invest over $1,000,000 in TV facilities, with building of
new studios and return to studio production.
CBS developed many
present-day production formulas; is expected to give NBC and DuMont
fight for audience attention. Net has 3'^^ interest in Madison
Square Garden Corporation, is expected to strengthen its stock position substantially although officially "not interested" in becoming
large-scale stockholder.
-SR-

NATIONAL SPOT
ADS OFF IN
JANUARY

While local broadcasting business was up in January, national spot
placement continued down (see page 64). Radio's "market by market"
form of advertising is sensitive to business conditions which continued shaky at all levels but retail.
-SR-

12-MONTH
CONTRACT
PROTECTION?

Business conditions are too unsettled,
national spot advertising authorities,
12 months protection on rates, in most
AAAA request for extension of 2% cash
ceptance. When conditions are unsteady
ment will cut credit losses.

according to most network and
for advertisers to be given
cases, as requested by AAAA.
discount is meeting more acany incentive for cash pay-

-SRWHITE ROCK
GETS STARTED

White Rock air advertising in local markets (indicated in SPONSOR'S
"Soft Drink Leadership") started in February. Concentration at
present is in Miami (WIOD, WQAM, WGBS, WKAT, WWPB) and Palm Beach
(WEAT, WJNO, WIRK) . Chain breaks, time signals, and jingles are
being used. Green River is also getting under way reviving interest
in this nostalgic drink.
-SR-

MUSIC SELLING
TEST

Seven independent stations decided in January to prove that radio is
music's best selling medium. They took a song, "There I Go," out of
dead storage, repressed a Vaughn Monroe disk, and each plugged it 5
to 10 times daily. Sales have passed 125,000 with Victor Recording
looking to 250,000 goal. Sheet music has been reissued and everyone's happy including song writers Hy Zaret and Irving Weiser. Idea
was inspired by Ted Cott of WNEW. Test stations were WHDH, Boston;
WJJD, Chicago; WNEW, New York; WPEN, Philadelphia; WSCR, Scranton;
WWDC, Washington; WWSW, Pittsburgh.
SPONSOR
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The Oklahoma City Consumer Panel

.CAN
SAVE

you
MONEY
NOW

READY

Tabulations of purchases by the 400 families
of the Oklahoma City Consumer Panel for
the months of October, November and December, 1947, are now ready. If you wish to see
the report for any particular food or drug
classification, write us today.

THE OKLAHOMA

PUBLISHING

COMPANY:

THE DAILY OKLAHOMAN

—OKLAHOMA CITY TIMES— THE FARMER-STOCKMAN— KVOR.
COLORADO SPRINGS— KLZ, DENVER AND WEEK, PEORIA AFFILIATED IN MANAGEMENT— REPRESENTED NATIONALLY BY THE
KATZ AGENCY. INC.
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X he Oklahoma City Consumer Panel
is a marketing test laboratory sponsored by
Station WKY and the Oklahoma Publishing
Company at an annual cost in excess of $50,000
to provide today's advertisers with useful, upto-date, significant market information which
today's competitive selling requires.
From daily purchase records kept by 400
representative families, purchases in 40 selected classifications are coded on individual
cards at the rate of 30,000 a month. Quarterly
reports are available to advertisers without
charge showing brands purchased, number of
families buying, number of units purchased,
price paid and the place of purchase.
Special analyses correlating purchase
records with biographical information for
longer or shorter periods are available at
actual tabulation cost.
The Oklahoma City Consumer Panel,
scientifically designed and controlled for utmost accuracy, is conducted and supervised by
Audience Surveys, Inc. Because it is capable
of quick, exact measurement of consumer reaction to new products, advertising campaigns or merchandising plans — or keeping a
constant check on old ones — the Consumer
Panel makes Oklahoma City one of the most
useful and sensitive test markets in the
country today. Write today to find out how
it can save money for you in 1948.
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is justsoxer,
as mportant
mother ofPICTURE:
three as it is"Escape"
for the bobby
if not moreforso.a
Mrs. Annv Burke became Queer. For a Day and with her
three boys vi.sited the movie studio«, where she was guest of
juvenile star?, Bobby Driscoll and Luana Patton, who etand
next to throne.

FOREIGN

MR. FINNIAN!

FILM

I have just finished leading your article
entitled "More Film Than Live" in the
current (February) edition of sponsor.
In this article you put forth the various
advantages and disadvantages of films on
television, as well as a survey of the current uses of films and film availabilities for

Il's shamrock and shillelagh lime, but
dorj't depend on an Irishman's luck to
get a good radio buy! Mr. Finnian and
YOU, too ... be "sponsor wise", invest
your pot of gold in a sure sales winner
. . . WWSW. Just look here:

video's prospective sponsors.
I think the article deserves an allimportant P.S. addended to it in the next
issue. Nowhere in your review of film
properties available for television screening do you outline the advantages (both in
price and quality) of outstanding films
produced abroad in foreign languages.
You simply pass these off in the ambigu-

1.

Ml like

high with Pittsburgh listeners.
TOP

ghosted in English, will be available"
(unquote).
I feel that this is a totally inadequate
statement on the situation that actually
exists. Gainsborough Associates for example, has a catalogue of some of the
most outstanding films ever made, films
which have received universal critical
acclaim and are today racking up grosses
in neighborhood theatres that were previously unheard of for anything other than
an Amercan produced film. Each of
these films is available for a commercially
sponsored television film theatre program.
Foreign-produced films are the only
answer to the Holljwood boycott of television. Many of these movies cannot be
matched by Hollywood.
I think that an added word on the
position of the foreign film in these early
commercial stages of television development isessential to round out your otherwise excellent article.
Nathan M. Rudich
Director of television
Gainsborough Associates, N. Y.

ADVERTISING

PRO-

the Tommy Dorsey Show, Six to
Eight Special,
Music and Sports
Parade, that rate

ous phrase (quote) "First-run foreign
films, many of them with dialogue

"PLUS

BLOCK
GRAMMED
SIC SHOWS

SPECI.AL

EVENTS
COV.
ERAGE ... 21
permanent
remote WWSW
lines terminating
at key Pittsburgh

SPORTSERAGE .. . COVpoints.
man,
it's terrific I Football with the
Steelers, baseball with the
Pirates, basketball, golf, tennis,
plus coverage of
scholastic and
collegiate games.
No leprechauns, no magic wands with
WWSW. It's 16 years of experience in
programming for Pittsburgh that has
upped sales for local and national*
advertisers. — So don your shamrock and
hitch your sales wagon to a sure sales
winner . . . WWSW — the station thai
B.\GS MORE LISTE.NERS PER DOLL.AR IN PITTSBIRGH!
*g'wan ask Forjoe
|

Here is the name to supplant "spot" in i
designating
advertising
placed on a
regional basis. It is a four-letter word; a
word that is not now used by any other i

WWSW

medium to designate a t\pe of advertising. '
It is a word that will show to advantage
the man\' extras which are derived from ,
this type of individualized advertising.
'
11 is one which has been a byword of the
(Please turn to page 6)
SPONSOR
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Whether you sell to farmers or city
dwellers — you can reach 'em both on
KCMO.

KCMO

has the power - 50,000

watts* non-directional.

KCMO

is pro-

grammed to reach both audiences.
And

KCMO

has the coverage — with 213

of the richest counties in Mid-America
inside the KCMO

measured

V2 millivolt

contour (mail response from 374 counties
in six Mid-America

states, plus 18

other states, indicates listeners far beyond
this area).

Center your selling on

Kansas City's most powerful station.

*50,000 WATTS

DAYTIME

. . . 10,000 WATTS

One set of call letters
One spot on the dial
One rafe card
^^^^^^^^^^^^

kc

KANSAS
CITY, MISSOURI
Basic ABC
Station
FOR
MID-AMERICA
^3

1948

NIGHT -810

CMO

One station
^^i^s^-^i^t^s^tt
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industry for many years, so therefore
should experience no difficulty in gaining
immediate acceptance among agency,
representative, and station personnel.
It is a descriptive word ... it has
imaginative powers far and above the
present word being used. It has the
attribute of specifically describing announcements and programs in one classi'
fication.
Mr. Editor, I submit as the most
powerful
word it is possible to use
PLUS Advertising.
For PLUS advertising (sp>ot advertising) does give the advertiser all of the
plusses, all of the extras, not found in network advertising. Plus values such as
localization; individual markets; local
merchandising; and all of the other
known advantages.
Robert Wasdon
WLOW, Norjolk
CONTEST INFO FOR MEXICO

EXTRA!

EXTRA!

10,000

When I left Bozell & Jacobs at the first
of the year, I also left my file of sponsor,

EXTRA!

thinking that they'd surely have the book
here. To sum it all, here I am in the
midst of all sorts of radio . . . without my

WATTS!

SPONSOR.

We have a client that is going to introduce a new product in about three
months, and I'd like to do it with the old
stand-by — a contest. I was wondering if
you could send me those back issues of
SPONSOR that might contain any information along these lines.
Radio is without any question the most
powerful medium here in Mexico.
Most
of our clients are on with at least a halfhour show each week.
Coca-Cola of
Mexico, like its big brother in the States,
uses lots of radio.
Add to this General
Motors, Philco, La Moderna (cigarettes),
Cuautemoc Brewery (beers), and many

WHB is a buy-word with advertisers as well as
listeners, because certain established WHB
"extras" are general trade knowledge —

extra

pulling power, extra selling power, extra experience; extra service in building fine, sound
programs; and the extra famous WHB
manship and jo/e de tivre.
Soon, however, WHB

show-

will offer new

extra

facilities, too — 10,000 watts day and 5,000 watts
night on 710 kilocycles, full-time operation!

others, you can see that it's a wonderful
place for the man who likes radio.
Kendall Baker

When will all this happen/" This month, we
hope. Act now for an extra-good buy!

10,000

WATTS

DAVIS
f »f s lOEN

MUTUAL

NETWORK

• 710 KILOCYCLES

AN

IN KANS4
DON

JOHN

Mexico CityD'Arcy, S. A.
Publicidad

T. SCHILLING
M*NAGf«.

CfN(»Al

• 5,000

WATTS

r

^

^

^

NIGHT

"OLD" CONTEST

On page 52 of your February issue you
continue to list the American Oil Company Professor Quiz contest for home
listeners. This contest was ended some
time ago and I would greatly appreciate
it if you will eliminate this entry from
your future contest listings.
(Please hmi to page 14)
SPONSOR

WCON'S

7-WAY

PROMOTION

1. OUR OWN
NEWSPAPER - THE
ATLANTA CONSTITUTION - Editorial

4.

Promotion is heavy and consistent and

and WCON promotion. 100 in Atlanta —
100 in trading territory.

Display Advertising is continuous.

2.

OUR

OWN

AIR - Intelligent plan-

ning and consistent plugging feature promotion programs over WCON's

own

WCON

PLAN

NEWS

PICTURES

- 200

attractive display pieces featuring news

5.

WCON

CONTEST-An

outstanding

audience participation contest will be
announced shortly.

air.
6.

SPECIAL

EVENTS

PROMOTION -

3. BILLBOARDS — Nine permanent
boards located on main arterial highways.

WCON

Boards are equipped with reflectors to do
a day and night job.

school groups with entertainment
informational features.

personalities, presented on a continuing basis, before social, civic and
and

7. TRANSITADS — Car cards are employed each
month; a
full showing, reaching approximately 300,000 commuters daily.

The Way To Get Results In Atlanta!
Every effort is made by WCON

personnel to cooperate fully with

national and local advertisers — to secure top return on every
advertising dollar spent on this station. We are the heirs of eighty
years prestige and goodwill established by The Atlanta Constitution. We strive to deserve it — to carry over this valuable asset to
advertisers who use our station. We believe WCON will produce
best results in Atlanta and Georgia — try us!

WCON
ATLANTA

THE
CONSTITUTION
STATION
5000 Watts
550 KG
ATLANTA

Drawing
Chandler
Copyright
Company,

by A. B. Frost from "UNCLE REMUS: His Songs and His Sayings" by Joel
Hsrris, which first appeared in THE ATLANTA CONSTITUTION in 1879.
1908, 1921, by Esther La Rosa Harris. By permission of D. Appleton-Century
publisher.
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Representatives

Affiliated
American Broadcasting
Company

HEADLEY-REED

COMPANY

NBC

AFFILIATE

Edward

Retry & Co., National

Representatives
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new and renew
WM
ImM.
Ne4M

AcUianal SfuU Buduteld.
SPONSOR

Colrtaie-Palmolive-JVei Co
(iriftin Mfg Co

PRODUCT

STATIONS

AGENCY

l.ustre-Creme
.Shampoo
(•ritfin .Shoe Polish

Leiinen & Mitchell

Hull «i Kuckel, Inc

Berniingham, Castleman & Pierce
X-Ba/.in (depilatory) Redtield-Johnstone

IHri-s Bottlinii Co (Chi.)
Kaiser- Frazi'r Corp

Beverages
Cars

Lambert Ptiarniacal Co
I. ever Bros Co

Listerine .\ntiseptic
Breeze
<:andy

.nIt-T.Sf
7.S
10-2(1

Harry J. Lazarus
.Swaney, Drake &
Bement
Lambert & Feasley
Federal

8-10
300

Life Savers (^orp

Young & Rubicam

5-6

Mennen

Uuane Jones

Co

New Engl (lonfectioiiery (;<>
Park & lilforti Co
Perm-Asepcic Co
Procter & Ca ruble Co
White Rock Corp

Men's toiletries
'I'intex
Necco (candies)

Dry-cleaning
method
.Shasta (shampoo)
Beverages

5-5
25*

.^0*

CAMPAIGN,

start, duration

1-min e.t. spots; Keb-Mar; "» wks
Live newscasts, e.t. spots, breaks; Mar 8 (starts in .S.,
moves N. sea.sonally); 26 wks
able)
Spots, breaks; Jun I; L? wks (if product copy acceptSpots, breaks; Mar-Apr; \i wks
E.t. spots, breaks; Feb 2.S-Mar LS; l.^-.Si wks (some new
and some renewals)
E.t. spots, breaks; Mar-.Apr; li wks
E.t. spots, breaks;
Feb-Mar;
l.?-26 wks (Expatiding
campaign in Midwest)
Spots, breaks; Mar 1 ; 52 wks (On ABC's O&O statitins,
may expand later)
15-niin "Musical
Clock"
segments;
Feb 15-Mar
I;
13 wks

LaRoche & Ellis
Charles Storm

20*
.50-60

Kuttncr & Kuttner

10-15

E.t. spots, breaks; Feb 16-Mar I; 16 wks
Live, e.t. spots, breaks;
Mar 8-15; 10 wks (annual
spring campaign — mostly east of Mississippi)
E.t. spots, breaks; fall 1948; 13 wks (may expand)

Compton
Kenyon & Kckhardt

25-50
S*

1-min e.t.'s; Mar-Apr; 13 wks
Time
signals,mayspots;
Feb-Mar;
stations
expand)

indef

(starts on

Kla.

*.Stati<>n list already set.

I\lei4A OHxIt (leyieuje-d an
SPONSOR
Apex Electric Mfg Co
(Fold-A-Matic irons)
Botany Worsted Mills
Ford Motor Co and
P. Lorillard Co

Meldrum

^eleaii>ian

AG£NCy

STATIONS

& Fewsmith

WABl). N. V.

.Spots; Mar 14; 13 times (n)

time, st«rt, duration

J. Walter 'rhompson
(Ford)
Lennen & Mitchell
(Lorillard)
Young & Rubicam

WBKB, Chi.
WCBS-TV. N. Y.

Weather spots; Feb 13; 13 wks (r)
Brooklyn Dodgers Baseball Games; Apr 2!>; season (n)

WABD,

Film spots; Mar 1; 17 wks (r)

William Warren
Direct

WPTZ, Phila.
WNBT, N. Y.
WPTZ, Phila.
WRGB. .Schenec.
WMAR, Balto.
WNBW, Wash.
WABD, N. Y.
KSD-TV. St. Louis

Silberstein -Goldsmith

General Foods
(Sanka Coffee)
Seberhagen
William Gretz Brewing Co
Liggett & Myers Tobacco Co Newell-F.mmett

Lucele, Ltd (furs)
RCA- Victor Dealers

PROGRAM,

N. Y.

Sports Scrapbook; Th 9:15-9:30 pm; Jan 15; 13 wks (n)
N. Y. Giants Baseball (iames; season (n)

Doorway to Fame (panic); Mon 7-7:30 pm; Jan 19; 13 wks (n)
13 wks Jamboree;
(n)
Junior
MThFS 3:30-4 pm. Sun 8:30-9 pm ; Feb 14;

Reynolds & Co (Investments) Hansell & Zoock
-Schenley Distillers (;orp Blow
(Cresta Blanca wines)

WPTZ. Phila.
WABD, N. Y.
WTTG. Wash.
WFIL-TV, Phila.
WMAR, Balto.
WWJ-TV, Detroit
KSD-TV, St. L.
WBKB, Chi.
KTLA, L. A.

Filin spots; Feb 10; 13 wks (n)
Film spots; Mar 8; 52 wks (n)

Transmirra Products Co
Western Saving Fund Soc
(bank)

WBKB, Chi.
WPTZ, Phila.

Today's World Picture (news); Mon 7:45-8 pm; Feb 2; 13 wks(n)
Film spots; Feb 10; 13 wks (n)

MARCH
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Smith, Bull & McCreery
Geare-Marston

f^ew. On

AetuM^kd,

Ml.. IS Mlllinii

Krwin. \\asi'>

<:..

MacManus. John A
lanihcrl A Keaslcy
J. M. Maihes

I'l-rry-Morsi' Si'i-d (Ui
l.ambiTt Phiirmiual Co
Liitli-n's Ini'
Mars Inc

\<l;ims

STATIONS

& Co

Si'i-man Hrothers

Inc

William

\iini

(iarden (Jate: Sal I0-10:1.S am; Jan 17; Id »k«

C. Wendel

Slmtwi-ll Mffl Co
Sianilarcl l.aboralorios

Roche.

Inc

McFarland,

Radio Corp

.\veyard

0*t

I«.I
40
I.SH

Foote. Cone

Corp

rhilip Morris & Co
Ouaker

.\dvisers Inc

Revere C;amera

New-

est; Mar

Sat

6; S2 wks

I0-I0:1.S am;

Mar

100

Cal York; Sat IO:.)0.10:4.S am; Jan 31; 52 wks

141

True or False; Sat .S:.W-6 pm;

4*1 S

Henry Morftan; Th 7:.?0-X pm; Jan 29; S2 wks

(>; l.< wkn

Feb 7; .S2 wks

Radio Newsreel;
MTWTF
9:IS-9:.W pm;
Mar
I; S2 wk^
I2.S
4.i0
fl-uffk r^nnni's.
II s siihirri !n rrmrfllnlum nt Ihr rnii uf nnv 1.1-werk pfrii,<l

STATIONS

160
145
118

Man

Photographer;
Called X; Sun

Blow
Ellinfiton

145
81

Highways

MBS

445

Those

& Ryan

Williams
Moore

& Cleary

We

22

True

Fri 10-10:.?0 pm; Jan .10; 52 wks

in Melody;

Websters;

Jan August:

450

MBS

Th 9:30-10 pm; Jan 1; 52 wks

8:30-8:55 pm; Jan 4; .52 wks

the People; Tu 9-9:30 pm; Feb 3; 52 wks

Call for Music;

MBS

& Wallace

tim«, start, duration

Prof. Quiz; Sat 10-10:30 pm; Jan 24; 52 wks
Crime

CBS
NBC:

Aubrey,

Co

PROGRAM,

108

CBS

& Beldinfi

Fri 8-8:30 pm; Jan 23; 52 wks

Sun 6-6:30 pm ; Feb 29; 52 wks

Th 8-8:15 pm;

Detective

Mysteries;

Feb 12; 52 wks
.Sun 4:30-5 pm;

Feb 29; hi »ks

/l<f>e*tC4f, /lp/pxUitt*Hettti
PRODUCT

SPONSOR
.\rlene's Monogram
Haby Boudoir

(ias Co, Bellingham.
Distributing

Wash.

Mexico

Meat

Clarldgc Food Co. N. Y
Farm

Products

Corp (Sondra

Foods div), N.

Dif Corp, Garwood.

N. J

Dr, Chase

Co. Oakvllle. Ontario.

Medicine

Ford Motor Co (Lincoln-Mercury
Free .State Brewery. Balto
(; & (; Products

..

dIv). Detroit

I.ucele Inc. N. Y.

Fur coats
(Costume

Poller Drug

Ac Chemical
Products

Orange
Corp. Maiden.

Mass.

KlldufT

N. Y.

Toronto

Clncl.

Meneough.

Martin

A -Seymour.

Des Molncv

Harry J. Lazarus, Chi.
Steedle. Rankin & Boyle. N. Y.
Bermingham. (^astleman & Pierce, N. Y.
Pratt & Burk, Pittsburgh
Jones, N. Y.

French

& Preston. Wash.

William
jewelry

Crush.

Cuticura

A. Mack.

Ingalls-Miniter, Boston
Buchanan, L. .A.

Duane

I la Han Swi.ss Colony
Vermouth

Corp. N. Y.

(^orp, N, Y. ,

.

.

666 Cold Preparation.

Co. Chi..

Piirnlicd Down

and Heaven"

Warren,

N. Y.

Allied, L. A.
Cold Tablets

Charles

W. Hoyi, N. Y.

.St. (Jeorges & Keyes. Ballo.

.Styleplus Clothes

& Co Inc. Balto

Norman

F. H. Hayhurst.

materials

Travel service

Drug Co. Jacksonville

.Seattle

Kenyon & Eckhardt. N. Y.
Theodore A. Newhoflf. Balto,

Brooklyn

.Shoe polish

Orange-Crush

.

.Ale

Kiwi Polish Co Ltd. N. Y.

Natl Distillers Products

cleaners

.Automobiles

Building

Millers of California. S. F

Des Moines

Hoot. N. Y.
hand

Dresses

..

.Seymour.

Roche-Eckoff. H'wood.
Al Paul Lefton. N. Y.

Washing powders,
Proprietary

I.anseair Travel Service Inc. Wash.

Monlicello

West-Marquis.

Dcpt store
Miller High-Life. Edelweiss. Fitger beer
Root beer
<:hinese teas

lay-lhiy Dress Co. N. Y
D. J. Kennedy C:o. Pittsburgh

&

Ellis. Buffalo

..

Foods

"Texas.

Co. Des Moines

Martin

Ollan. Chi.

.Allen's Barcolene.

Co Inc. Boston

Hires Itoltling Co. Chi.
Ho Chung Co Inc. N. Y.

Hairy Myers

ale

bars

products

Hackney

Golden Productions. H'wood.
II & S Pogue Co. CIncI
High Life Distributing

Meneough.

Labatt's Canadian
Race track

Co, Buffalo

Race Track, Tijuana.

Ad Fried. Oakland

service

Whiz, Pecan Pete candy
Public utility

III

Hredenberg

AGENCY

Baby furniture

Co. Des Moines

HclHngham
Caliente

Monogram

Service. San Jose

Furniture

I'aul K. Beich Co. Bloomington,

Coburn

Beautiful:

Official Detective; Tu H:.W-8:5S pm; Jan 20; It »k»

CBS
CBS

Roche.

(^o

Candy

Home

YouniS & Rubicam

RuthraufT

Oats Co

Williamson

Your

l«.; f,l wks

H:S.S.'» pm; Jan 1H; 9 wk«

.\BC
MBS

NET

Joseph Katz.
William H. Weintraub

Class Corp

(Milf Oil Corp
Petroleum

Sun

Dr. I. O. Jr: Sat .S..S:.lO pm

\»C

MBS

AGENCY

Oil Co

(Jeneral Motors

pst . Feb

4.)
200

ABC
\merican

pm

NetwoA^

SPONSOR

.Vnchor-Hockinft

.»:.»0-.«:4S

Khe Burrf>WN; .Sat 7:.?0-7:4.^ pm; Jan .<; .S2 wks

' Fiflv-hro trrfkl grnrrni'v mrnnt n 13-ttrrk rnnlrnri uilh nplinnt fnr ,7 tiirre>silf

Re*teiuaU

IF

Ned Calmer;

ABC
MBS

& <:leary

M1W

(US

Muench

Williams

Mary:

CHS
NBC

& Ryan
II. Welntrauh

time, j»art, duration

(US

St. CJeorftes & Keyes
RuthrauR

PROGRAM,

MM

(;rani

llenjaniln Moore
I'harmaco Inc

Zenith

24

NET

AGENCY

SPONSOR

Wines; Ci & D Wine

Old Colony

Plait-Forbes.
soft drinks

.Soap. Oinlmeni

Pillows.

{P\ca$e\{\{rn to fya/je 70)

Ruthrauff
Masons.

N. Y.

& Ryan. N. > .
Toronto

Bermingham.

Castlcman

A Pierce. N. Y.

\ 1

IT TAKES
MORE THAN

•J>V/i>»
(which we have!]

to dttrdct and hold
dn dudience/

/omi

^jj^-'^^Jc^/siryesoV

TSlUnSlf^^l^f^

In radio as in everything else, skill, showmanship and know-how

must be coupled with power.

Take the massive block of 39 Iowa counties a I
the right — nearly 40% of all counties in the
State. It is "served" by dozens of stations.
Yet the 1947 Iowa Radio Audience

Survey

shows that in those 39 counties, from 5 :00 a.m.
through 6:00 p.m., WHO''s average percentage of
listening is actually 62.2!
There is only one answer to such listenerpreference. That answer is Top-Notch Programming— Outstanding Public Service. Write for Survey
and see for yourself.

WHO
*for Iowa PLUS +
DES MOINES

. . . 50,000 WATTS

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
FREE
MARCH
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& PETERS,

INC., National Representatives
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ATLANTA

^C^

MONTH

HOOPER
ANTA^

C1TY:__ATI

EHmO
T
S
U
N
O
I
T
STA
\

_

B

Authority: C. E. HOOPER,

JANUARY.

1948

mOEX

^

Inc.

Mi J

January Hooper share of audience
ratings show WAGA

leading two

Atlanta network stations, morning,
afternoon and night. ••first in the
field on Saturday -and

leading three

network stations on Sunday afternoon!
Call Avery-Knodel

for the complete

story on Atlanta^s best buy!

WAGA
5000

WATTS

• 590

KILOCYCLES

40 \V«vst 52ud
Continued

From

page

6

1 want to take this opportunity of adding that I look forward each month to
receiving my copy of sponsor. You are
doing an excellent job.
Robert

G. Swan

Director of radio & television
Joseph Katz Co., Baltimore
► Correction of this listing arrived tcK> late to
malce the February deadline.

9,000,000 FEET WRONG
Our library consists of approximately
10 million feet of film — not 1 million as
you indicate.

Frederic W. Ziv
President
Frederic W. Ziv Co., Cinci.

TELEVISION IMMEDIACY?
In More Film Than Live in the February SPONSOR, the statement is made that
"television, to a great section of the viewing public and of those who will eventually become TV set owners, is 'moving
pictures in the home without film or home

My Advice Is To Send For The
ZIV SHOW FILE"
This new, time-saving, moneysaving file briefs the big-name,
big-time ZIV transcribed programs that are being used so
successfully by local advertisers. Send for this file. Study it.
See how it enables you to select
a network-type ZIV show that
will compete with multi-thousand-dollar programs ... at
your pro-rata single-city cost.
Consider ZIV shows like these:

Then the article goes on from this
"
projectors.'
premise
to talk
about the use of film in
television.
What I want to object to is the acceptance of that statement. If there is anything that TV has over motion pictures,
it is the factor of immediacy. If there is
anything that makes television more of a
must to the buying public — as against
owning a movie projector — it is its ability
to bring into the home events that are
taking place — simultaneous!}'. I say this
advisedly. Certainly people in the industry itself are approaching the whole subject from that point of view (although I
suspect there are a few who do not do so).
If that public opinion research poll is
correct, why should it be necessary for
people to buy television sets? Would it
not be easier and perhaps less expensive
for them to buy movie projectors? From

BARRY WOOD SHOW:
A smooth-as-silk, quarter-hour musical, starring Barry Wood, with songstress ^fa^pa^et Whitinp, the Melody
Maids, and the smooth strings of
Hank Sylvern and his orchestra.
BOSTON BLACKIE:
One of radio's best half-hour mystery shows. Top ratings everywhere:
Louisville, 21.7 . . . Youngstown,
• 21.3 . . . Cincinnati, 16.9 . . . Minneapolis, 16.5.
WRITE FOR AVAILABILITIES

home projectors."
That's all I have on my chest. The
rest of the article is fine.
Earl B. Abrams
CHICAGO

. . . listening to WMT, that is.
Amber is a small town in neighboring Jones County. Our home county
has to go some to keep up with the
Joneses — for even our competitors*
admit that 100% of the radio families in Jones County listen to WMT.
(We're listened-to-most
by 787c!)
Among the 101 counties in WMT's
BMB map there are many counties
like Jones — where the finest freinIowa balanced
radio (^'.MT's600
kc)
carries quency
fully
program fare
to rural and urban markets.
Cultivate potent \^'MTland. Ask
the Katz man for details.
• Name on request.

"SN.X..

m>' own point of view, it would be a sad
day for television were the whole concept
changed to one of video being just "moving pictures in the home without film or

NEW

«t

YORK

• HOLLYWOOD

Editor
Television Digest, Wash., D. C.
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.WMT
CEDAR

RAPIDS

5000 Wotts
600 K. C.
BASIC
COLUMBIA

Day and Night
NETWORK

SF>ONSOR

"9^

. , , AMEEICANS AEE ^;#
SENTIMENTAL
Li

BY EDGAR

name. Her wish was to locate the doctor who had saved her life
and to express her thanks. All she knew was that his name was

KOBAK

President, Mutual Broadcasting System
Americans are sentimental about children and church bells and
baseball. About many other things too. Perhaps that's why you
find soft hearts under hard exteriors... perhaps that's why they
gladly dig down into pocket and purse to help people in need.
Americans are responsive and loyal — to ideals and friends and to
radio programs which they have come to consider as friends.
We, at Mutual, are forever seeing astonishing expressions of
this sentiment and loyalty and helpfulness from our listeners.
Let me give you a few recent examples, all of which happened
on Mutual programs:
GIFTS

KEEP

A FAMILY

TOGETHER

In A. L. Alexander's "Mediation Board" broadcast of December
21, 1947, a man who had served a prison term told of his unequal struggle to find employment against a solid wall of prejudice and to keep together his family of wife and three children.
No sooner was the broadcast over but our switchboard was
jammed with calls offering help; the next day brought a deluge
of mail. In a few days, listeners had sent in a total of five mailtruck loads of letters with money and packages with everything
from
and toys
foodstuff's and
bicycles.
All told
were clothing
5,627 parcels
and to515,212.00
in cash
or checks.
Plusthere
63
offers of jobs.
A TRUE

MIRACLE

OF THE

BELL

There's a little church in Grand Junction, Colorado, whose fame
has spread throughout the country. It had been built by funds
laboriously raised by subscriptions from the congregation, but
there
was no church bell — because the money just didn't reach
that far.
A church member wrote to "Heart's Desire"... the story was
first told on the broadcast of August 4, 1947 and the suggestion
made that listeners might wish to "send in your penny." In a
very short time, 224,581 pennies were received — and every county
in every state of the Union was represented. The church now
has a bell with a suitable inscription and on Sundays its rings out
its tribute to thousands of responsive people who have never
even seen Grand Junction.
GIRL

FINDS

DOCTOR

During the bombing
consciousness to find
she didn't think she
bound her wounds,
cared for.
On December 26,

WHO

SAVED

HER

LIFE

of Manila, a young Filipino girl regained
herself lying in the street — so badly burned
would live. An American doctor came by,
saw that she was taken to a hospital and
1947 this same girl, visiting in Hollywood,

was selected "Queen For A Day" on the program of the same
MARCH

1948

-,«^

And It's A Good Thing-For the Sponsors

Dr. Retalleck and that he might be "somewhere in the United
States." Almost before the program was over, several telegrams
came from listeners giving the doctor's address — in Iron River,
Mich. "Queen For A Day", of course, arranged a reunion.
THE

U. S. IS CRAZY

ABOUT

THE

SERIES

The Dodgers and Yankees don't have to look to New York alone for
their fans — they find them everywhere in America. And that is a
strange thing for it transcends all limitations of home-town
loyalty. We have proof of this.
The World Series of 1947, you'll remember, was a close battle
between Dodgers and Yankees. Listeners throughout the U. S.
gave this Series the highest average rating a Series has ever had
— 36.7— and it gave to the Sunday, October 5th game, the highest rating ever hit by a daytime commercial show— 57.6
(Crossley). Over 72% of all U. S. radio homes heard at least
one game and better than a third of these homes were glued to
their radios all seven games.

*

*

*

I could go on and on. But these examples are enough to prove
Americans are sentimental... that when they are moved by sentiment they are also moved to action. As I have said, this is a
good thing for the sponsor, for once a sponsor has found the
right approach and puts that approach into a program on Mutual,
he can expect things to happen — as many Mutual sponsors know.
( "Mediation Board" is one of our newer Co-ops; half of
"Heart's Desire" is sponsored by Philip Morris, the other half,
a fifteen-minute strip, is still available. Sponsorship of "Queen
For A Day" is shared by Miles Laboratories, Philip Morris,
Armour & Co. and International Milling. The World Series, of
course, is sponsored by Gillette whose contract runs through 1951.)
If you are interested in reaching a loyal and responsive audience
(daytime coverage: 29,000,000 radio homes) why not call us?

MUTUAL
BROADCASTING SYSTEM
World's Largest Network

\*
V

*>^®>^«>^*p-«i>«>>«:;^#>^«i>«>>#:^*>^#>^ •«>>«
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New developments on SPONSOR stories
(See "E$$o News Reporter," SPONSOR, March 1947, page
13.) Why did Standard Oil Company oF New Jersey drop
the spot "Esjo Weather Reporter"? Do they plan to resume
it? Will they return to television newscastins?

V'i^

'*^> ili^fe^^ ^'."i

• NOT

TOO

LONG

AGO

many a placid Massachusetts
bovine was shot down in the
prime of her cowhood by
rookie Rhode Island militiamen shooting on the R. I.
range. But times have changed
and the rifle-range relocated to
shoot up and down the state
instead of across. WFCI's 5000
watts, however, respect no
boundaries. They shoot far into
scores of thriving Massachusetts communities ... a gen-

When Esso found they could sponsor all the University of Arkansas' football games last season, they dropped their 13 weather reporis but retained

p.s

their major radio campaign, Esso News Reporter, on 42 outlets. Esso's
reasoning was simple: despite ready-made audiences, impact of the twicedaily 1-minute weather spots was very small compared to the effect of
sponsoring 1 1 (including the Dixie Bowl) games of the popular Arkansas
Razorbacks. Results, according to Esso, more than justified the move.
Games were carried on a special 8-station hook-up and merchandised to
the hilt, with enthusiastic cooperation of area dealets. The weather
stations were dropped because the radio budget wouldn't cover both.
However, three Weather Reporter stations, WMFD, Wilmington, N. C,
WELI, New Haven, and WNEB, Worcester, Mass., have been switched
to the Esso News Reporter twice daily. Who gets the "Porkei" radio
lights in 1948 is still an open question. Esso would like to sponsor them
again. The University may give a local advertiser the nod.
Like other sponsors who have experimented with television and
dropped out temporarily to digest their experience, Esso is awaiting that
"ripe" time to return.
It isn't saying when.

erous bonus that doesn't appear
in Rhode Island statistics.

The ''American" voice is
strong in this area . . .
and WFCrs rates make it
Rhode

Island's best buy.

(See "Bread and Cake Story," SPONSOR, April 1947,
page 25.) What are the leading bakeries doing in radio?
Has Continental reduced its air advertising? What is the
status of "Grand Slam"?

P.S.

Ward's, Purity Bakeries (Taystee), and General Baking, three of the more
important factors in the bread and cake business, have cut back their investments in broadcast advertising but Continental will continue to
sponsor Grand Slam and to supplement its network operations with heavy
announcement schedules for Wonder Bread (115 stations) and Hostess
Cake (66 stations).
So much mail comes in for Grand Slam that the program accepts mail
for only two weeks out of each 1 3. The last two weeks during which mail
was requested the program's mr, Irene Beasley, received 287,000 letters.
Lee Mack Marshall, Continental advertising manger, says, "I
wouldn't say that Grand Slam is the most successful show we've ever had,
but it's gathering a good rating, listener reaction is excellent, and our own
organization and our dealers like it."
Continental, despite shortage of cereals and grains in 1948, expects to
do an increased business. It has to do this since the profit margin in the
field is growing shorter and shorter as costs climb higher.

(See "Those Rod and Gun Millions, " SPONSOR, June
1 947, page 35.) Why are there more rod and gun programs
on the air now than last year? Is "Fishing and Hunting Club
of the Air" (MBS) still the only network show of the kind?
What about transcribed versions?

5000 WATTS
DAY & NIGHT

WALLACE A. WALKER, Gen. Mgr.
PROVIDENCE, The Sheraton-Biltmore
PAWTUCKET, 450 Main St.

It's estimated by sports writers that 4.000,000 (that's conservative) more
fishing and hunting fans acquired licenses during 1947 than the 1946
24,000,000. Thousands of these are ex-GIs who learned to fire a gun and
live outdoors in the Arm\ . Shortened work weeks, good wages, and such

Represenfofives:

fascinating post-war equipment as new high-powered guns are among
reasons for the increase cited by Albert M. Da\-, U. S. Fish and Wildlife
Service head. He also credits abundant air travel facilities. While no

THE

16

KATZ

AGENCY

p,H

figures are available as to how man>' sportsmen were inspired to visit
{Please turn to page 18)
SPONSOR

\«

r~i

23 years with major networks and individual stations,
including four years network, production . . .
that's our Coinmercial Manager.
10 years as producer, copy chief, announcer . . .
he's Program^Director.
16 years in news work — on radio and daily
papers . . . our News Editor.
9 years of radio and television ... a winner in
national script contests . . . Our Copy Chief.
Yes, friend, this is "Know
product

in

the

market,

oil-rich,

MARCH

agriculture-rich

50,000-watt KWKH
preferred

Iff

How" to help sell your
Ark-La-Tex

is heard by most.

by most, and we'll prove it!

There are seven other radio stations in the Ark-LaTex. All of them combined will not cover the rich
)

primary (50%) area of 50,000-watt KWKH.

1948
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{Omiinued jrom page 16)

favorite game haunts because of the speed and ease of reaching them by

UiM, eniiA^ . . .

DOWNSTATE
ILLINOIS

air, it's interesting to note that Eastern Airlines is expanding its Flying
Fisherman Club and inaugurating a Flying Hunter Club.
Most real outdoor fans are fanatics. The discussions and answers to
questions of the panel of experts on Fishing and Hunting Club oj the Air
(MBS, Monday 10:00 p.m.) mean so much more to the followers of rod
and gun than the mere taking of game. The Club, still the only network
show devised especially for these fans, continues to draw 15-20,000
letters weekly with comments, tips, questions.
Thirty-five additional local sponsors have joined the 30 who were
bankrolling the show on a cooperative basis last June, in areas other than
that of The Mail Pouch Tobacco Company, show's major sponsor. Mail
Pouch reports the Club still doing a bang-up selling job on the 43 stations
in its distribution area. Eighty-two stations still carry the show sustain-

MARKET

ing (it's been on Mutual since January 1947). In view of the fact that the
show's Hooperating average is only a little over 2, this is a tribute to the
intense loyalty of fishing and hunting dialers.
Accuracy is just as important as interest in a program devoted to

OHM. 4iaUo4ii . . .

WMIX
cuul

matters near the hearts of fans. And there's evidence they'll listen to
genuine experts just as avidly on wax as live. Outdoor Life Time, a
transcribed show produced in conjunction with Outdoor Life Magazine,
has gathered audiences for advertisers on stations throughout the country.
Sunbury Tire and Supply Co., Sunbury, Pa., ran a fishing contest in connection with it over WKOK which brought the firm 2,000 prospects who
had never been in the store before they came to register for the contest.
It resulted in substantial increases not only in sales of sports goods, but
of tires, household appliances, etc., as well.
Intensity of listening pays off.

WMIX

I

"Southern Illinois' Most
Powerful Radio Voice"
The only sUtion that covers and
sells that entire rich downstatc
area for you . . . and with both
AM

and FM at one single low rate.

No. 2 Radio Center, Ml. Vernon, III.
940 kc

Find the man who's in the chips. He beat his competitors to a quick-proFit spot on Rochester's new
live-wire, up-and-at-'em

94.1 mc

National Representative
John E. Pearson Company

ROCHESTER,
NEW
YORK
BASIC
MUTUAL STATION
5000 WATTS
1280
KC
NATIONALLY

18

station — Uf If C T

REPRESENTED
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^^Always giving something extra! ^^

*Just ask your
Raymer

representative

TOP
AVERAGE
INCOME

Mr. SpoDsor:

1

.■^; ,i„M,<iiini mwi 111,1 ■■LUigai^i^BI

Any advertiser looking for new markets
knows top family
income is a first requirement. And the
1,000,000 rural and
urban residents in
WJHL's coverage
area have the highest average family
income of any similar area in the South
—well over $2,000 a
year . . . Check the
facts. Compare
WJHL's

market potential with any on

your list — then let
WJHL help do your
selling job.

ONLY ABC OUTLET
COVERING

THE NORTH-

EAST TENNESSEE MARKET

5.000 W

910 KC

JOHNSON CITY, TENNESSEE
_Nat._Rcp. John E. Pennon Co.
SO

Samuel

C. C*ale

Vp in charge of advertising, home
analysis; General Mills, Inc.

service,

and

market

The huge Minneapolis firm of General Mills buys and processes
one out of every ten bushels of wheat raised in this country. It did
some $371,000,000 in over-all gross business last year. It still leads the
nation's millers in bulk flour sales. It is second only to Kellogg in the
cereal field. However, the decreased per capita consumption of milling
products, plus ever-narrowing profit margins, has accelerated General
Mills' expansion into such competitive fields as home appliances, vitamins,
farm service stores, farm implements, and organic chemicals. For a firm
like General Mills thus to broaden its base requires a top selling job. The
man who has made a career of it at General Mills is mercurial Sam Gale,
who has been with General Mills since its formation in 1925, a vp since
1942.
Sam Gale is sf)ending the seventh largest ad budget in the U. S.
(about $12,000,000) for General Mills advertising and sales promotion in
1948. Broadcast advertising gets the biggest slice (50%) of the budget
for a dozen shows on two networks, plus national spot campaigns. More
money than last year is going into farm and business papers, newspapers,
magazines, films. Gale makes full use of General Mills' big research department (it's grown from five people in 1930 to over 300 today) to
evaluate his advertising efforts. Premiums and products are pretested
and analyzed, campaigns are closely examined, and all General Mills selling activities — whether of the low-pressure "Betty Crocker" type, or the
razzle-dazzle premium promotion variety — are geared carefully to media,
market, and consumer.
The General Mills premium ojjeration is a model of high-pressure
selling, and frequently outdoes the similar efforts of the major soap companies. According to Gale there seems to be no particular limit to the
number of promotions which the public will accept but Gale and General
Mills aim at fewer and better promotions. Despite Sam Gale's superpremium deals, he's no huckster. In a job that would make any ordinar>ad-man a cynic in six months. Gale exhibits an unbounded enthusiasm
about his firm, its advertising, and its future business expansions.
SPONSOR
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BASEBALL
AVAILABLE
for Sponsorship
in Washington, D. €•

Capture better than 40% of the
Washington

listening audience

April thru September

Wire or telephone Station

WWDC
NAtional 7203
Or contact your nearest Forjoe & Co. office for complete
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There^s a lot more to it than this . . .
The telephone is a wonderful device. And its use plays an important
part in the sale of radio time. But there's a lot more to it than this.
Take the average Weed and Company representative. On
the phone or across the desk from you, he knows your business
and talks your business. He wouldn't be there if he didn't.
He's a salesman, certainly. He represents Spot Radio, one of
the most profitable forms of modern advertising. He also
represents over 250 years of combined experience in
showing Spot Advertisers how to get the most for their money.
Behind that experience are the two bed-rock qualities
that created it: expert knowledge and plain hard work.
These arc the two factors that produce most of the results
most of the time . . . the two factors that make

Weed
a n d
82

Weed and Company service so valuable to any .advertiser.

radio station representatives
newyork

C

O

m

p
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•
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boston
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Chicago

atlanta

d e t r o it
Hollywood
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Dialing Habits are Ohaiiging
Increase in independent stations and
networl£ outlets is altering tlie listening picture everywhere
More people are listening to
independent stations. This
has been revealed by confidential surveys
and reports by Compton Advertising
Agency and the A. C. Nielsen research
organization. And there are hundreds of
new stations serving the United States.
In 1945 there were 217 non-network
broadcasters. Today there are over 900,
practically as many as the total number
of stations (912) that were on the air in
1944. (TV and FM stations are not included in these figures.)
Networks have also grown during the

over-all

past five years. NBC has expanded from
137 to 162 outlets. CBS had 1 16 affiliates
in 1943 and today has 162. ABC, reaching listeners through 251 stations this
year, in 1943 was a 136-station chain.
Mutual, the fastest growing web, increased 129% during the past half decade.
It now connects and programs 474 transmitters.
This station growth is materially
changing the listening habits of the
nation. During the last few years, up
to the middle of 1947, listening in the
average radio home had not materially

increased despite station expansion. The
larger number of stations simply divided
the listening time per home. Starting
with the middle of 1947, listening began
to build. Block programing by stations,
energetic promotion by a select number of
local stations, and smart exploitation by
the chains, have contributed to a better
appreciation of what is on the air . . . and
a desire to hear it.
Although this trend was detected by
the A. C. Nielsen research organization
during early 1947, it did not begin to show
in the national Hooperatings until the end

Day
Average daily listening*,
January througii June, 1946 vs 1947
Total

46

NBC
47

Nisht
35
36
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46
47
46
47

46
47
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46
47

24
25

^^^^^^^^^K Kf ^^^^^^1
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^

32
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72 minutes

■

31
33
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i^^^iuiiWB
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DBHB
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■ 0263

■ 41
HH Aa

30
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f4-r
of the year. In January of 1948 sets-inuse figures released by Hixiper indicated
.7^( increase over the same pcricxi in 1Q47,
from 34. 1 % to 34.8'^( . This increase was
in face of a downward trend in families
who were at home and thus available to
their radio receivers. The unexplained

Procter & Gamble and based upon reports supplied by C. E. Hooper.
The O)mpton study is a confidential
diKument, as is the report on listening
shifts made recently by the A. C. Nielsen
organization to the four networks. The
Nielsen report is said to indicate that
independent stations are increasing their
share of listening on an all-year-round
basis. In the past sponsors concluded
that non-network stations added listening
only during the baseball season.
It's true that baseball does accentuate
the shift, especially at the height of the
season and in cities in which there are

drop in "available radio homes" was from
82':; in 1947 to 80', in 1948.
While listening increased generally in
1947 (according to Nielsen), it increased
more for independents than for networks.
This was expected to some degree since
numerous independents were coming on
the air and building from scratch. However, older independents zoomed their
audiences also. It was this over-all increase of listening to independents that
inspired Compton Advertising to under-

major league baseball teams. It's even a
bigger factor when night baseball games
represent an important part of a hometeam schedule, as they do in Washington

take a survey on "the trend away from
network listening" last fall. The research study was under commission from

where all the Senators' games in 1948
will be played under lights. In Boston,
Detroit, Cincinnati, St. Lxiuis, and in

Growth

of

ratlio

h«jiie
i

How liNlcMiin;: is flivi«l4'«l in Nmall. meiliiiiii and
largo 4*itios— January l» June, lfl40 vs. I« 17*

34

35

36

37

38

most of the home cities of International
League teams, independents broadcasting
the games control the largest share of
listening during the heat of diamond competition. Inthe towns where night football is a feature, independent stations
carrying these games frequently snare top
audiences.
Independent stations are expanding
their share of the audience during the rest
of the year too. While the networks have
increased the size of their audiences, they
generally are not holding their percentage
of the total audience. The drop in network percentage of total listening audience is more than made up by the fact
that the size of the radio audience has
grown. During the past year the number
of radio homes has increased 3^7 while no
network has lost more than 2.3^^ of the
sets in use.
Network advertisers, therefore, are receiving just as big an audience as in the
past. Actually the audience may be
larger because, besides the increase of
radio homes, there has been a sizable
growth in the number of radio receivers
•ToUl Ibltnlnt for Ui« tli month ptrlod li rtpf titnlcd u 1 00%

In ttch brtakdown

SPONSOR

39

4(1

place at night splitting 38 minutes of
listening with that network. The senior
networks lead nighttime listening by a far
greater margin than they do in the daylight hours. NBC is heard 35 minutes,
CBS 30 minutes, ABC and the independents 19 minutes each, and MBS 13
minutes.
Total radio listening per day and night
during the first half of 1947 was four hours
and 23 minutes in the Nielsen survey
area. In Hooper's 36 cities, where all
four networks are said to be heard with
equal facility, Hooper's sets-in-use figures
indicate, for the same January to June
1947 period, three hours and 17 minutes
listening per day. Hooper's figures, representing only big-city telephone home
listening, are always lower than Nielsen's,
which are said to reflect radio listening
habits of 63% of the United States, rural
as well as urban.

It is in the rural areas that the biggest
increase in radio homes is noted. Radio
ownership among farmers has lagged in
the past far behind urban home ownership. While big urban-center homes were
97% radio equipped in 1946, only 76.2%
of farm homes had receivers. Estimates
indicate that this 76% jumped fantastically upward during 1947 as farmers enjoyed unprecedented prosperity. However, actual figures are not available as
SPONSOR goes to press.
Indicative of the extent to which independents are increasing their share of the
listening audiences, Nielsen's presentation to the networks (based upon January
to June listening, 1947 vs 1946) showed
that NBC's share dropped from 29.2% to
26.9%. CBS during the same period
dropped from 25.5% to 24.3%. ABC's
share was almost the same as in 1946 —
( Please turn to page 62)

Distribution
of lij!$tenin^ in tliree major
marii^ets, February - Marcii, I046 vs. 1047*
Day and Nite

per home. While the number of radio
homes has increased to 37,000,000 from
the 35,900,000 reported at the end of 1946,
the number of radio receivers built up to
66,000,000. Today there is an average of
1.7 sets per home. Multiple -set families
listen more than single-receiver homes,
although it is not possible to estimate just
how large the increase is. Economic
status and other factors are involved for
which no comparative figures are available.
The average Nielsen radio index home
listened 18 minutes more per day in 1947
than it listened during the same period in
1946 (January to June). It listened one
minute less per day to NBC, one minute
more to CBS, three minutes more to
ABC, four minutes more to MBS and 1 1
minutes more to independents. In the
daytime, independents ran a very close
third in competition with the networks.
Average daytime listening, per day, was
NBC 36 minutes, CBS 33 minutes, independents 32 minutes, ABC 25 minutes,
and MBS 19 minutes.

46

47

NBC

46

47

CBS

46

47

ABC

46

47

MBS

Independents tie with ABC for third
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Escape
/-W i.^

Tlirongli

Radio
Every i%^oinan listener can be
a queen or Cinderella — and
ho'w sponsors love the idea!

The daytime listener is offered two
forms of escape via radio. There is the
dramatic serial which continues to lead in
mass popularity all forms of daylight
broadcast entertainment. Damned by
many psychologists, this show-form, according to other researchers, enables
women to better withstand a humdrum
existence. It is the air's equivalent of
East Lynne, Camille, and Smiling Through.
But there is a newer form of escape on
the air. I.t's a dream world, bedecked
with Prince Charmings, glass slippers,
queenly wardrobes, hearts' desires, and
visits to fabulous Miami, New York, and
Hollywood's motion picture studios. It's
a world that not onl>' offers its listeners
a means of substituting themselves for the
heroines of the broadcast Cinderellas, but
gives them the opportunity of actually
becoming Cinderellas. Daily these programs touch the lives of millions of
women listeners and give them new hope.
Each day American homemakers step

(1) Imogene
Stone
wanted
to be kissed by a platoon.
(2) Mrs. Lottie Dawson had yen to pilot a train. (3) Andy
Russell was Mrs. Evelyn Gibson's prince. (4) She liked
breakfast in bed; the sponsor made sure that she got it
SPONSOR

into a dream world, a dream world that is six sponsors per station. Only on WBBC
their very own — for a weekend, a week, or is Cinderella's commercial godparent a
in some cases just for a glorious day.
single advertiser — Hamady Brothers,
Like the kitchen drudge of the fairy owners of 10 large independent supermarkets inthe City of Flint.
tale, a great deal of the glamor of the
Prior to their sponsorship of Cinderella
moment disappears after the broadcast
Weekend Hamady Brothers had spent
and Cinderella experience but everyone
touched by radio fate never forgets her comparatively little for radio advertising.
moment in a dreamworld. Unlike the When they were asked last October to
Cinderellas of childhood days, each sponsor the
, they agreed to a
'deal sponsors in a
listener who has her dream world come to 13-week
ican
afford the $1,000
town
of
life is permitted to keep the physical
a
week
things that are part of her magic existence.
The escape programs are something ball
plus prizes
apart in broadcasting. Ciyxderella Weekend, a syndicated script program heard in
different forms over WTIC (Hartford,
Conn.), WHAM (Rochester, N. Y.),
WEBR (Buffalo), WCAU (Philadelphia),
and WBBC (Flint, Michigan), competes
with the daytime hearts and flowers
serials. It offers the housewife dreams
instead of tears — if she desires an existence apart from her own. Cinderella
Weekend joins with the Mutual network
he leaves f^lmt ! ,
.
,
.
programs. Queen for a Day and Heart's
Desire, in opening the doors to fulfillmi
instead of frustration. Even thqi
a comparatively small percenta;
who listen to these progj;di
mothers can become Cindea E
or realize their hearts' deaj{ ^|
others enjoy the eia
woman who achieves^!)
Many of the houis^lyfyi

rferdrojb'e.} ^ W$_ not an ec^m>

enough to make it successful. The management (Booth Radio Stations, Inc.)
came to the conclusion that only heavy
local programing could win an audience.
It decided that a big audience participation program would do the job. That's
why Cinderella Weekend came into being
in Flint.
Today the station reports that "the
success of the station with its 31 weekly
remote broadcasts is unquestionably a
reflection of Cinderella."
Like all outstandingly successful programs, Cinderella Weekerid does not carry
the burden alone. Hamady Brothers use
heavy space in The Flint Journal, movie
trailers in every one of Flint's theaters,
and promotion in each of their stores.
(They're building six more supermarkets.) Studio visitors must first come to
a Hamady store to obtain an admission

I'tftfc^ for the broadcast. The home audi|;ence participates by being asked to sugfor the Tuesday
bllor^ fest. 'four questions too,
must obtain
}|jWnlthefajsjp^irl
end|.?wii!iheW',!ip^
tfej ! jlt^adti^st; , They,
S||i
.Hamady stores in
isterj
question-hurdles for
lors asleacjh IG
arrt^ iMifcifor hori
i lU^ ' ,,[rh,ey jSiso win awards that
ik [,(t|feB^)i .throUghj-pBif \ re
of the
|ttiehMM|^hMB'|fi^y
py ; '.is. ■ deiioy-|(i4fjer prince.
60%
h>''»€|f-'*,groceryl and Vi^il ^
aMiCm)Sen'f''0^'the !
add
ii^^ in Flint. They
the, air rel^fit
J'hearp on
fe inf^lpe meti;Qfi>lis

coveted distinction ,'(k|||jScoptii
or Cinderella repoVt' ibihat]||'
come "new" wonri^iijij ti^e "
Sij;|.oi|^a'.,irecfj(f;o|«|j|
eresjtteg'''i3ifferem: que
fresh life. Some; hqj|fl^\v©rfjlixeresjtteig'['j3lffer
e^f
"*
'h^
Som^
jobs (if they hat»»^PBlj/ • ti j]m iw^fkifg i^'mq^t quejjtiorfs' tie "ii

girls).

participate, however, keep their eyes on
the trip. That's why they compete.
WBBC, the Michigan Cinderella Weekend station, was the fifth station to open
in the Flint market. It felt that its
Mutual network affiliation was not alone

Still others f^p^t, tjfap;l:hej»([ j^4*'f; • 'sponsor. . iA.typical biM

W

"' 'ff^-.i^Wi'^

,

5ering/d.;|Mid 51% before ijnpy i^popso'rb'd the pro
l|i;,;FIinUJ^am. Wherr trr^r. new l^ations are
■jth
ljkte.|jteg)eneci,
th^y,
feel that there
'rrfa'y^
no
■'^-""
■•: ceiling. -fcut
ro6%'to{the
Idmount
of bebusi-

ISSlifcii

Ij.iTfess^th^Yl^a" *^o I- • a"*^ they feel that
jl the ;4jjnder£lla appeal wilLedge them to
"" •■ y;};|K;'-.Iiic., is thelor^anization ih-New

estaicf^'lias: becoWi^''a(feaiiitsi!i,|iife|ii!Hi'stt|M;;^n^^ the pumpkin coadtt'F'A rrtech^rt-;
/or the
prdgra^.
UntnipS'>.And
prizejsi
\Vorld a finite thifj^.- For ITO^ 'i^p^or'TO ! jGal clock set at''|^idnight is'ijehirKf eachf.: tjrdductfgiye-dw^}}^
flfpfk '^l|f|^5f^mii^?s'tihe
offers a new form bf ijiytarne pommercial ^ A series of quesc|()ns are then asked eacb lik^ some othetfj groups in New Vork,
program. Queen fqr a,\Dav wpri'.t be thr^ij contestant, and with e;ach correct answer Chicago, and Hollywood thatj arrange for
her clpck is m:?ved forward a number of product prizes, V.t.P. claims that tlte>' do
years old until- Apri
intit April of thiss^ear
veal"'. ' Heart's n
Desire' will have been spohsjjred for il minutes. Each day's 'Cinderella is the not collect two ways. In other word^, the
weeks on April 21. The hlH^st j(^inderella yojing lady who -has stayed out latest manufacturer does not pay for placing
Weekend (WTIC) won't be aj year old (according to her clock). The daily his prodiict as a broadcast prize. V.I.P.
until August 1948. The most suGce'ssfu't winners are brought back to the program buys for cash many of the prizes for the
Tickets for hit
Weekeyid, commercially (WBBC's), won't on the following Monday to compete for ■ Cinderella programs.
be a year old until October 1948. The the dream world prize, the weekend in plays like Harvey, Happy Birthday, and
baby of them all went on the air this Feb- New York.
Medea are not obtainable free on a reguruary 13 over WCAU.
It's all very simple. The daily Cinderlar basis. It's also one thing to obtain
Because the local programs are exellas are presented with North Star Blan- gifts for coast-to-coast network programs
ket Wardrobes, Westinghouse automatic and another to obtain them for local stapensive for one-station broadcasts, most
tions, no matter how big the stations are.
Cinderella Weekend daily shows are par- appliances, Farberware, Lisner jewelry,
ticipation presentations with as many as and a number of other gifts. All who
Queen for a Day is radio's daily network
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Cinderella. Hundreds of thousands of
women have attended these broadcasts in
the hope that tiiey'd be picked as Queen.
When selected they rule Hollywood for a
day, visit studios and are given practically
everythinj> they've dreamed about in
their Cinderella world. When the program originates away from its heme base
in Los Angeles, there are other trips and
dream worlds for the Queen to visit.
To retain the memory of this one glorious
day many winners form Queen Jor a Day
Clubs in their home towns have special
letterheads engraved with their diadem
and the slogan, "(Queenly Forever."
They feel eternally grateful to the sponsors of the program, Miles Laboratories,
Philip Morris and International Milling,
for having made their day's escape into
the world of dreams possible. Many of
the Queens make it their life work to remind people of the sponsors' products.
This is an added advantage of underwriting aCinderella type of broadcast.
It turns the "stars" of the show into
missionary women for whatever is sold on
"their" program. That's just what they
call it, "their" program.
Recently Queen Jor a Day, on tour, ran
into a bad situation in Pittsburgh.
Tickets for admission to the broadcast
were sold at $1.65 with (so ticket buyers
claimed) the definite understanding that
every part of the theater would be canvassed in the selection of queenly candi-

Hopeful Cinderellas at WBBC

dates. When every section wasn't
covered, the women set up a howl and
halted the broadcast until special pleas
were made to them, in the name of coastto-coast listeners. Raymond Morgan, the
harassed producer returned, via a local
bank, the admission money paid by the
women and ran ads of apology in all Pittsburgh newspapers. There'll be no paid
admissions to Queeyi for a Day for a long
time to come. The opportunity of being
Queen is something which women who
listen do not take lightly. If not carefully
handled the program could have repercussions just as unpleasant as they have
been productive.
The same is true of Raymond Morgan's
Heart's Desire, another escape presentation. Over 1,250,000 women, and not a
few men, have written Heart's Desire what
they wanted. Handling and grading this
mail not only could have been an impossible financial burden on the program,
but it might have been one that could
have wrecked the show. It was nothing
short of a stroke of genius to direct the
mail to a veterans hospital on the Coast
where over 300 bedridden ex-G.I.'s open,
sort, and grade the requests. Prizes are
given the vets for finding usable letters
and there's little doubt but that each
heart's desire is really considered by the
300 screeners.
The panel of women selected from the
studio audience opens letters at each

broadcast and pleads the cases of the
women who want their hearts' desires
fulfilled, is keen to human suffering and
human hopes. The hearts' desires of most
cf the women who write is to escape or
help others escape from drudgery. First
in requests during the first year were
washing machines. Letters from women
who have received automatic washers
indicate that release from rub-a-dub-dub
has even more magic than a Prince
Charming and a trip to New York.
Women with sizable families are the ones
who are most appreciative of washtub
escape.
'
All escape programs are kin to quiz and
giveaway sessions, but their appeal goes
far beyond getting something for nothing.
They touch with a wand of magic the
lives of millions who listen — hold forth to
all who dial in the daytime an Alladin
Lamp that can be their very own.
The Beverly of Graustark of this generation, to millions of women, is a combination of Jack Bailey (Queen for a Day),
Russ Alexander (Heart's Desire), and the
announcer of the local station who awards
them a Cinderella weekend.
Escape through fruition instead of fictional characters' frustrations is today a
major factor in commercial programing.
It is being carefully studied by several
soap-opera sponsors with the thought
that they, too, may wash out sorrow with
dreams.

(Flint) sit beneath clocks and coach-and-six as correct answers tick off hours in "win

week-end

contest"

r/j:.
\>
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25,000 entries were sent to WWDC

and WWDC-FM

when they sponsored an "identify Mr. FM" contest.

It made Washington FM-conscious

Who Listens to Ml
FM fans proved
the same as
AM dialers
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H| jH{|| Most buyers of FM and AM'
•■•■■•r^ FM radios are not primarily
music lovers. Some don't even buy
their FM instruments because of their
static-free qualities. They're just ordinary dialers who want to hear a specific
program on FM that they can't hear on a
standard AM station. Many people, of
course, are buying AM-FM radios because
they want to hear clearly. Despite all the
surveys of coverage made by the networks and clear channel stations, there are
still great areas of the United States in
which it is not possible to hear AM
stations.
Qualitative information about FM
audiences is comparatively sparse. Most
FM station operators have limited budgets and these budgets have very little

leeway for research of any variety. Most
stations haven't even analyzed, qualitatively, their musical request mail. They
have used this mail to prove that they
have listeners just as AM stations used
mail during the pre-BMB, pre-Hooper,
pre-Nielsen audimeter days.
In order to determine the ratio of mail
to sets sold in the WIZZ (Wilkes-Barre,
Pennsylvania) area, Dick Evans, president of the operating company, devised a
pat formula. When a listener to WIZZ
phones or writes the station, he is queried
on where his set was bought. The station
then checks the dealer on the number of
FM receivers he has sold. In the WIZZ
area the ratio of listener inquiries to receivers sold has been 50 to 1.
29

Of the people who write WIZZ, 97', <
have telephones in their homes. A high
percentage of writers fall into the class of
purchasers of expensive radio combinations. WIZZ has had inquiries from 19
owners of combinations in the over'$750
class (Scott, Musaphonic, Capehart,
Frcvd-Eiscmann) despite the fact that it
couldn't trace the sale of even 100 of this
class of instrument in its area. On the
other hand it has records of hundreds of
Olympic AM-FM combinations that were
sold at $39.50, yet only one postcard and
one telephone call have been received
from Olympic set owners.
Wilkes-Barre FM-AM homes are
divided into two distinct classes — families
who buy table models at $50 or under and
families who buy phonograph combinations at $250 or over. The receivers in the
middle price range ($79.95 to $125) are a
drug on the market. They sit in the
dealers' stores.
Despite the fact that 97'',,' of all who
write WIZZ have telephones, a dealer sale
check-up revealed that only 50' j of the
receivers sold go into homes with telephones. It's simply a matter of telephone
homes being more literate more likely to
speak their minds on paper.
FM sets in use in the Wilkes-Barre trading area checked through coincidental
telephone surveys during regular program
periods are in the same ratio as AM. This
information was ascertained prior to the
recent American Federation of Musicians
clearance of duplication of regular AM
(network or local) programs on FM stations. The duplication of programs is too
new for any new listening figures to be
conclusive. When sporting events are
heard exclusively over an FM station
sets-in-use figures, it is claimed, run as
high as 80% of the sets surveyed with
eight or nine listeners per set. This latter
figure does not include tavern or club
listening which averages 30 per spot for
sport events.
The claims of certain FM advocates,
that the medium could not prosper without the "big" network programs, has bc^n
answered in Wilkes-Barre b>' the broadcasting of 182 professional sports events
play by play. What baseball broadcasts,
da\ and night, did to AM broadcast
schedules, pushing independent stations
into first place in listening in many cities,
continuous sportscasting is doing for a
number of FM outlets.
It cost WIZZ

$13,000 for rights to the games they've
scheduled but these games have made FM
listening in Wilkes-Barre something with
which to conjure.
Because of WIZZ promotion FM set
buyers in Wilkes-Barre are sports
listeners. When a man or boy comes in to
a dealer to bu> a receiver in this area, he
listens to the sales talk about tone quality,
selectivity, etc., and then asks, "Will it
bring in the baseball or basketball
games?" If it's an AM receiver and the
answer is "No," he walks out of the
store. It's the same, dealers report, with
women.
The baseball games over WWDC-FM
made Washington, D. C, FM-conscious
last spring and summer. In January of
this year the station went on the air with
its full authorized power and, as noted in
sponsor's February issue, did a bang-up
promotion. Following the Miss Hush,
Walking Man, and other "Guess Who?"
formulas the Een St rouse-operated station introduced a "Mr. F. M." Clues
were given on both the WWDC-AM
transmitter and the WWDC-FM outlet,
but some were given only on the FM station. The contest wasn't too difficult
because it was made to publicize the opening of WWDC-FM and to spread the
news of FM.
The final two da\s of the contest
brought in 14,000 answers, with the total
entries exceeding 25,000. It was strictly
a mass promotion, no effort being expended to hit the class listener. The
opening program of the new FM transmitter was staged with all the acumen of a
four-network promotion. The winner was
not notified until a few minutes before he
was rushed to the studio to receive the
awards which are said to have been worth
in excess of $5,500. Listeners were in on
the notification of the winner, with the
notifier carr\ ing a microphone right to the
door of the winner's apartment. They
heard the knock on the door and discovered the winner at the exact moment
that he received the good news. The
winner was rushed to the studio with a
police escoit for the broadcast, accompanied b> a regular pla> -b\ -play description.
Mr. F. M. was Peter Donald who is
heard in the Capital Cit\ on man\- network programs as well as his own transcribed Stanback show. The ratings for
( Pkasc turn to page 48)

(2) Noted industry personalities judse the screened entries for best "Mr. FM" identification
(3) Washingtonians fill Presidential
Room
of Statler awaiting contest v.inncr announcement
(4) Peter Donald, Mr. F. M. Iiimself, greets Gerald Engcrt, left, whose entry rated $5,500
(5) Geraldine Engert, the winner's daughter, hands dad

the

keys to the Fraier car he won
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Out of the
Beauty Parlor
into the Home
Six

neti%^ork

and soiiio

spot

slioivs

eilucate

ii^omen that %%^aveN can be lioniemaile and good
The field of beauty culture
and cosmetology is losing
the protection of its last mechanical
operation. Its future financial health will
depend upon its once again assuming the
status of a profession. Shops are failing

shop owners have played at being businesswomen.

all over the nation (15,000, 20'; of all
shops, in 1947). For over a decade associ'
ations and unions in the field have
realized that the majority of shop owners
in the United States are neither professionals nor businesswomen. Widows,
factory and office workers tired of their
jobs, and other women without business
training have borrowed money, taken

by law, "home beauty culture" is prohibited. In states like Florida, New

short courses at beauty culture "academies," and become cosmetologists. With
the aid of permanent wave machines (and
later cold wave kits) and some luck they
have made money. They slavishly follow
hairstyles pictured and described in the

16.7'^ c of respondents (readers of one or
more of the Fawcett publications) use a
home permanent wave kit.
Ever since the "machineless permanent
wave" entered the beauty field, industry
authorities have forecast permanent waving's moving into the home. Before the
war there were about 35 different brands
of home permanent waves, none of which
achieved much success. Nevertheless
Charm-Kurl (Charm-Kurl Qjmpany, St.
Paul); Crowning Glory (L. R. Kallman &

industry's trade papers. Modern Beauty
Shop, American Hairdresser, and Beauty
Culture. They attend local or national
beauty shows financed by manufacturers
and jobbers at which they've found more
fun than knowledge.
In general beauty
MARCH
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Today they're faced with the rude
awakening. They're faced with the fact
that permanent waving is no longer their
exclusive province — even in states where,

York, and West Virginia it's against the
law to give a pennanent wave without a
license. In spite of these laws, home
permanent waving is an established fact —
with one firm, Toni, doing a business of
$20,000,000 in 1946. According to a recent Fawcett Magazine survey today

Co., Chicago); and Portrait (H. H
Tanner & Company, St. Paul) divided
$2,750,000 annually in business during
the last two prewar years.
It wasn't until Toni, having eliminated
product and merchandising bugs, poured
millions into broadcast advertising that
beauty shops began to feel the loss of
business and women generally began to
accept the fact that there was safety as
well as utility and beauty in a home
permanent.
Toni spent $5,000,000 in advertising in
1947, of which $3,500,000 went into
broadcast advertising. It has made no
efl^orts to build great audiences through
building new programs. Its current commitments indicate the thinking behind
its radio advertising. It sponsors Give and
Take (CBS), Ladies Be Seated (ABC), a
typical daytime dramatic strip — This Is
Nora Drake (NBC), and a 15-minute segment of the Breakfast Club (ABC).
They're morning or afternoon programs
and while none of them are up in the high
Hooper or Nielsen ratings (low is Nora
Drake with a 3.2 and high is Give and
Take with a 5.6, January 2-6 Hooper report), according to special surveys conducted by Foote, Cone and Belding and
Toni they all deliver audiences with a
31
minimum of duplication.

Help us -and yourself -to

lieb, ex-Carl Byoir executive, at its head,
to fight these side-of-the-mouth allegations. HBI has been successful in its

''Keep the Beauty Business

battle and Toni's business continues to

in the Beauty Shop"

When Gillette announced its purchase
(for $20,000,000) of the Toni organizagrow. tion, some business trade paper writers
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Ass'n urges beauty culturists to fight home

Toni wants to tell its story simply,
repetitively. It uses the Toni Twin
theme (one twin with a professional
beauty shop permanent and the other
with a Toni Home Permanent who can't
be told apart) consistently in both its
magazine and its air advertising. It
pushes the safety factor, using the approval ofthe Parents' Institute, American
Medical Association, and Federal Food
and Drug Administration, for advertising
copy.

waves

beauty shops, but rather that at least 25*^ j
of all buyers of home permanent wave kits
are women who never have been in a
beauty shop.

tried to liken Gillette's virtually taking
shaving out of the barber shop to Toni's
taking permanent waving out of the
beauty parlor. There are certain distinct
differences. First, shaving is a daily rite
with most men, whereas women have
their hair permanently waved three times
a year at most. Top home expectancy
according to Toni, is four times a year,
the average, twice. In other words the
average annual sale per Toni consumer
will be one kit and one refill at kit and
refill for $2.25 regular or $3 de luxe. The
male of the species on his part spends $4
a year for blades and $2 for shaving
cream.
It cost Toni 25 cents in advertising to
get each dollar's business $5,000,000 to
sell $20,000,000 in kits and refills. The

The first attack on the home permanent
wave trend was to throw the local law at
users. All cases brought into court thus

$20,000,000 is Toni's business, not the
amount the public paid at retail for Toni
Permanent Wave Kits in 1947. An ad-

far have been thrown out. Florida's
Attorney General stated at the time of an
arrest of a woman for giving her daughter

vertising cost of 25^^"^
for many products.
tag on Toni, however,
(competitive kits were

a permanent wave, "Next thing we know
the barbers will be telling men they can't
Toni's big problem is to make the first shave and powder themselves at home."
sale. The feeling in St. Paul, the home
Then home permanents received the
office of the firm, is that after the initial rumor treatment. Women told each
use, repeat business will come of itself. A other of the case of Mrs. So-and-So who
new consumer habit must be created
burned off all her hair giving herself a
home permanent waving. Toni feels that permanent. Toni organized the HBI not all its business is taken away from the Home Beauty Institute — with Ed Gott-

would be very high
The original price
was 59 cents retail
priced at a dollar).

When it was so priced it didn't sell.
The public didn't believe that a service
which cost from $5 to $25 in a beauty shop
could be performed at home with materials that cost $1 or less.
R. N. W. Hanis, Toni president, formerly was a beauty shop supply salesman.
He knew that in the beautv field a service

tvunuuHw

Participation shows (1) 'Give and Take", (2) "Ladies Be Seated", (3) "Breakfast Club", join dramatic serial "Nora Drake" in telling Toni's story

SPONSOR

or product which went begging at 50 cents
might be a sell-out at $2.50 or higher. He
reasoned that if Toni wouldn't sell at 59
cents it might, with an advertising push,
move at $2. He also had the idea thatit
would help if he had some beauty shops
give Toni permanents. He gave away
kits. Shops advertised Toni permanents
and the sales started trickling in. Toni
business growth continued very slow, so
Harris proceeded to give away thousands
of kits to consumers to introduce the idea

Seated, Give and Take, all programs reaching young married and middle-aged
women.
Only one of these programs can possibly
reach women who work, the Saturday
afternoon Give and Take. Toni uses this
program instead of premium time (from
6 to 10 p.m.), which costs roughly twice as
much as the da> light hours, because there
is too much waste circulation for permanent wave advertising at the peak listen-

and being used currently in its spot broadcasting operations (on a cooperative
basis) states, "Even an experienced
beauty operator in your home could advise you no more expertly, no more
accurately, than this amazing, scientific
'Glamour Guide.' It's yours only with
Hudnut's home wave kit has just been
Hedy Wave!"
introduced
on the market and its plans, as
far as radio is concerned, are nebulous at
this time. The only broadcasting that
has been done on the kit has been by a
few department stores who have used
copy in their own regularly scheduled

ing hours.
That's not the feeling of Hudnut's,
of home permanents.
which together with its corporate associate Standard Laboratories plans to spend
All of these helped Toni gain acceptseveral millions in 1948 pushing home
ance. Toni still didn't move with any
startling speed and Harris realized that he permanent wave kits. Standard is sponsoring the new Henry Morgan program
had to use a mass advertising medium if
over
ABC
for its Rayve Shampoo but is
he was to gain national acceptance
arranging
cut-ins
in areas where its Hedy
quickly. He decided that radio was that
medium because it had immediate adver- Wave home permanents have distribution. As soon as the distribution is natising impact. He looked for an advertistional, Hedy will be given one-third to
ing man who knew broadcasting and
found Don Nathanson in his home town, one-half the commercial time.
Hedy hits harder at the beauty shop
St. Paul. They bought Meet the Missus
on the Pacific Coast and Mel Torme over permanent wave business than Toni beNBC coast to coast. Torme at that time
cause to a limited degree it's a custom
was supposed to be the hottest thing in permanent, with a "Glamour Guide"
which enables the user to give herself a
popular music, but 26 weeks proved conspecial wave adjusted to her own hair.
clusively that the hottest thing in music
was the coldest avenue through which to The guide has special instructions for thin
catch an audience which would beautify and heavy hair, for dry and oily hair, for
bleached hair, and even, notes Standard,
its crowning glories at home. Giving onetells the user when she should have no
self a permanent wave at home requires
patience, an attribute with which the permanent at all.
Hedy's air copy, planned for the cut-ins
younger generation, Torme 's natural fans,
are not generally gifted. Toni discovered
that women in the 25-to-35 age group are
better prospects; that meant programs
like their Meet the Missus (West Coast),
Breakfast Club, Nora Drake, Ladies Be

programs.
While the only aggressive home permanent advertising being used or planned on
or off the air is that of Toni and Standard,
at least ten cosmetic manufacturers have
plans in the blueprint stage for home permanent wave kits. Some, like the plans
of Helena Rubenstein, are for a class permanent wave kit which will retail in the
$3 to $5 class. Northam Warren Corporation, manufacturers of Cutex and Peggy
Sage nail polishes, also have plans to
merchandise a home wave package. It's
logical for them since they have the sales
organization with which to achieve national distribution quickly.
To the beauty shop
permanents represent
lenge. The National
{Please turn to
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Twins spearhead Toni's appeal to compare permanents^
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New stars, new programs, new sponsors

They're (loing Transcription
lop raiiiiig.s aiiitl proKii^i^ on ili^kM
Transcriptions are as vital to
successful independent station
spot operation as a network line is
to a web affiliate. This has been theo'
ictically true for over a decade, since recording quality became equal to network.
It has been only during the past
five years, however, that theory has
become fact.
Broadcasting functions on a long-term
basis, yet only five years ago there were no
long-term important transcribed programs available for sponsorship with the
exception of transcribed musical libraries.
Frederic W. Ziv, Inc., changed that in the
syndicated program field. Bing Crosby
made transcriptions respectable for stars.
Harry Goodman developed the transcribed spot announcement field for local
and regional sponsors, and Louis G.
Cowan, Inc., brought the first real competitive factor to syndicated commercial
recordings. It was Lou Cowan also who
made transcribed disk jockeys profitable
for sponsors all over the nation, with
Tommy Dorsey.
Until Ziv produced his big-time musical
transcribed programs with name stars,
sponsors had to use e.t. libraries or else
home recordings if they wanted musical
programs on most local stations. If an
advertiser wanted to place a number of
dramatic programs five years ago he had
to use star-less recordings, which, while
often good entertainment, were still minus
names that would have drawn listeners.
Ziv and Cowan, plus a host of one-star
transcription organizations, enable stations to block-program certain periods of
their day with big-name dramatic programs without fear of a series" blowing up
due to lack of material. It's true that
there are still not enough mystery programs on disk to enable a station to
schedule across-the-board (every day at
(Top) Tommy

Risss and his Betty Lou are

Bob Burns is now a disk personality, too.

the same hour) mystery shows. Several
attempts to do this ran dry of disks
before a year was out.
To Ronald Colman, Arthur Treacher,
Alan Ladd, Richard Kollmar, Barry
Woods, Guy Lombardo, and Vincent
Lopez now have been added Bob Bums,
Tommy Riggs and Betty Lou, and Myrt
and Marge (revival). There shortly will
also be at least one new big-star musical
released by a major e.t. producer. This
series was recorded sans fanfare during
the latter part of 1947 for release this
year. It's part of an entirely new program line-up which this producer will
promote as an indication of his feeling
that standard broadcasting will continue
to be a vital part of broadcast advertising
for a long time.
Bob Burns, like Crosby, is of the
opinion that he can do his best work when
the pressure of weekly broadcasts isn't
hanging over his head. Star Transcriptions, the organization handling Burns, is
concentrating its selling attack on department stores, feeling that Burns' familytype program is ideally suited to department store merchandising. Rate for
Bums will be 1 509r of the time of the stations over which the transcription will be
used.
Tommy Riggs and Betty Lou is also a
family-type transcribed program. Pete
Wasser of Pittsburgh (ex-KQV) is handling Riggs, who started his career in the
Smoky City. Myrt and Marge platters
have been reissued effectively during the
past two years but now Larry Finley,
better known as a dance hall entrepreneur, will have 400 new programs on disk
with Myrtle \'ail playing her original
role. Philco is using the program as part
of its cooperative dealer campaign.
The

newcomers

Broadcasters' Guild Michael
{Please turn to page 8S)

to syndicated transcriptions.

(Bottom) New

"Myrt and Marge"

(Center)

being recorded
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CKLW
Located
CKLW

on, and bounded by Lake Erie, Lake Huron and the Detroit River,

beams its 5,000 watt clear channel signal via the water route to a ten-million population area

with a radio-homes and buying-power percentage second to none in America. The power of 5,000
watts day and night. A middle-of-the-dial frequency of 800 kc. That, coupled with the lowest
rate of any major station in this market, has made CKLW
Guardian Bldg., Detroit 26
J. E. Campeau, President

the Detroit Area's Number One radio buy.
Adam J. Young, Jr., Inc., Nat' I Bep.
II. N. Stovin S Co., Canadian Rep.

5,000 Watts Day and Night— 800 kc— Mutual Broadcasting System
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Chiquita minute movies have humorous quality of BBD&O's

i*air4». and

4*iillivaiioii of

_^^^ Already 60*^^ of all comfQiH[^^ mercial programs on the
^^^ visual air have their advertising on film. And although NBC
frowns on filmed selling it does so as a
matter of network policy* rather than
because of a belief that commercials are
less effective when scanned from reels.
Most agency TV executives are profilm. They all admit that there are certain spots on sportscasts which require
live selling rather than film — during timeouts and penalties, for example, because
of their uncertain length. It is now the
general feeling that it will be cheaper to
film commercials than do them live, but
that isn't the only reason for the profilm feeling. Most TV directors suffer the
tortures of the damned during every live
product demonstration on the air. They
recall the Gillette razor that jammed right
in the middle of the commercial and the
visitor who spoke of Lipton's Tea all
through the Tenderleaf Tea presentation.
That can't happen with film.
The cost hurdle is a factor to the advertiser only when the agency director still
tiiinks in terms of large screen motion pic!\'li(: frrl.1 Ihiil nrluiirks
do not fulfill Ihrir
Iriinsniillinii "ninnrd" -eiiterlaiitmetit.
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jingle

International's Salt's theater Rim will make good air entertainment

TV Oonimercial Films
tures to be shown in theaters. These
pictures can run into figures like $100,000,
as the current efforts by Coca-Cola and
NBC's film selling broadcasting do.
Lucky Strike's semiannual sales promotional films cost the American Tobacco

Don McClure (Ayer TV executive) scheduled the same commercials three times
during a relatively short period. The
commercial appeal must be repeated, of
course, but it must be repeated with
different visual and spoken copy. Repetition isjust as important in TV as it is in
Company $50,000 each. Estimate of the
annual gross billing by commercial film any other medium, but the use of the
firms, of which Jam Handy in Detroit is exact same visual and oral commercial
the biggest, is $30,000,000 a year. Many time and time again negates the effectiveness of the advertising message. Lucky
of these organizations are already in the
TV film business. As much as 75% of Strike's pictures are repeated three times
current Lucky Strike television advertis- in ten weeks. But McClure feels that a
ing is built from clips from the sales pro- maximum of four times a year would be
motional films which Jam Handy has best.
Television is not a medium into which
made for ATC during the past few years.
These are used during Lucky Strike- a sponsor should rush overnight. Effecsponsored sports events as well as onetive use of this eye and ear appeal seldom
minute commercials.
results from a precipitous plunge. The
Foote, Cone and Belding is preparing
combination of eye and ear appeal reall new film for Pall Mall commercials,
quires real planning. That doesn't mean
which will enable ATC to compare reedited film with specially-prepared TV that a new commercial can't be planned
for each week, or that the filmed commerfilm commercials.
cial for a weekly program has to be so
The effectiveness of the visual air
medium is not an unmixed blessing to the costly as to rule out using a different one
TV producer. When A\er was presenting each week. Lee Cooley (McCanntime signals over WNBT and VVCBS-TV Erickson) uses a one-minute film frefor Waltham (now inactive on the air)
quently for his Su'ijt Home Service Club.
He shoots
there were complaints from viewers when It costs him about $75.
SPONSOR

it on 16mm silent and has it narrated
from a cue sheet.
The 16mm and the 35mm advocates are
frequently adamant that their specialty is
the ideal size of film to use. If an advertiser isto make film commercials to use on
all stations his prints must he on 16mm
since many stations arc without 35mm
projection equipment. The facts on film
size are relatively simple. If both sound
and picture are to be shot at the same

That this can be done is evident from
the enjoyable, in fact thrilling, oneminute pictures which John Sutherland
has just produced for BBD&O on behalf
of the United Fruit Company. He hts
been able to take the Chiquita Banana
character right out of the singing conv
mercic'il radio spots and bring her to life
with full color, comedy, and sales effectiveness. These pictures are basically for
motion picture showing but even though

time 35mm is the better size. It's not too they're in full Ansco color they can be
expensive to make 16mm prints from effectively scanned for TV without loss of
35mm negatives. If the film is to be shot impact. Not that all color motion picsilent and sound added later 16mm is said
tures make good TV fare. Some are shot
to be just as satisfactory.
without regard to how they'll show up in
A new 16mm camera demonstrated black and white and wash out when
with special film by du Pont during Janu- scanned by a television camera. However, many agency and motion picture
ary indicated that the problems inherent
in simultaneous filming of sight and men watch their gray scale* when shooting color and the result is as good a picsound in this size are rapidly being
ture in black and white as in full color.
eliminated. Many film men still contend
Dual-use pictures will be important for
that it's better to stick to 35mm which
has four times the area of the 16mm, if the the next two years during which TV will
utmost clarity of sight and sound is be growing up. To obtain the fullest imdesired.
pact these one-minute pictures will be
Most commercial film producers and shown on the air and in theaters. They'll
agency executives hesitate to quote prices. cost more than either straight theater
W. H. Vilas, film and TV director of ad pictures or straight TV film, because the
agency J- M. Mathes, quotes one-minute requirements of full theater-screen pictures and small-screen television are
commercial films, shot with live performers, from $150 to $7,000. Animated different. To make pictures meeting both
subjects run from $4,050 to $6,750 (90 requirements. . that are mostly close-ups
feet at from $45 to $75 per foot). Slide and still have enough background detail
film, cartoons, etc., will run, according to . . is a costly and difficult art.
As an indication of the fact that comVilas, from $300 to $4,000 for one minute.
mercial TV film differs from other film.
Vilas has made no special TV films yet
Camels,
while buying its newsreel from
but he has made minute-movies for Spur,
20th
Century-Fox,
is having its commerCanada Dry, Union Carbide, Internacials filmed by Jerry Fairbanks, who does
tional Salt, and other Mathes clients, all of
the shorts he feels are ideal for TV. The most of NBC's film work. Even though
Spur pictures will be used on television in Fairbanks men are shooting the NBC
all areas where there are video stations on newsreel, which will compete with the
the air. Where there are no stations the Camels production as far as news is concerned, Camel's agency, Esty, felt that
Spur minute-movies will be shown in
moving picture theaters.
they'd better use a TV-conscious producer
for commercials. And to quote Jack
Commercial film faces the same probPegler of the Fairbanks New York office,
lem as TV has faced during the past few
give definite costs on the comyears — who is boss in the control room? who won'tmercials
because of an Esty office rule
TV has opened control to agency men but
commercial film men for the most part against talking costs, "they won't be
still cling to the belief that the producer,
Fairbanks will make special commernot the agency man, should be boss.
cheap."
cials for their own syndicated TV film
According to most agency men this probwhich
will be in line with small-budget
lem is not licked by hiring film men for
the agency. That jumps the overhead advertisers. They don't want the small
advertiser to be the forgotten man of
too high for an agency profit or else the television.
client has to be charged too much. As
(Please turn to page 60)
Don McClure puts it, the job is to find a
good producer and convince him that the
*A scfile tvhii-h Irdnslttfrs till color into terms of sltfifh-s

agency knows what it's talking about.

of gray.

Commercial films, handled by J. M. Mathes, lend cuality appeal to Canada Dry's Spur.
Separate yet similar nautical slants result from (top)
binoculars
(bottom)
sailboat
motif
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HERE'S REAL

NEBRASKA

Red area shows solid response
from
counties
within contours.
KFRM's
estimated
half-millivolt
Dark area shows response from

KMBC
KFRM
ok Kansas Cify

for Kansas Farm Coverage

Nationally Represented
by Free & Peters, Inc.
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listenersmated outside
KFRM's
estihalf- millivolt
contours.

When you buy KFRM, KMBC's 5,000-watt daytime associate
for rural Kansas at 550 Kc, you're buying listeners in at least
231 counties and 9 states, in the country's richest rural market.
KFRM heard from those counties and states the first two weeks
it was on the air. Naturally, the bulk of listeners live in the
117 counties of Kansas, Oklahoma, Nebraska and Texas within
KFRM's

estimated .5 millivolt contours. Yes, the folks like

KFRM's programming by KMBC from Kansas City. And, in
addition, the KMBC-KFRM Team is the only Kansas City
broadcaster who completely covers the Kansas City market.

SPONSOR

They still buy

over-all

over the counter, but practically everything else has changed

Candy is a million-dollar
business (wholesale volume)

currently with a low advertising I.Q., except for a few outstanding examples. Its
use of the broadcast medium has been
most effective in the case of Mars, Peter
Paul, American Chicle, and Beich (Whiz
and Pecan Pete).

on the Air
Tho «»onfe««tioiiery
iiitlustrv is
s%% eet 4111

aii«lieii<»e participation

tional advertising) and very little competitive advertising or direct selling.
American Chicle, on the other hand,
while it has a number of famous trade
names, is not burdened with the dignity
of an industrial colossus. It can jingle in
an amusing way, if the agency and advertising manager desire, about Dentyne,

William Wrigley, Jr., has spent more
Chiclets, Blackjack, Beeman's Pepsin, or
radio money than any other firm in the any other of its products, or the products
candy and gum field ($2,657,483 for time of its associated company in the chocolate
in 1943, last prewar year) but despite field, Wilbur-Suchard. American Chicle
some 26 network programs in 20 years spends well over $1,000,000 in announceonly its Myrt and Margef and Scattergood
ments throughout the nation. It seldom
Baines have remained on the air for any is "lured" into sponsoring programs allength of time and with any record of
though it cosponsors sporting events in
success. Although gum lends itself very- Chicago with the Walgreen drugstore
well to the announcement form of broad- chain, an important gum outlet in the
cast advertising, Wrigley has permitted Midwest.
its number one gum competitor, American
American Chicle's year-round operaChicle, to dominate this form of radio
tion in broadcasting bears a striking likeselling. Chicle will not officially release
ness to that of Bulova. Its agency.
its air expenditures but it spends 75% of Badger and Browning & Hersey, buys
its budget for air time.
good time on stations with top listening
Wrigley has something of the same ad- audiences without regard for power or
vertising complex as Coca-Cola (sponsor, tradition. Regular schedules are placed
December 1947). There is the same kind on outlets like WWDC in Washington,
of business magic in the name of Wrigley D. C; WJBK, Detroit; WNEW, New
as there is in Coke. This means a tre- York; and WWS Win Pittsburgh. Regumendous amount of billboarding (institular spotting is from five to seven times a
fNowrevivedas a Iranscripfinn prograrn by Larry Finley
week.
{see pngeS'i.)
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Candy industry blackboard sessions haven't succeeded

in convincing jobbers that merchandising and sales promotion are part of their Functions

No American Chicle announcement is campaign very much as the Petry station
scheduled until it's adequately tested. representative organization had Al Politz
Normal formula is for a test market like
make its "spot effectiveness" surveys in
Rochester, New York, Johnson City, 1945 and 1947.
Tennessee, or Minneapolis, Minnesota, to
be saturated with test arncuncements.
The agency places its campaigns on the
In a test campaign practically all stations basis of respondents' remembrance of the
in a town are used and from 50 to 60 jingles or announcements. In a saturaannouncerrents a week are bought. After tion test, the spots cost American Chicle
six weeks of this, a research team is sent about $3.00 each. Emphasis on noninto the town to check the impact of the network advertising is not because of antiDr. I. Q. has set the formula for successful candy audience participation.

network bias but rather because American
Chicle feels it can gear its advertising to
market problems better via selected market advertising than it can by going coast
to coast on a web.
America does not consume candy or
chew gum equally in all sections. Highest
candy consumption per capita is in Utah
wheie each person eats 34.2 pounds p)er
year. Utah's papulation is small so the
total consumption for the state is not a

Luden's "Strike It Rich" is trying to put across Fifth Avenue

candy bar

MARS
'tesorrs

DR.I.Q.

i

UNKBt

k

major factor in the cand\ business. Lowest cand>'eating state is Kentucky where
the average is only 9.5 pounds per year,
with Alabama eating just .3 of a pound
more. The Central Atlantic and East
North Central States consume 49'V of all
the candy produced in the United States.
In 1946 (1947 figures are not available as
SPONSOR goes to press) this 49"^!^ represented $336,000,000 (wholesale value)
with the total business done $687,000,000.
New York State alone paid $78,974,000
for candy in 1946 and Illinois spent
$50,694,000 for sweets. Combined these
two states represented almost 20^7 cf
America's candy market. In rank order
New York is first, Pennsylvania is second
(in dollar volume, not in poundage),
Illinois is third (second in poundage).
Califcmia has moved from seventh to
fourth place since 1929 and in 1946 spent
$47,689,000 with the candy industry.
All these figures are wholesale.
Users of selective market broadcasting
point to the candy consumption figures as
their reason for concentrating their advertising in individual markets rather than
trying to cover the 48 states. Concentration on specific markets has developed a

but by year-round selling. The markets
for some of these bars or rolls depend upon
the advertising to a previous generation.
Tootsie Roll, Hershey, and Cracker Jack
are in this class. Tootsie Rolls (Sweets
Company of America) are conscious of
the fact that they depend upon a
trade name built in a previous generation and recently offered the promotional head of a network the position of
sales manager at a starting salary of
$25,000 plus a percentage of the gross.
Sweets Company of America, which has
no connection with the Salt Lake City
Sweet Candy Company, is depending
upon its last generation advertising-established "Tootsie" trade name which it has
attached to a "fudge mix" to bolster its
sales volume which in the past has been
in the top ten of the bar candy business.

number of cand>' manufacturers who ar'^
virtually unknown outside of their own
bailiwicks. There is Cardinet Candy on
the West Coast using a 21 -station NBC
network with the David Street Show;

It's logical that the older generation which
bought penny Tootsie Rolls, and have
been well sold on the Tootsie name, can
be sold a fudge mix with the same trade
name. Sweets has during recent months
concentrated its air advertising on the
latter.
National candy advertising comes in
waves. There was a time when Hershey
Almond Bars dominated national media,
another when Cracker Jack was seen
everywhere on billboards, in national
magazines and car cards and still another
when Tootsie Rolls were the younger

Bauer's in Lincoln, Nebraska; Bradas &
Genn in Louisville, Kentucky; Brown &
Haley in Tacoma, Washington; Dilling in
Indianapolis; Mart Haller in Miami;
Sweet in Salt Lake City; and at least 30
others that are tops regionally. Nearly
all of these firms use a little radio and
every so often use national magazines (for
mail order business). Some of them will
grow to national organizations in time.
The big profit is in candy bars. This
market is not built by holiday advertising

generation's delight. There are also fads
in candy eating and not so many years
ago when a substantial part of America
was eating candy bars with yeast added.
Tastyeast was a leader in this field and
radio was a major part of Tastyeast advertising promotion.
Today the most successful candy user
of broadcast advertising is Mars, Inc.,
which has been using one program. Dr.
I. Q., for the past eight years. Although
this program has been ribbed by critics,

Candy Industry Chart on page 90

its "I have a lady in the balcony, Doctor,"
(Please turn to page 74)

"True or False" is Sholweil's entry in the race to sell candy via quizzes

Wrigley

sells

institutionally

via

Gene

Autry

Fred W. Amend Co. uses Bugs Bunny spots
on 20 stations in five markets in new campaign

Teen-age disk critics develope a local Suchard selling formula

ITU"-
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They got the right answer..

K

.once!

This comhiiuilioii in restraint of sanity is the
anti-expert (luiz crew ()i*'It Pays To Be Ignorant."
They liave a matchless talent for going completely
and noisily to pieces when ToM HowARD

asks

{(iiestions that would scarcely stump a child of six.
BUT. . . they know the answer to one question
cud that's how to moke a show that pleases all kinds
<>l proplc all over the country .. .a show that
consistently wins high audience-ratings and also
unanimous critical approval.
YOU ONLY NEED THE RIGHT ANSWER... ONCE
A OH', for the first time, "It Pays To Be Ignorant"
is available for local co-operative sponsorship!
You can bank on this answer to your programsearch. You don't have to wait around for it
to build. It's already there, proved by years of
successful national sponsorship. This is a big-time
show, ready to pay oif in profits to local sponsors...
not months from now. not years . . . but right noiv!

Columbia Broadcasting System

Further informatinri is available from xoiir local
CBS station. Or consult CBS Co-operative Program
Department. 485 Madison Avenue, !\'etv York City.

9 iC&r . . .

Every Year
TIk'im^'s

n

4*4M*liiiii

siil-liiiK*

Broadcasting is a safe medium
for seasonal advertising. At
one time seasonal advertising
was placed almost entirely in newspapers,
which like radio have daily deadlines.
However, despite airmail, teletyp)es, and
all other modern means of communication, the use of newspapers to advertise
products which depend upon the weather,
as most seasonal items do, is not nearly so
flexible as radio.
Printed advertising which has news
appeal, like gasoline tie-ups with round'
the-world flights, are major projects for
agencies and usuall\' rate sizable stories in
the advertising trade press — when they
come off. For broadcasting handling spot
news advertising is part of the regular
daily operation and radio ad copy can be
as up-to-the-minute as the stations' newscasts.
Among the earliest users of seasonal
spot announcements were the makers of
Weed tire chains. Their announcements
were placed with stations with the understanding that the> would be scheduled
only when snow or ice covered or threatened the roads. This was satisfactory

-A-^

op) GriFfin's Allwhtc uses IC^/c o' budget on air
Do'tom) Esso shifls i'.: eir-scl'inj with the weather
44

>'ears ago when there was likel>' to be good
time open for announcements. Today if
announcement schedules are placed upon
this basis there is every chance that these
breaks will be used only in marginal time
on the larger stations. On less powerful
stations there is somewhat more opportunity for premium time spots, but station representatives generally make few
availability promises for business placed
on a contingencv basis.

h>r

aiiv

s|i«»iiK4»r

Seasonal advertisers who use the summer months find life easiest because there
are still a number of key network ai/ertisers who take a hiatus during th? lum. J
season and thus open time for ad/j.lise.j
with summer products. Adver;ise.-J of

t

products like Griffin Allwhite sine pslii'i,
Flit, Gulfspray, moth repelb.nts, insert
powders, sun glasses, sun lotions, bat'.iin;
suits, automotive waxes, cleane.'S, anJ
soft drinks find it comparatively simple
to buy good time.
On the other hand it's a fine ait to
snare premium time during the winte.- on
stations with high listening indices
Placing of advertising for cold remedies,
anti-freeze compounds, chimney sweep
compounds, men's hats, and other cold
weather seasonals is a major timebuying
problem every year. It's di1i:jl: n)
matter how far in ai/an:e o.' a f/jsty
season the timebuye/ s;r.ts t3 request
availabilities — or even tJ mi!c: cj.titj!;ments. In the case of m)sr well-listen: Jto stations, advance commltmenjs d) n)t
assure time availabilities, sinte m)st sjt'i
stations do not accept harJ-anJ-fjst
orders more than 30 days p.-ior to a campaign's starting date. ObviDJsly tney
don't want to keep time open w'.ie.i it cjn
be sold. Broadcasting has always operated on a first come, first se.-/eJ basis.
Accepting a commitment even 33 days in
advance of the placement of a s:!i:Jjle
can mean an open time period p.jJueinj
no revenue. Most stations w'.ien accepting advance commitments do sd with a
penalty clause in the contract insuring use
{Please hirn to page 5()
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the man behind over 200 Succe !>Vu/ sales curves
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Sam presents a unique
For the sponsor interested
in sales. Singin' there been a personalitv
<n)portiinity.
For never in radio's history has
like Sam . • . never before a program series m
1
r •!
record of major sales successes unbroken by
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These
are strong
statements
that carry t remeiulous
weight
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And facts
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prospective program purchasers ... if siippo rted bv tacts.
we have in abimdance . . . high Hoopers, cc
prcssions
of real appre«-iation
b\ a<lvertisers themselves,
actiia'
IL^^it';
Ix'fiirc and after stciries backed with the concrete figures.
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This need
13-minute
transcribed
series
you
to produce
results. program
Write, wire,
TSI for full details.
Despite Singin' Sam's
popiilarit\ aiul pidl. the show is reasonablv
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YOU MIGHT WALK A MILE
IN 6V2 MINUTES -

i

W
■i'/Wl:

BUT...
YOUIL NEED

/

WKZO-WJEF
/ ^
TO REACH WESTERN MICHIGAN !
The quickest, most effective and most economical way to
pet your message to the people of Western Michigan is
through \\KZO-)X JEF. First, because local reception is
really unsatisfactory for outside stations, due to the wall
of fading that surrounds this part of the State; second,
because this CBS combination is by far the most popidar
<)f any of the thirty stations to which the people of W eslern
IVIichigan c\«r listen I
One glance jit the Spring, 1947 Hooper
vince you. It shows, for instance, thai
6 p.m. \\ KZO-W JFF's Share of Audience
higher than all the stations of any other

Report will confrom 12 noon to
is 6.79c or more
network, combined!

Wouhl you like to see the Hooper Report? We'll be glad to
send you one, if you'll write us. Or just ask Avery-Knodcl, Inc.
• \fichael Pecora walked dne mile in H min. 27...' sec. in Vtrio York City, Feb. ??, IH3J.

WJIEF
^A^tm
AND

GRAND RAPIDS
KENT COUNTY
(CM)

BOTH

OWNED

AND OPERATED

FETZER

BROADCASTING

AVERY-KNODEL,

INC., EXCLLSIVE NATIONAL

BY

COMPANY
HLPRESLNTATIVLS

FM Audience
i(J(-ii/ini(Cci/iom page IG)
most of Donald's vc'.iiclcs arc said to liave
been up for the final week of the contest,
especially the Stanhack presentation.
WWDC-FM is a progressive FM outlet
affiliated with an independent AM station. Until recently letters to its music
"request" program (not duplicated by the
AM outlet) were mostly for concert-type
music. Check-ups revealed th:t most
FM receiver owners in the Wa ;hington
area were in the higher bracke'. income
groups. Requests coming in tD WWOCFM from Baltimore have not been for
"good" music but for current popular
selections. This has also recently been
increasingly true of requcsis from new set
owners in the District of Columbia.
There have been very few requests for
re-bob and hot numbers. The requests
for currently popular tunes have been for
"sweet" music. In Washington, at least,
it appears that FM receivers are not
listened to by swingsters to an>' degree.
Sifting out FM listeners in the case of
stations which are duplicating their AM
schedules 100' ; (as WQXQ, New York,
and man> network stations are doing) is
a difficult assignment. By agreement
these stations are not charging advertisers extra for dual transmission (this was
one of the considerations which the AF.M
weighed when it consented to the duplication of AM programs on FM) and even
the Hooper rating organization is not'
tabulating the FM listening to network
programs separately. In the case of independent AM-FM stations, the>' are charging one rate for the combined coverage
(where they have FM affiliates). In case
the FM station does not duplicate the
program, a deduction is made. (In the
case of WWDC-FM the deduction is 5^.)
WGYN in New York has no sister AM
outlet. Its audience is lOC^ FM. From
telephone calls and letters received from
listeners to their various request programs, WGYN has been able to check to
a degree the economic status of its selfidentified dialers. WGYN also checked
the bu\ers of FM sets from a number of
dealei-s in higher-priced radio receivers in
New York. It also tabulated a group of
owners of Stromberg-Carlson FM-AM
sets throughout Greater New York.
The housing status of telephone-request
homes broke down in tb.e following
manner :

Mor.tl i>

04.2%
N.0%

r.ilil: I
I m-'.r $50
$.= 0-$',9
SMn-suo
JI.=0-S1')9

An:cr.g tl.c bu>c:-s of receivers from tl:e
{V\c:.%c /nni \o l^age 50)
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BETTMAN

ARCHIVE

Mn scores (and sales) if
you don't pass Georp Fassagi

No, the old print reproduced here is not from George Passage's
"Sports Album" heard daily on Virginia's only 50,000 watt radio station,
WRVA. His is more modern! More dramatic! More interesting! A fact
confirmed by loyal listeners in this billion-dollar market with
395,780 radio families.
Sponsors who read "Sponsor" can buy the "Sports Album" at 6:05 to 6:25 P. M,,
Monday thru Friday ... at 6:30 P. M. on Saturdays . . . and the
•five-minute "Sports Final" at 11 :10 P. M., Monday thru Friday.

nn

Don't pass George Passage and his sportcasts. You can get all the
info from WRVA or Radio Sales.
Richmond and Norfolk, Va.
Represented by Radio Sales
MARCH
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FM

Audience

{Qmtinued Jrum page 48)

20%
40%
13%
the
12%

better radio dealers,
breakdown
Monthly
among FM set owners was as follows:
Rental
Lnder $50
$50-$99
$I0U-$I44
Over
$200
$I50-$I99

15%

The Stromberg - Carlson setowners'
economic status as indicated by the rents
Monthly

they pay, is as follows:
Rental
lnder $50
$50-$99
$I00-$I49
$I50-$I99
Over $200

29%
44%
16%
5%
6%

Thus the medium and low rent payers
in all three surveys represent the majority
of FM set owners. Obvious!) FM set
owners are not of any single income group.
None of the FM stations, however, have
made any study of the intellectual levels
of listeners, the W'CYN studies being the
most qualitative thus made.
Many stations are still certain that the
reason why FM receivers are being sold in
their areas is music. To quote one of the
more progressive station managers on the
subject, "Music is the common denominator of good programing for four out of
five listeners. Oh, >es, polls show that
people prefer sports, comedy, news, etc.,
but just take away the music, and see
what they would really prefer. What
these people mean, and I'll def>- the poll
takers on this score, is that the\- prefer
comedy, news, sports, etc., ajter music.
Not one of them could take a steady diet
of what they say the\- prefer most. It has
to be mixed with music."
Despite promotion with contests, sf)orts
and other devices, even Major Armstrong
feels that musical reproduction, in the
long run, will hold the FM audience to
FM.

Once A Year
ON A NOTE OF BEAOTY

Beauty in music, like any other type of beauty,

is an all-compelling force . . . attracting and holding listeners, making
them say, "Give us more." WQXR-WQXQ

has a loyal audience devoted to

good music ... an audience of more than half a million families in the
New York area ... an audience that responds to sales messages accompanying
the music it loves. Music's power to attract, hold and sell this \'ast
audience is resulting in greater sales for a large list of
national and local advertisers now using WQXR-WQXQ
. . . the stations distinguished for fine music and the
news bulletins of The New York Times.
50

WQXR

~ . . .and FM Station WQXQ
Radio Stations of The New York Times

(Continued from page 44)
of a minimum of two weeks of an announcement schedule or four weeks of a
program schedule. Most of the larger
stations, however, do not invoke the
penalty clause if cancellation is caused by
conditions be\ond the control of the
advertiser and agency.
Network broadcasting does not adapt
itself to seasonal product advertising on a
short-term basis. The chains are b\ their
ver\- nature designed to of)erate on a 39or 5 2- week span. Exposure to air advertising isbest developed on a continuous
listening basis not u^xjn a seasonal variable. To obtain the most for their net(Please turn to page 54)
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''MICHAEL
as
JEFF CHANDLER

Pre-View Tesfedl Now Ready for Release!

52 TRANSCRIBED HALF-HOUR PROGRAMS
Better Than the Books or the IHio^ies!

_Nc
jothing like this ever happened in radio before! Since August,
more than 100 members of the Guild Preview Board (practical
broadcasting executives from every state, and Hawaii) have auditioned "Michael Shayne." They sent their considered opinions, suggestions
and criticisms to Guild headqnarters in Hollywood. Here the producer of
"Michael Shayne" acted upon their knowledge and advice to perfect a topflight mystery show— a show that combines Hollywood's sk//J with the "cash
register" u/dgem en t of practical radio showmen from all over America! That's
the Guild's unique method o( perfecting a program in ac/vauce of its production.
Now, after six months of prewith a 30-day option on this feature
for your market. If it is available for
view-testing, "Michael Shayne"
your city, we will ship the audition
is ready for release: half-an-hour
disc by air express, $5 C. O. D. If
weekly of exciting, intriguing,
youbuytheshow, the$5 applies
breath-taking mystery-drama . . .
each story complete in itself. . . each
on the purchase price. If you
return the transcription, your
one full of action and suspense!
This is a show that will build a
$5 will be refunded.
high Hooper, sell goods, delight
Regional advertisers (and
sponsers! It is the first show in the
their agencies) will be parhistory of American broadcasting
ticularly interested if you
to be produced with the advice and
seek a show of net-work caliber.
help of an important segment of
Here is your opportunity to acquire
the industry, acting as a group.
a Hollywood property that will comIn many markets members of the
pete with the best shows on the air,
Broadcasters' Guild have puranywhere! And at a price much less
chased the show, prior to its genthan you expect to pay!
eral release to the trade. But other
Don't delay! Send to Hollymarkets are still "open." You are
wood today for an audition transinvited to write, 'phone or wire for
an audition transcription, together
cription.

I N /LS ^^^^^^ ^"^ Hawaii practical broadcasters praise
in ifQ « Michael Shayne" after their Preview Audition:

ALABAMA* "Better than other mystery shows we've heard, and offered at much
less cost." ARIZONA* "As fine as any mystery drama on the networks." ARKANSAS* "A show that we can definitely sell." CALIFORNIA* "It's terrific." COLORADO* "Excellent production." CONNECTICUT* "Very well done. We like it."
DELAWARE* "Michael Shayne great. Wire starting date." FLORIDA* "Our sales
staff like it very much. Can sell it." GEORGIA* "Excellent. Would like to have it."
HAWAII* "Ship Shayne via air express when ready." IDAHO* "Contracted for it
before audition disc arrived. After hearing it, we're sure we made a good move."
ILLINOIS* "A terrific mystery." INDIANA* "Well produced. Will hold its own
with anything on the air today." IOWA* "Will be an asset to our station." KANSAS*
"Impressed by the excellent production and casting." KENTUCKY* "A good one.
When can we start?" LOUISIANA* "Consider Shayne most saleable." MAINE*
"Beautifully produced. Should be well received." MARYLAND* "Will be able to sell
Shayne without difficulty. Script, actors and general production are of very good
quality." MASSACHUSETTS* "An excellent program." MICHIGAN* "Excellent
quality. Show is tops." MINNESOTA* "What suspense!" MISSISSIPPI* "Like the
format and clever placement of bridges for the commercials" MISSOURI* "You showed us! If Shayne is typical of
shows resulting from the Guild production plan,
count

One oi a Series of Announcements

SHAYNE"

AUDITION
*- C.O.D.
RECORDING
SENT EXPRESS

. together with an optii
this feature for your
market.
The $5 will
chase if youon buy.
be applied
purThis jectoffer
to priorsub-
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to Double the Take
with two kinds of appeal
While Sam Hayes reports the news, his NBC listeners eat breakfast. And the makers of those
western breakfast standbys, Wheaties and Sperry Pancake and Waffle Mix. sponsor his broadcast.
For nine continuous years, the Sperry Division of General Mills has
been represented by the roosters crow and Sams friendly greeting which reaches
NBC Western Network Listeners six mornings each week at 7:45.
There's another Sperry program. "This Woman's Secret" catches the
afternoon imagination of NBC's feminine listeners, and draws their attention to
Wheathearts and Drifted Snow "Home Perfected" Enriched Flour.
Now in the third year of Sperry sponsorship, it is a series of sincere, undramatized storieseach complete in itself— broadcast over the NBC Western Network Mondays through Fridays
at 4:00 to intrigue America's western housewives— and to sell them Sperry products.
Sperry, a pioneer advertiser on the NBC Western Network, knows the audiences
NBC delivers in the Pacific and Rockies area, and how to sell them.
Sam Hayes is a veteran west coast news reporter. His forthright delivery, keen
news sense and fine good humor inspire hundreds of letters each month. And approximately
99% of those letters not only praise him. but the products he sells.
It's unsolicited correspondence, too.
"This Woman's Secret" adapted and produced by the penetrating writer, Helen Morgan, is unlike
any other five-a-week quarter-hour program. Its warm appeal of true-to-life stories,
told by the voices of women from 15 to 75, draws a heavy response of unsolicited mail.
Many letters are as long as ten pages.
Here is an advertiser reaching double segments of NBC's audiences with two diverse
programs, each appealing to responsive listeners . . . responsive buyers.
Other advertisers know NBC's audiences and their buying power, too—
Planters Nut and Chocolate Company, Wesson Oil, and Snowdrift, Bekins Van and Storage Company,
and Washington Cooperative Farms Association are among them.
Find out hoiv you can become one of those knowing advertisers.

)^iV FRANCISCO

NBC WESTERN

NETWORK

A Service of Radio Corporation of America

ONCE

A YEAR

(iyuntiniu'd from pti^'c ^0)
work dollar, therefore, sponsors operate
on a year-round basis — or as near to that
as possible. This does not mean, however, that a network proj^rani cannot have
seasonal impact. Commercial copy on a
network program can be as season-sensitive as the legendary ground hog. In
rainy weather S. C. Johnson can feature
its Drax water repellent, in spring and
summer its Carnu, and during the cold
weather when slipcovers are packed away
and more time issjx-nt indoors, its GloCoat floor and furniture wax.

In the same manner American Home
Products and Sterling Drugs are able to
rotate product copy on their da>time
dramatic serials for seasonal variations in
product appeal.
The same is true of locall> sponsored
announcements or program campaigns.

mirrors the moods and feelings of its
listeners. It pre sells listeners on seasons
and holida>s as they occur. The days of
the year work themselves into practically
every program. Broadcasting is the least
ivory towered of all advertising mediums.
Down Scjuth they know in March that

National Shoes didn't continue to feature

summer is on the way because Griffin's
AUwhite shoe polish commercials start
through radio receivers. Come April and
May, and Esso newscasters remind
listeners about Flit, and in the rural areas,
livestock spray. Then comes the attack
on winter oil with the urge to change over
to summer lubricants.
As the sun moves north from the

toeless shoes during New York's recent
blizzard. Concentration was on storm
shoes, overshoes, rubbers, and moved
more of them than had been sold in
National Shoe's entire New York history.
Broadcasting is as changeable as the
weather. In fact, because of news and
weatlu'icasts, it reflects the weather.
Il

Ml6flTY PURTIS

milkin' press.
SAlLY-OALf

equator Esso's commercials move with it.
Esso has a regular merchandising timetable for each section of the country.
Although Esso is a 52-week advertiser it
can adjust its seasonal advertising to late
or early winters and summers. The
ability to roll with the weather punches is
vital to successful seasonal advertising.
For the past two summers the weather
was dry and insect pests were at a minimum. The market for Flit or Gulf Spray
or any insect eliminator was down to a
minimum so dealers and the Standard Oil
empire were stuck with a product for
which there wasn't the usual need. Rit
had a regular spot program campaign
(Please turn to page 5b)

You kIU)^v ihe slalislics you
kiioM lliat ihe farm families in
WDAY's fabulous Red River
ValK'v have more money lo
spentl this year ihan ever before
— on luxuries as well as neeessities.
Hul <lo you know

WDAVs

liohl

on I hose rich farm people';? Uo
you know, for instance, that
<ine Farfio store recently sold
.•i<6. .">(>() worth of -SI 25 oil heaters
from one l(M)-w«)nl announcement on WD.W'r'
Vsk yauT InrnI rvpresciitatiie ulnml
ra<lio an<l W l).\Y— in the Red
Ki\er \alle\.
lie knows!

FARGO, N. D.
NBC

•

970
5000

KILOCYCLES
WATTS

The Texas Rangers transcriptions of western songs have
what it takes! They build audiences . .They build sales...
The price is right — scaled to
the size of the market and station, big or little, Standard or
FM. And The Texas Rangers
transcriptions have quality, plus
a programming versatility that
no others have.
WIRE OR WRITE FOR
COMPLETE
DETAILS.

The Texas Rangers
AN ARTHUR
B. CHURCH
PRODUCTION
PICKWICK HOTEL KANSAS CITY 6. MO
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if f

THOMAS

EDISON

was first with his invention of
the incandescent bulb in 1878
^V powered by the first steadycurrent dynamo . . a tremendous step
toward a better way of life . . the
American Way of Life . . . just as WJR is . . .

POWER
AND
MICHIGAN'S
ADVERTISING

RESULTS
GREATEST
MEDIUM

50,000
WATTS
R»pr»s»nf»d by

THE

CBS

G.

PSTRY

GOODWILL
A.

RICHARDS
Prei.
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STATION

FISHER

DETROIT

BLOG.
HARBY

WISMER

Atsi. to the Pret.
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ONCE

A YEAR

< lAmtinned Jrom j^agc 54)

planned, Flit Frolics, which it was not
able to drop quickly. Cancellation
clauses on most station contracts, as noted

^
^
^
^
^
^
7
I
M
B

above, call for two weeks notice for announcements and four weeks notice for
programs even after a campaign has
started. Man>' of the larger seascjnal advertisers fail to make use of the flexibility

Hit Tunes for March
(On

of spot announcements and spot programs. Conscious of the short rate factor
in black-and-white advertising, they do
not realize that today there are few

Records)

HEART
ALL DRESSED UP WITH A BROKEN

"

.

Q..J-J. fl.rk-Col. 37985
5
Buddy Clark-CoL 3798
24339
Russ Morgan— Dec
.
Eddy How.rd-M«lJS36
10m
Alan Gerard— Nat. 7019
Bob HouJton— MGM
5093
Alan Dale— Sig. 15174
John L.ureni-Mercurv
1009 . ■jack Owens— Tower 1263
The Fi»eB«..-Bu let
3"
Jerry Cooper — Diamond XOVU
The Vanguardi— Universal1 'O
Phil Reed— Dance-Tone

Pe99y

Lee—Cop,

J 5082

DREAM PEDDLER, THE
^:T'1^^:!!:^^p' r^t

FOOL THAT I AM

(Pe«r)

' Courtney-V...

Sno^t^Tl^t;^:^.-*"
(Hill a Range)

Dinah
Shore-Col
37952
Billy Eckstine-MGM
1 0097

'^'^H^^X^^^t^.^y^X^-'^i.r^^
.
trskine n
^^.,,,|, , o4

Brocks B^rothers-Dec. 48049

201^3°^°

9040
?5rbr
''g.T
. Mari
g'::r
s-Nat
Ra»en
The

Marks')

BE SURPRISED (Repubo

I WOULDN'T

.

5080

Harry Cool-Merc.

Sammy

Kaye-Vic.-

ca.pbei Porgie)
AGAIN
ETHEARTS
BE .SWE
Victor Lombardo— Mai. 7269
LET'S
r.r. 1S010
>„L
Margaret Whit.ng-Cap.^SOlO
•
p.^|d,_M„,i„,h 525
Blue Barron— MGM
.lO\*^
. • r?"
54298
.
Bill Johnson— Vic. 20-2591
Lewis— Uec. x'»i-'o
Guy Lombardo-Monica

sponsors that rate discounts if their broadcast frequency is as low as 13 times and
a cancellation saves the advertiser most
of the cost of the unused seasonal time.
Unseasonable weather is what defeated
the Adam Hat NBC talent search program last fall. The cool weather did not
arrive until after the Thanksgiving holidays and men continued to go hatless or
to wear their summer-weight felts. Thus
no matter how big the audience for the
show, and
the both
maikct
men's hats
didn't
exist
the for
advertising
campaign
and the program itself blew up. If Adam
Hats had had something to sell besides
fall and winter headpieces, their advertising campaign would have been able to
survive the late season.

LOVE IS SO TERRIFIC

iMellin'l
5104

Vic Damone— Mercury

PASSING FANCY

(BMI)

-Disk
Ray Anthony— Tune

TERESA

■■"~
.Duchess)

_

'-111" — Com.
i« Trio
Uo
Ray-Me
Do Kay-rv

r^

o.iion

MONROE,

Kav Kvsei — Col. 38067

LOUISIANA

7504

EYES
WHO PUT THAT DREAM IM YOUR

(Stuart)

Jack McLean— >-u»"

SUNDAY
WHY DOES IT HAVE TO RAIN ON
nil

I

W^

„.„,

c
L„ 1 .„,o„— Merc. 5082
Snooky Lanson — Merc. 5082

on 9557

w

Johnstone)

-MGM' . Mil. He.K T,io-D.c.li::. DT"^r20-«7""Be;ie St. Boys

AND

GONNA GET MY LETTER
London)
MORNING
IN THE
ni-Bulle. 1023
Rolli
n
rne-—Dec.
Osboardo
Mary Lomb
Dec. ,24308 . Adria
Guy

YOU'RE

YOU'VE CHANGED
Harry Jam.s-Dick

■ Melody

Haymes^ol.

K^^,•'lJr^^r;;-C^p'•

NEW
56

YORK

•

A^e^Shelton-London

Bob

.

^oan'^S^dsUit..-

580 FIFTH AVENUE

29,000

A

BUYING

,

Lane)

36412

BROADCAST

REACHES

118

Carroll-Dec.-

• Soon lo be retfiiscd.

MUSIC INC.
•

NEW

YORK

CMICliGO

19. N. Y.

•

J C lINil. Jl . Cm

HOLtYWOOD
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The most successful users of seasonal
broadcasting are the cough and cold
remedies. From Vicks to Rem, from
Pertussin to Musterole they watch the
weather like hawks and with the first
signs of spring start cancelling schedules.
Combined they represent an air advertising volume of well over $3,000,000 a year,
with Vicks spending more than any single
competitor. Vicks in the past has used
network time but now concentrates en
spot announcements and programs. Currently over 100 stations are being used,
mostly for spot announcements, although
they buy 5, 10, and 15-minute programs
in markets in which they have had previous experience. They keep a close check
on the relationship between sales and advertising and their campaign is always
flexible, expanding when sales justify it
and being curtailed when the weather or
other conditions restrict the market.
Although it seems logical that they
should, very few of the cough and cold
remedies use weathercasts, because such
use restricts the amount of selling time for
their products.
Pertussin, one of the big time buyers in
the seasonal field, is currently using 51
stations, with programs on 1 3. The average schedule calls for five spots a week
per station, in the case of programs the
frequency is three times a week. Current
use is down from a 97-station schedule
last year but Pertussin is spending just
about the same budget, using power stations in big markets rather than a greater
number of stations in smaller territories.
Luden's is concentrating its current
broadcast advertising budget on its CBS
network program. Strike It Rich, to which
is assigned the major job of selling Luden's
Fifth Avenue Candy Bar. Luden's does
its cough drop selling with cowcatcher
(preprogram) or hitchhike (postprogram)
announcements.
There have been some attempts by stations and networks to turn cold and cough
remedies into year-round advertisers,
since both coughs and colds do occur at
times other than in the winter — but sales
records of the patent medicine firms have \
stopped the all-year-round appeal. Some
medicinal product firms did stay on for a
full 52 weeks during the war years but
that was a case of using tax money, rather
than something the advertising manager
could justify on the basis of sales per addollar.
Agencies know that their clients who
want to reach the wet feet— hot head contingent are very competitive and usually
request availabilities without revealing
the advertiser. However, the request for
specific availabilities is usually a tip-ofl'to
MARCH
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THE CAVALCADE

OF MUSIC

Available April 1 on all Lang-Worth affiliated stations . . .
52 consecutive half-hours of hish-calibre musical entertainment ... for regional and local sponsors, via transcriptions.
The Cavalcade of Music features D'Artega's 35-piece popconcert orchestra and 16-voice choir, with guest appearances by . . .
The Modernaires
Russo, Claude

with Paula Kelly, Tommy

Dorsey, Tony

Thornhill, Anita Ellis, Vaughn

Monroe,

Riders of the Purple Sage, Frankie Carle, Tito Guizar, Rose
Murphy,

The 4 Knights, Tony Pastor, Evalyn Tyner, Jack

Lawrence and others.

IVr/te, phone or telegraph:

LANG-WORTH,

Inc.

113 W. 57th ST., NEW

YORK

*D"ARTEGA
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the station representatives on the client,
despite the hush-hush. Even when Vick
requested availabilities from NBC-TV it
was all very secret. Vick uses a weather
report and one minute spot on WNBT
now.
During tlic canning season, General
Foods uses spot announcements throughout the country for both its Certo and
Sure-Jell. These commercials jump
around the country and are spotted just
before canning time in each area. In
some sections of the country there are
several different periods of the summer
and fall during which canning is done and
the commercials reappear during each.

Other spot announcement users are the
seed houses who sell hybrid seeds to
farmers. These houses stress their products just before planting season. In the
past most farmers raised their own seeds
but more and more they are buying
special seed for crops that bring premium
fees. During this same period there are a
number of poultry and livestock remedies
that are pushed for a six to ten- week
period. Transition from barn feeding to
grazing usually requires livestock tonics
of one kind or another and the eight to
ten firms specializing in these compounds
use the air as reminder advertising.

<J/ft C€ldt&l4V

^^^OMLAHOMA

'S^S^m

Most deodorants advertise all year
'round, but there are a few, likeColgatePalmolive-Peet's Veto, which concentrate
their schedules in the summer. C-P-P
thinking is that during the summer there
is the most need for a deodorant and thus
they hit 'em hard during the AprilSeptember period. C-P-P expect that if
consumers use Veto during this period
they'll continue to use it all year 'round.
Some watch companies
Elgin, Gruen
are seasonal advertisers, spending a big
slice of their budgets during the preholiday season. The best examples of this
type of air-advertising are the two-hour
Elgin Thanksgiving and Christmas broadcasts. Elgin spends more than any other
one-shot advertiser for two programs and
is one of the most successful examples of
what one-time broadcasts can do. They
sell more Elgin watches as gifts at these
seasons than are sold during all of the
rest of the >ear.
Seasonal broadcasting can be geared to
do anything that requires intensive selling
in a short time. It is a field that has its
own rules and regulations. Often the
difference between the profitable and the
costly way to use the air seasonally is
knowing when to pull a campaign off and
how long to hold off starting it.

f >

MlnmK

Tulsa's only exclusive radio center. Only CBiS outlet in the rich
"Money Market" section of prosperous Oklahoma. Write KTUL,
Boulder on the Park, Tulsa, Okla.

• 1.

^^n;;/

MEMPHIS

5?^'<^.VjUii-'>3"-^'<-vyytjM;-ii--p.
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wfA^
ADVERTISERS

AND

TINUE TO RELY ON
THE

WAY

HERES

IN THE

LISTENERS
WFAA

IN

23,585 Pieces of Mall
IN 45

CON-

DAYS!

TO LEAD

SOUTHWEST.

WHY:

Largest, Most Experienced Staff
WFAA offers by far the largest, most complete
ond experienced staff of any station in the
Southwest.

Proven, Popular Programming
WFAA constantly shows top ratings with both
network and locally created programs of proven
popularity.

Hackberry Hotel is a 15-minute comedy program,
created and produced by WFAA . . . broadcast Mondays
through Fridays from 12:30 to 12:45 P. M. over WFAA
on 570 kilocycles at 5,000 watts.*
On February 17, this program had been broadcast
1,130 times ... on the air since 1943 . . . and one of its
two main characters, "Little Willie," who is now the
little colored bellboy of Hackberry Hotel, was created
February 2, 1931, U years ago!
Like many of WFAA's programs, Hackberry Hotel
has built a big, loyal audience ... so big, and so loyal
that when an offer of "Little Willie's" Joke Book was
made during a two-week period of this program, 23,585
request letters were received in the next 45 days!
That's results! But more than results, it's an indi-

Complete, Modern Facilities
WFAA offers every phase of modern, progressive
broadcasting — creating, writing, producing,
transcriptions, merchandising — many more.

cation of WFAA's ability to create and produce a show
that pulls . . . and it's an indication of WFAA's popularity and coverage throughout the big, rich Southwestern
area it serves.
'Sponsored by Arnisirong Packing Company.

•^^4

Complete, Effective Coverage
With a primary coverage on 820 kilocycles with
50,000 watts embracing 965,570 radio homes,
en 570 kilocycles at 5,000 watts embracing
507,230 radio homes. (Daytime coverage, BMB.)
Represented Nafionally by
EDWARD PETRY and COMPANY

DALLAS,

820 NBC
TEXAS

TEXAS

570 ABC

QUALITY

NETWORK

/

Radio Service of the Dallas Morning Newt
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TV COMMERCIALS
(Continued Jrom page 37)
The Emil Mojiul advertising agency is
typical of the agencies representing the
"little man" in television. They handle
advertising for Barney's, National Shoe,
and many other time users on New York's
independent AM stations. They started
shooting film January 31. They plan
within the next three months to have six

WMMD
PEORIAREA

hours a week placed on New York's TV
outlets. They're shooting everything on
!6mm, simply as a matter of cost. According to Louis Heyward of Mogul's,
"We can do with three men in 16mm what
would require 40 in 35mm. And then
there's the matter of unions."!
As might be expected with the Mogul

WMBR
JACKSONVILLE

CBS

IN
NORTH
FLORIDA

Represented

operation, they've shaved the production
cost down to the minimum. Using a
slide-film technique, one-minute spots are
produced at $100 each. Using straight
film the Mogul costs are $350 per minute.
They're doing commercials in sets of
ten, with a new set planned each six
months. They're going to repeat film
every tenth scanning.
Comparing the difference between costs
of recording one-minute spots fcr radio
and for TV, Heyward claims that he can
do five one-minute films for about $1,000,
while five one-minute radio spots cost
him $1,200. His films, of course, are

by Avery-Knodel

about 80^-( slide film but he believes that
slides plus some live action will sell as
well as entertain.

IS now

Mogul is out to prove that an advertiser can use TV in New York effectively
for $20,000 a >ear.

5000
WATTS

Contrasted with Mogul's Heyward,
Bud Gamble, television pioneer, has a
minimum fee of $700 for one-minute
commercials.
During his experimental development
period. Gamble did film more cheaply but
he's out to film them now on a guaranteedresult basis. He did a quickie for a Bay
Packard dealer which sold the dealer's
year's allotment in four weeks — and it was
selling the 1948 Packard convertible
which costs real mone> .
Gamble has filmed commercials for
Philco, Evervess, Charms, and Walco.

MERCHANDISING
AND PROMOTION
Advertisers
BON'US
from WMBD.get Top
rate SER\ICE
promotion
and merchandising such as Dealer
Letters . . . Signs and Displays . . .
Merchandising Publication . . . Personal Contacts . . . Newspaper Ads
and Promotion . . . help sell programs AND PRODUCTS.
"Outstanding skill atid ingenuity" is
the way Kroger terms it. Here's the
story as it appeared
CASTING, December in
22 BROADissue:

THREE
M;^^::rind.
WCHS
WBOWTerre Hauten ^^^Acti
^^^
vity

PromW.otio
LCharleston,
Peoria,

il'nioii
jitrisdirtion
itrrn eslahliithed.
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thing

thr tfintni litfn
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one-

lirld has

no

1^

REMEMBER— WMBD has
a biRger share of ihc audience
than all other Peoria stations
combined! iHooixr Station
l.isteniriK Index. Nov. -Dec.,
1917

when doing visual selling — and, as indicated previously, animation is costly.
Producers generally feel that name
mean

^^-arded
^^^ ^^^

paign, an^-ai!,^>2

reason why Gamble's commercials are
higher-priced than some others is that he
feels that animation is a definite plus

doesn't

•
have

in e P ^.^^^ ^,,e.
ingenuity
^otng the day"^^?^:°t
P^^^
o■
Unaa
time serial,
The Kroger C^" ^^^'conjunctior
moted the ^^^^^^^^aVertising cam
^ith its current a^^.^^^ ^^^^^

His current commitments include Duff's
Apple Cider for Young and Rubicam and
Philip Morris Cigarettes for Biow. One

talent

HI.,

PEORIA
CBS Affiliate •5000

Walls |

Free

Nat'l.

& PcUrt,

Inc.,

Reps.

SPONSOR

when

cigareftes were scarce
WDNC

when

sent 'em to youl

nylons were scarce
WDNC

when

sent 'em to you!

sales problems are tough

goes from 250 watts at 1490
to 5000 watts at 620

WDNC

AN EIGHT TIMES BIGGER AUDIENCE
WITH SIX TIMES MORE RETAIL SALES!

^

•

•

•

•

620 Kc.
OWNED

BY

HERALD -SUN

Durham,

1948

North

Carolina

1923

The South's No. One State

NEWSPAPERS

PAUL
MARCH

•

The CBS Station In

5000 watts Day - 1000 watts Night
ESTABLISHED

•

H. RAYMER

NATIONAL

representat.ve
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minute commercials. Men

like James

WBZ-TV (Boston) are lining up local
sources of film for clients.

Caddigan of DiiMont's WABD point out
that TV will develop its own announcers
and actors who will rate hijjh in commercials but won't move in from the film
medium. Caddigan also points out that
film processinjj laboratories, which have
thus far been concentrated in New York,
Chicago, and Los Angeles, will soon have
to open branches in all cities in which
there are television stations. Careless
processing, stresses Caddigan, obviously
can ruin the best of film.
In line with the spread of TV motion
picture producing and processing is the
fact that WFIL-TV
(Philadelphia) and

One thing is vital to sponsors' understanding of the medium. Agencies will
have to buy film production rather than
do it themselves. No agency in the
nation has a staff big enough or can afford
to hire a staff big enough to make its own
filmed commercials -let alone its clients'
visual air entertainment. A 50-man department would be a drop in the bucket.
There is another matter that's disturbing agency and station men. Sponsors
love to get their fingers in the radio pie —
what will they do with motion pictures?

DIALING

HABITS

j (,CorUi>meci/rom page 25)
Idropping from 16.8' ^ to 16.5%- Mutual
increased its share from 12.1% to \1.1%.
Independent station listening rose from
16.4% to 19.6% during this same period.
In New York's Nielsen area the independents did not increase their percent1 age of the audience during the two
months in 1946 and 1947 (February and
March) that were used for city contrasts.
During this period New York indep>endents slipped from 25.1%
to 23.5%.
, Despite the decrease, the effect of a large
number of independent stations upon a
market is perfcctl> demonstrated in this
area. CBS, which had the highest network percentage, captured only 23.4% of
the radio homes.
Dialing habits difl^er in every market.
National rating figures become so general

40,000 DIMES
FROM
WJBK LISTENERS
When

that they're virtually useless as individual
market trend barometers. The> average,
in the case of Hooper, 36 markets, and in
the case of N-elsen 63'"^ of the U. S. For
the period (February-March, 1946-1947)
in which New York independents droppjed
in share of the audience from 25.1% to
23.5' (, Chicago's independents built their
share of the sets in use from 13.3% to
16%.
the WLW
area ("WLW
is
used In
rather
than Cincinnati
sincear«a"
this
I Please turn to page 72)

listeners prove their responsiveness by sending in $4,000 (in a two-

week

period, for the March

of Dimes)

it indicates folks are paying attention,
listening alertly . . . that the station
making

such a record wields influence

and has prestige with a king-size
audience. Advertisers can see in such
responsiveness

a certain

proof of

advertising results.

WJBK
DETROIT'S
AU

WJBK

MOST
PROGRAMS
ON

PROGRESSIVE
BROADCAST

WJBK-PM

93.1

STATION

SIMUITANEOUSIY
mt.

. . . wanta
leap all over a
14,000 square mile
sales

PHILADELPHIA'S

BASIC

PIONEER

VOICE

MUTUAL

Represented

by EDWARD
62
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p
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PETRY & CO.
SPONSOR

I

H. S. Jacobson
General Manager
Radio Station KIL
Portland, Oregon
Bear Mr. Jacobson:
I am enclosing herewith
six months of igitS.

a renewal of my contract

for the first

I believe that with the signing of this contract 1 begin my
eighth year of advertising with your station and during this time
I have always found that you have done an outstanding job. 1
ao well pleased with the results of the dollars 1 have spent
with you people.
Keep up the good work.

Preferred . . . because, eight years
of satisfactory service and results,
such an achievement isan enviable

Very truly yours,

record of any advertising media.
Corbin<rr-/i'^cJ
^6-771^ c^zC
Dr.

William

Perhaps that is why business and

WC/cw

professional men throughout the
Pacific Northwest, when planning
and advertising campaigns choose
the XL stations.

Merchandisable Area
Bonus Listening Area

FFICES
Orpheum BIdg.
PORTLAND, OREGON
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Symons BIdg.
SPOKANE, WASH.

6381 Hollywood Blvd.
HOLLYWOOD, CALIF.

LOCATED
Box 1956
BUTTE,

MONTANA

AT.
The Walker

Co.

551 5th Ave., NEW

YORK

Smith Tower BIdg.
SEATTLE,

WASH.
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January spot business did not show its usual rebound from December.
Placement of national advertising on local stations continued to drop,
losing another 4.59. Only the Midwest continued above September
1947 though itself sliding off 2.4 from December. In the breakdown by
industry classifications, tobacco, drugs, and miscellaneous were more

spot
trends

active, each showing an increase over December. Drugs, and beveiages and confectionery, continued above their September base, with
advance indication that they would continue this way during February
Based upon the number or programs and announcements placed by sponsors with stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as a base of 100

AUG

Per cent

SEP
Bated upon

OCT

and March. Fifty-eight advertiseis increased their spot advertising
during January but the 27 (12%) who curtailed their schedules and the
•6 (7%) who cancelled out entirely overbalanced increases.
NOV
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50'For this total a sponsor is regarded as a single corporate entity no matter how many diverse divisions it may include.
however, the same sponsor may be reported under a number of classiRcalions.
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In tf)c industry reports,
SPONSOR

S^n Q)eAol/'. . . ^/I^

WWJ-The Detroit lews
%.

FIRST in PUBLIC SERVICE features for more than 27 years . . .
tirelessly working in the public
interest, constantly retaining
TOPS

in TALENT

. . . with

community confidence.

Detroit's best-known, best-liked
personalities, combined with the
world's finest through WWJ's
20-year-old NBC affiliation.

WWJ's leadership in PUBLIC
ACCEPTANCE is evidenced by
the results continually obtained
for its advertisers . . adding
prestige to their products, force
to their sales messages, and
increasing sales through lowered
sales resistance.

FIRST

IN

DETROIT
National

.

.

.

OwntJ

Rfpreienlalivts:

and
THE

Optraltd
GEORGE

by
P.

THE

DETROIT

HOLLINGBERY

NEWS

COMPANY

AM-950 Kiiocrctes—sooo wAm
fM-CHANH€L

Astociate

Television

Slalion

WWJ-TV

244— 97. f MCGACrClES

1
"Should

bruadoast

determined
the next
. ,
John

Tho

on

advertising

Director
t^orwich

exj)eetan< y?"
advertising
of
Pharmacol
Co.,

on last year's sales with full faith that
nothing can happen in this wonderful
world. "Anything we could afford last

>lr. Alili^ii:
In established
markets, Ruppert
advertising budgets are based on
sales perform'
ance. For new
markets, however,
after thorough
research, sales ex-

Norwich,

Conn.

year we can afford this year."
The Hope approach bases the budget

boys. It doesn't raise anybody's Hooperating, but it gives your Hooperating a
better sales rating.
It reorients all sales
management
thinking, shows up weak
spots in distribution and selling effort,

on next year's hopes. "After all, if we
keep contracts on a 1 3-week basis, we can

and compels attention to those disabilities which prevent broadcast advertising

always
The cancel!"
Charity approach is a hangover
habit from the old (and perhaps soon-tobe-with-us-again) excess profits tax days.

from doing the best job it's capable of.
Burton Bigelow
Burton Bigelow Organization
Management Consultants, N. Y.

"Let's plant a lot of seeds — our competitors are doing it. Maybe we'll get a good
crop if we get some rain!"
The Factual approach is not popular.
It calls for work. Sponsors' wives, lyric
mistresses, not-so-very-private female secretaries— all these customary somber and
authoritative advisers are left without

pectancy isa consideration. In place or purpose once a sponsor decides
either case, radio must compete for its to use the factual approach in basing his
share of the local allocation. All avail- budget.
Briefly, it calls for a thorough study of
able media are carefully studied to determine those most effective. As a result past sales in time and space, taking into
radio is unused in some areas and the account raw population, distribution,
major effort in others.
buying power, buying habits, and previWalter Richards
ous sales. It requires forecasts of sales for
General sales manager
three to five years ahead — product-byproduct or line-by-line. It requires a
Jacob Ruppert Brewery, N. Y.
geographic breakdown of sales potential
There are four county-by-county and an assembling of
these units into two groups of market
possible ap- areas :
proaches to the
"Where people live" areas.
problem of deter"Where
people buy" areas.
mining the amount
Also demanded is a county-by-county
and allocating the
and market-by-market audit of sales
geographical dis- coverage by salesmen and distribution
tribution of funds
in a broadcast ad- coverage by distributive outlets.
vertising budget.
When this study is done, it's easy to
know how much to spend, and where the
For brief identiappropriation is most likely to produce
fication, these may be called:
the best sales results. Such a factual pro1) The haith approach
cedure isnot popular. It costs from 2 to
2) The Hope approach
5^'i
of
the
appropriation. It may increase
3) The Charity approach
its
value
20
to 100^- but that's another
4) The Factual approach.
point! And it ham strings the inspiraThe Faith approach bases the budget
tional managers, the "cumulative effect"
66

he

the basis of past sales, or

year's sales
All |
Alden

budgets

Both past sales
volume and projection ofsalesyear
for
the coming
are factors which
should be taken
into consideration
in determining the
radio appropriation. According to
most studies I
have seen, both of these factors are carefully weighed by most companies. However, the percentage method, while certainly the simplest, is by the same token
the most arbitrary way of arriving at the
proper appropriation. Its primary value
for many companies is to serve as a basis
for departure rather than as an inflexible
A number of advertisers believe that
yardstick.
the chief criterion in determining how
much to allocate for radio might better be
how much is needed to do the job of reaching the maximum number of customers or
prospects or in the case of a program
which is primarily public relations in
nature, the job of attracting largest audience or the most opinion leaders.
As radio's public relations and long
range sales potentialities are increasingly
recognized, the tendency to plan radio expenditures on a year-to-year basis may
correspondingly diminish. More and
more sponsors are recognizing that the
SPONSOR

greatest values from radio are realized
after a long period of continuous sponsorship of a program over the same stations
or network at the same time. Time segments become of greatest value and may
well become to all intents and purposes a
capital asset of an advertiser when his
show has made listening at a given time
practically a habit for millions of people.
The good-will the public has toward the
actors or characters in a program also
adheres to the sponsor if the company has
been associated with the program for
several years.
One of the best examples of this truth
that I know is the S. C. Johnson Company. As Bill Connolly, advertising
director of that company, told the NAB
Convention last fall, the success of Fibber
McGee and Molly and their summer replacement shows has been partly the result of the company's general sales promotion policy. That policy is never to regard a single ad or single campaign as an
end in itself. Johnson's Wax has been
building customers for 61 years by making
permanent friends. The result has been
a reputation and good-will value which
the company will not jeopardize just to
step up sales in any particular year. The
company is more interested in retaining
the friendship of the customers it has than
in the fair weather friends attracted by
high-pressure or one-shot promotions.
This type of thinking, I believe, will
lead other sponsors to plan in terms of
sound policy over a long future in planning their advertising expenses, rather
than exclusively on a year-to-year basis.
Eric Haase
President

BOOK

Hooperatinqs"
• In Mr. Hooper's

1947 telephone contest—
WFBM emerged unbeaten in any of the twelve
monthly Station Listening Index reports.
In Total Rated Time Periods, WFBM led the
other three network stations in Indianapolis by
wide margins most of the time. That's month
after month— season after season— winter, spring,
summer and fall ... a complete Year!
Of course, Mr. Hooper

Public Policy Organization, N. Y.

It's virtually

#%
<^

—* V
** *
j^
_
^. ...

^
1^
**

polled only Indian-

apolis. But— if you'd dig for facts about the rest
of the Central Indiana audience, you'd find —
among reported Indianapolis stations — Broad-

impossible to reduce the determi-

cast Measurement Bureau gives WFBM
share oj that, too!

nation of a broadcast advertising
budg
le
et to a simp
formula.
There

If you're after EARS— we think you'll get two
on more heads in Central Indiana if you radioadvenise on WFBM.

are too many factors involved. The
individual firm
still has to determine for itself whether allotments of advertising money for radio are to be made
on the basis of past experience or future
sales. With business conditions what
they are today, it is virtually impossible
for any manufacturer or fi m to determine
in advance the relationship between
supply and demand on a long-term basis.
Any advertiser planning a network
{Please turn to page 72)
MARCH

OF THE MONTH

the lion's

Plus Factors are low-cost-per-listener, intensive promotion, consistent merchandising and
dependable performance.
W'FBM

is "First in Indiana"— any way you look at it!

BASIC AFFILIATE; Columbia Broadcasting System
Represented Nationally by The Katz Agency

1948
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Ralph Edwards appointed "acting manager" ot
woe I Davenport. l(jv\ai for a week.
Station t)wncr Col. B. J. Palnicr, in order
to capitalize on the Truth or Cousequences'
man's appearance at the Mississippi Valley Home and Food show (February 1319), proclaimed Edwards station manager
for the week. Edwards had a microphone
in his "manager's" office which permitted
him to interrupt an\' program whenever
he felt in the mood. The promotion was
merchandising of Ralph Edwards' visit to
Davenport at its best.

called "The Spxjoners," whose members
are supposed to talk the words of songs to
music.
The idea's catching on.

"The Voice of Mystery" promoted by club Hugh B. Terry (KLZ) follows Edgar Kobak
and "talk a song" formula. Program is eX' (MBS) technique and "reports" to industry
ploited by Jack Rourke through a club
and Denver listeners with a five page letter

on the Gaylord station's accomplishments
in 1947. Terry, however, uses only one
side of his paper and tells KLZ's story
without competitive copy. Kobak uses
both sides of his letterheads and is 100%
competitive.
Annual dinner for Minnesota congressmen
is WCCO's way of tying itself to the
Washington scene from the Twin City
dialer's point of view. WCCO presented

Nl

the
trapper's"
hats congressmen
as a memento with
of the "fur
occasion.
"Jolson Story" presentation highlights Radio
Theater broadcasts. The Lux Monday night
broadcasts annually win any number of
awards as the best commercial dramatic
series on the air. This year Lux spotlighted its presentation of top motion
picture radiozations by presenting the
winner of the Gallup Poll for the best picture of 1946, The Jolson\Story, with Al
Jolson himself.

m-vm

Tihe^e's /¥i>

WELCOME
414,700

IN

RADIO

HOMES

At .5000 watts, WSBT is now reaching
the largest audience in its 26-year history. BMB shows 414,700 radio homes in

ON THE JOB FOR YOU
EVERY MINUTE
IN

^'SBT's
new primary
covers
26 northern
Indiana area,
and which
6 southern

OMAHA &
Council Bluffs

Michigan counties. And this is primary
coverage only!
Listeners old and new welcome WSBT
in their homes as a trusted friend. People
like this station, listen to it faithfully,
write to it frequently. These are listenerloyaltv facts which WSBT advertisers
know from experience.
PAUL

68

H.

RAYMER

COMPANY

960
COLUMBIA

NATIONAL

KILOCYCLES
NETWORK

BASIC ABC

5000 WATTS

Represented By
EDWARD PETRY CO., INC.

REPRESENTATIVE

SPONSOR

Martin Block's 22nd Popularity Poll places
Vaughn Monroe, Frank Sinatra, and Margaret

Whiting in First place in their divisions.
Block's fans sent in 200,000 votes for their
musical favorites. Monroe pulled 54,340
votes as orchestra leader, Sinatra 52,942
as male singer, and Margaret Whiting
39,175 as foremost thrush.
WING's on glasses now. John "Pat" Wil'
liams' Dayton station has made certain
that all advertisers who hoist one when
they're at ease will remember WING by
placing its winged trade mark on those
tall ones.
It's neat, not gaudy.
A

"pop-out"

mailing isn't especially

novel

but seldom is it a station's new promotion
man who pops out. KSTF (St. Paul,
Minn.) snagged Joe Cook, eX'KDAL, to
succeed Sam Levitan. They told the industry about the fact with a pop-out
picture of Cook under the heading "Why
Things are Cookin' at KSTP."

shown in many theatres in their areas

trade paper editors vote Walter Bruzek
(station promotion manager) top award —
a Ford Car. Follow-through of Bruzek's
idea of selling the Ford Theater as a "key
to good listening"
won the editors'
unanimous
votes.

(WKRC 58 and WCAU 31). WACU's
deal was a direct promotion for Voice of
the Turtle while WRRC promoted the
Queen City's "neighborhood playhouses."
Contests and prizes were highlights of the
co-op promotions.

CBS using "Map of Changing World" as proof
of New York Philharmonic Symphony listening. With a down-to'carth self'liquidating
offer of the "first postwar map" of the
globe, CBS hopes to pull 1,000,000 dimes
— and perhaps a new sponsor for the

Denver's Max Goldberg receives a coast-tocoast bow on the Phil Harris-Fitch Bandwagon
program. It's usually the local broadcasting station that lands the kudos when a
network program visits a town for a
March of Dimes drive. In this case an

program.
Screen and air draw closer together inWKRC,
Cincinnati, and WCAU, Philadelphia,
promotions.
Both stations had trailers

advertising agency executive was spotlighted for bringing name troupes to
Denver for the polio fund.

niore

"•ey keen ,«».•

Kay Kyser's recording of "Saturday Date" used
by NBC to block-promote its Saturday program line-up. With the Kyser recording as
an intro, all of the NBC bathnight airings
are plugged in a five-minute transcription which is being used by station
affiliates.
KROC

(Rochester,

Minnesota,

tion) does best job for "Ford

250-watt
Theater"

staand

keeps
\.

"coming

^

Cole Milling Co.
Dining Car Coffee
}OlOf
Folgers Coffee Co.
Forbes
!.« Tecft®and Coffee Co.

>

Offices in Chicago

i^ltt

back for more"

KXOK is "one sweet cookie" that hits the spot
with Food Advertisers who have a husky

A

New

performance
Food Advertisers

York • Detroit

St. Louis • Los Angeles
Son Francisco

Haase

At

Olivet

Krey Packing Co.
Manhottan Coffee
Pevely Dairy

\o^

*V

appetite for satisfying sales results . . .
sales results in the big KXOK family circle*
in the greater St. Louis market. Many
food processors have tried . . . proved . . .
and renewed on KXOK, advertising hundreds
of food products. Yes, indeed . . .
KXOK "proved performance" keeps 'em
comin'
back for more.
•<«
*

Quality Dairy

xs*

St. Louis Dairy
HO'

Tip-Top Bread
Union Biscuit Co.

JOHN
BLAIR
^**

jOV

and others.

• i J5 daytime counties

V COMPANY
ItSPBISENTtNC

MARCH
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LEADING

RADIO

STATIONS

98 nighttime counties
according to BMB.

K
O
X
K

ST. LOUIS 1, MO. • CHESTNUT 3700
630 KC • 5000 WATTS • FULL TIME

Owned and operated by the St. Louis Star-Times
Represented by John Blair & Co.
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signed and unsigned
Spo^tdo^ Pe/iAjO-i^ml GUan<f^4.
NAME

FORMER

J. I . Haral Jr
Juck Dorun
Sam Henry
Lester M. Horner
Sanforil Woolf

NEW

AFFILIATION

Gray & Rogers, I'hila.
Trans World Airline. N. Y.
Montgomery Ward & Co. Chi., asst media dir
A. James Rouse Co. \.. A., radio dir

AFFILIATION

Phlico Corp. Phlla.. In chge TV adv. mdsg
Orange-Crush Vjo, (;hi., adv mgr
.Same. U. .S. adv mgr
.Same, media dir
Vera Lane Products (^>. H'wood., adv nigr

Adae/U4Ai4^ /l<^eHC4f PenAjiuutei Gliat>u^,e4.
FORMER

NAME

NEW

AFFILIATION

KWKW. Pasadena, prog dir
McCann-Erickson
Writer, producer

Ken Barton
Walt Blake
Fritz Blockl
Jerry Burrows
Winston O. Butz
Ned (Mements
C. B. Donovan
Leonard Erikson
Haul Forrest
Mildred Fulton
George Gale
Jerome B. Harrison
Margaret Harrison
Roland L. llauck
Donald H. Heller
Gerald .\. Hocck
Evelyn Jones
Robert M. Kaplan
Thaddeus Kelly
John F. Kurie
Nell Mulhern
Ross Patterson
Irma Pheel
Tom G. .Slater
W. P. Smith
(;ilbert J. Supple
Lav*Tence S. Tone Jr
Charles P. Tyler

BBD&O, N. Y., timebuyer
M & M Ltd, Newark, vp in chge mdse
Kenyon & Eckhardt, Detroit
Patterson's Chocolates Ltd, Toronto, gen mgr
Mayers, L. A., asst to radio dir
Ruthraufl & Ryan, N. Y.
Charles W. Hoyt, N. Y., radio dir
Vick Chemical Co, N. Y., asst adv mgr
Ecoff & James. Phila.. radio dir
J. Walter Thompson. N. Y.. acct exec

NcUX

^'p/pxUni4ne4>tii

VanSant, Dugdale, Balto.
Charles W. Hoyt. N. Y.
BBD&O. N. Y.. radio dept mgr
KGFJ, L. A., prom mgr
Blow, N. Y.. sec
Grant, H'wood.. acct eiec
Katz. N. Y.
BBD&O. S. F.
Foote, Cone & Belding, S. F.
Donohue. N. Y., radio traffic dept

-AaenCU

SPONSOR

194S

Bishop, L. .\.. radio. TV dir
Donahue & Coe. H'wood.. mgr
Swaney, Drake & Bement. H'wood..
in chge radio progs
McKim. Montreal, timebuyer
Same, media, research dir
McKjm. Montreal, titnebuyer
Same, vp, media dept head
Kenyon & Eckhardt, N. Y., vp. radio dir
Dan B. Miner. L. K.. radio dir
Same, timebuyer
Dorland, L. A., mgr
French & Preston. N. V.. assoc dir radio & TV
Duane Jones, N. Y.. premium-creating dept head
Roland Hauck Groups (new). S. F., head
Same, media dept head
Wallace Mackay, Seattle, radio dept mgr
Same, timebuyer
Ben Kaplan, Providence, R. I., radio dept chief
Cecil & Presbrey. N. Y.. timebuyer
.\ssn of Natl .Advertisers. N. Y.. media research head
.Same. vp. head
Jack Murray. Toronto, acct exec
Lockwood-.Shackleford. L. A., timebuyer
Same, in chge network rel
Same, radio. TV dir
Badger & Browning & Hersey, N. Y.. radio copywTiter
Barclay. Phila.. radio. TV dir
Blow, N. v.. Philip Morris sr acct exec

(Contmued from pa«e 10 \
PRODUCT

(or service)

Quick-Patch Cement Co. .Monrovia. Calif
Cement
Bobby Riggs-Jack Kramer Profl Tennis Tour, H'wood. . Tennis tour
Schiller Drug Stores. Oakland
Drug chain
SOS Mf g Co. Toronto
CMeansers
John T. Stanley C:o Inc. N. Y
Shave cream, lotion . .
Tace Co. Pasadena
,
Seasoning salt
Tyler Studios. Dcs Molnea
Photography
Venus Foods, L. .\
Fruits, vegetables
Vermont Development Commission Montpeller
Institutional
Wenatchee CJas Co. Wenatchee. Wash
Public utility
Wllf Bros .\ppliancc8 Inc. Phila
Household appliances.

MARCH

AFFILIATION

AGENCY
Irwin-McHugh. H'wood.
Roche-EckoR. H'wood.
Ad Fried. Oakland
.Stewart-Lovick. Toronto
.Brisacher. Van N'<irden. N. Y.
William Kester. H'wood.
.Meneough. Martin & .Seymour.
Allied. L. A.
.Badger & Browning. Boston
.West-Marquis. Seattle
.Soils S. Cantor. Phila.

Des

Moines

February 6, 1928, WOAI carried the first network program ever boadcast to listeners in Central and South Texas.
Two decades of affiliation with the National Broadcasting
Company, the world's first network, plus charter membership in Texas Quality Network, supported by constant
emphasis on top local programming, have built WOAI
dominance from the Big Bend to the Gulf.
Throughout this billion-dollar market, WOAI consistently has sold more goods, to more people, than any other
advertising medium — and at a lower cost per sale.
WOAI's daytime primary delivers:
• More people than live in Washington, D. C, or Baltimore, or Cleveland
• More Retail Sales than Pittsburgh, or Milwaukee or
Newark, N. J.
• More Food Sales than Pittsburgh, or Boston or Milwaukee
• More Drug Sales than Kansas City, Mo., or Pittsburgh,
or St. Louis
• More General Merchandise Sales than Indianapolis, or
Cincinnati, or Memphis

'o^Sezi^ic

^.C*

Represented by EDWARD
MARCH

50,000 WATTS,

CUA«

CHANNEL*

TO*

PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, San Francisco, Atlanta, Boston

V^

1948
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71

DIALING

HABITS

on the same subject was included in Hooper's Firsf Fifteen. A contest, the
Walking Man, had pushed Truth or
sponsor's January issue.
(Continued from page 62)
TV viewing is changing listening habits ConsequeiKes into fifth position of popuis the way Nielsen desi^'nates reports for in New York, Chicago, Philadelphia and
larity. It's habit vs ideas, networks vs
this territory) independents
increased Washington. These are the areas of the independents,
that is changing dialing
their share from 8.1% to 9.7%.
greatest concentration of television home habits in virtually every market.
Sponsor's interpretative charts are receivers. First coincidental survey of
based upon unofficial Nielsen fij^ures and New York TV viewing was made by MR. SPONSOR
ASKS
are not presented as official NRI data.
H(K)per during February and the facts {Continued from page 67)
The only figures released by Nielsen to
uncovered have yet to be evaluated.
the trade press are his Top Twenty proradio campaign should keep in mind that
Dialing habits are changing solely
gram ratings and a few other selected
to develop an audience, and to have the
within the network program sphere, too. members of that audience turn into cash
program ratings.
Bob
(first or second place) Hope was
None of the figures in this dialing-habit
customers, takes time and mone>'. In
report include FM or TV tuning. A sixth in Hooperatings at the end of this case, the advertiser will have to dequalitative report on FM listening is on January. An amateur program, Arthur
cide carefully whether or not the business
page 29 of this issue and a market study Godfrey's Talent Scouts, was
14th in status of his firm warrants the expenditure that a successful network radio promotion calls for. In other words, he has

Profits

can multiply,
too

WTAR-NORFOLK

sets your sales
a-zooming

because:

NORFOLK MARKET has the greatest metropolitan area
population gain in the nation, 1947 over 1940... 43% more
customers, 61% more new households to supply, says Bureau
of Census. And . . . WTAR keeps right on delivering the
BIG share of this healthy market. . .
Let us tell you more about this
profit-team, market and media
. . . how WTAR tops the nation
in audience delivery (Billboards Continuing Program
Study,

to proceed with "amber lights" so as not
to tie himself too closely to an overly extensive advertising campaign.
Basing a broadcast appropriation on
sales prospects alone is incautious. Basing it on past sales alone can be shortsighted. Genera'ly, the best way to
arrive at the broadcast advertising budget
is by a combination of both past sales and
future expectanc>', the weight of each
depending upon the individual advertiser.
Maxwell I. Schultz
President
Maxwell I. Schultz
Business Consultants

KBIW
ANY WAY
YOU LOOK AT IT . . .
is
KNOXVILLE'S BEST BET

'47), what Sales Management says about Norfolk

market's folding money ... and
a lot of other pointers toward
easy, extra sales.

NBC
5,000
Operate,
National

72

Watts

AFFILIATE
Day and

VvTAR-FM

Representatives:

97.3

Night

Megacycles

Edward

Retry

&

Co

Represented by Donald Cooke, Inc.
SPONSOR

Savannah's 1st [1
00
and are

^^50-

^qk»

-'

f/^^

5000 W
CBS
Represented by

KATZ

we proud!
it's just what the
doctor ordered

WTflli

annah since 1929

Savannah, Georgia

73
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OUT OF THE BEAUTY

PARLOR

{Continued Jrom page 33)
Cosmetologists Association is trying to
inspire local chapters to sponsor spot announcement campaigns directly and indirectly attacking home beauty care. The
suggested spot campaign pounds home
the "need" for professional beauty care.
It states that F>ermanents require artistry,
experience, and training — only a professional beauty salon can give really wellstyled beauty care, hair must be cut
properly before a permanent is given. It
avoids implying directly that home permanents are dangerous but many shops in
their own air advertising do state that

ANNOUNCING
the appointment

of

JOSEPH HERSHEy McGILLVRA, INC.
as exclusive
National Representatives
effective
February 1, 1948

"you're taking chances with your hair
when you give yourself a permanent."
Despite the attempts of the organized
beauty shops to combat home permanent
waving, its growth is as inevitable as was

WKAX

the safety razor's. While the latter took
several decades to establish a new living

BIRMINGHAM, ALA.

habit for men, Toni's executives believe
that broadcasting will speed the switch
from beauty shop to home by an entire
decade. Neisan and Irving Harris, who
continue to head the Toni organiration as

1000 Watts

Ganus C. Scarboroush
Gen. Msr.

.1

president and vice-president now that it's
owned by Gillette, feel that in less than
ten years 75^( of the nation's women with
straight hair will wave their own at home
and go to beauty shops only for styling.
It is their feeling, and the feeling of Phil
Kalech, Toni sales manager, that in the
long run the switch will be for the good of

900 KC

ALABAMA'S FIRST MARKET

say

the beauty shops. "They'll have to return to being creative professional workers and stop depending upon a routine
machine operation," is the way Don
Nathanson, radio advertising manager,
puts the Toni thinking.

CANDY

FREE 6-PETERS,lnc.,

74

National Representativti

ON

THE AIR

{Continued from page 41)
its tongue twister, and its biographical
sketch, plus extended live appearances at
key theaters throughout the nation, have
built up a tremendous acceptance for
Mars products. These include its trail
blazer. Milky Way, as well as Snickers,
Dr. I. Q., Forever Yours, Ping, and Mars.
Mars spends its whole advertising budget
in broadcasting. Currently it has three
programs. Dr. I. Q., Curtain Time (a low
cost dramatic series in the First Nighter
class), and a revival of the juvenile Dr.
I. Q. Jr. which it had on the air back in
1941. Last year Mars spent $951,000 for
time and this year, with Dr. I. Q. Jr.
added to the schedule, it will pass the
$1,000,000 figure for time. Its talent
costs are very low, none of its programs
costing more than $6,000 per broadcast.

/
WTIC

SOLVED!
WCAU
WHAM
WBBC
WEBR
WINR
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Valuable Priie for every contestant
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Completely Paid New York
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available
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Speaking of homes, WOWO

Here's fhe pitch. According to Hooper Sur-

reaches 53.3%

(Conlan Survey) of metropolitan Fort Wayne

veys, Conlan Sur\'eys, or any other known statistics, WOWO is way out front in listenership

homes each morning. Project this fascinating

in its rich tri-state market. In terms of coverage

picture throughout the WOWO

area, and you

costs, for a typical one-minute morning spot,
WOWO advertisers can offer their messages to

have one of the Midwest's greatest audiences.

a 59-county area at the rate of 1,000 listeners

through Indiana's most powerful station. Ask
NBC Spot Sales for convincing details!

It's yours to reach, economically and effectively,

for less than the price of a 3-cent stump !

WOWO

WESTINGHOUSE RADIO STATIONS Inc
KYW

•

KDKA

•

KEX

• WBZ

• WBZA

• WOWO

National Representatives, NBC Spot Sales — Except for KEX
For KEX, Free & Peters
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Curtain Time is in the under-$3,000 class.
The formula of Dr. I. Q. permits of
sponsor identification that is out of this
world. With the consolation prizes being
boxes of whatever candy is being advertised on the particular broadcast, and individual quiz features being "Mars specials," itis almost impossible to forget the
product. The last Hooper Sponsor Identification Report (November 1947) gave
Dr. I. Q. a 78.9^ t with only l.Tv^ of misidentification. The other 20'^ reported
"don't know."
Curtait} Time hasn't a bad sponsor
identification but it has been on the air
too short a time to compete with Dr. I. Q.
in this department. It is rated (in the
same November report) 36.7%.

KATE CLINCHES OUR
COVERAGE CLAIMS!
Kate

Smith (bless her big heart!) helps prove

I Mars programs do not use the entire
NBC network of over 160 stations but do
that

KQV's new daytime signal has big muscles too! When
Kate made a calendar offer on her Mutual show at 1 2
noon

recently, we were

flooded with replies from 373

nearby communities! That's the tailored, waste-proof
coverage you're looking for in the rich Pittsburgh
industrial market.

use more than three-quarters of the lineup, usually around 128. The programs do
an all-year-round advertising job, switching into a "frozen Milky Way" appeal
during the summer months when candy
bars compete with chocolate coated ice
cream.
Mars is broadcasting's shining example
of what the medium can do for a candy

PITTSBURGH'S
RADIO

AGGRESSIVE
STATION

Basic Mutual

• Natl. Reps. WEED

Network

& CO.

HIGH

HIGHER

HIGHEST IN TOWN

bar. It's a radio-made baby and traces
its success from the day it started Dr. I. Q.
on the air. The candy itself was inspired
by the teen-age daughter of the Kruppenbachers (founders of the company) who
asked, "Why can't you make a malted
milk candy bar?"
Another firm which spends all its advertising budget in broadcasting is the
Williamson Candy Company, makers of
Oh Henry! and Guess What bars. WilI liamson sponsors True Detective Mysteries
on 444 stations of the Mutual networks.
The program is a tie-up with the magazine True Detective Mysteries and is on the
air on Sunday afternoons, a period during
which Mutual is first in listening audiences due to its block of mystery programs. Williamson has been sold on
broadcasting since 1940 when it made its
air debut on NBC. One year later it
shifted to ABC with Famous Jury Trials
and it stayed there until it moved to
Mutual in March 1946.
True Detective Mysteries $100 regular
award for information leading to the

38.4 HOOPER *

8 a. 111. h) 10 |>. 111. share of aiHlieiice
(total rated lime period )

WAPO-CHATTANOOGA-WAPO-FM
* h4ov.-Dec., 1947 Hooper Station Listening Index
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apprehension of a "wanted " criminal is of
continuing interest to mystery fans.
Despite what seems to be a dual sponsorship— there are program credits for the
magazine as well as the candy sponsor —
its sponsor identification figures are high
— the most recent being 49.2^,.
In the same program class is the vehicle
of the Schutter Candy Company's David
Harding, Counterspy on ABC.
This also
SPONSOR
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Most
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DISC JOCKEY
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ON
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When ihe Duke hits your city, you can count on a Personal Appearance.
This ALL-STAR talent now available at rates low enough to meet station budget.
The Duke Ellington Transcribed Disc Jockey Show CAN'T MISS — BUT YOU CAN.

DON'T WAIT - YOU

MAY

BE LATE!

Sold exclusively to one station in each city.

A WMCA

Artist Bureau

Production

Distributed

Nationally

By

-trvi/z/Tu^ S . Curoclnto/^z^
19 EAST 53rd

STREET

RADIO

NEW

\^ rite • Wire or Phone Your Reservation NOW!

YORK. N. Y.

is a mystery formula with an
service slant. Stress is now
on the adventure appeal of
with the Counterspy part of

added public
being placed
the program
the title and

story line being faded out. It's on the air
on Sunday afternoon and is a frank en-

COMING

SOON!

FIRST
in

POST WAR
Television
serving

NEW JERSEY
and

METROPOLITAN
NEW YORK

deavor to steal Mutual's mystery audience since MBS has a quiz, Quick as a
Flash, scheduled at this time after broadcasting an hour and a half of thrillers. As
a matter of record it usually takes as
much as five Hooper points away from
MBS. The program ahead of David
Harding in Hooper's January 18 rating
had a 3.7 while Harding had an 8.0.
MBS' The Shadow, which is on from 5 to
5:30, had a 13 on the same day and
Mutual lost 5.5 of this with Quick as a
Flash which followed.
Schutter Candy is in a better production position than most of the candy bar
makers. Its leader, Bit-0-Honey, is not
chocolate covered and it is the chocolate
which has forced other candy manufacturers to raise their prices or reduce the
size of their bars. Schutter, being owned
by the Universal Match Company, also
has been able to capitalize on a national
selling and promotional organization.
Both the producer of the program, Phil
Lord, and the Schutter Candy Company
itself have publicity men working on the
program, to the end that it's in the news
as often as possible.
The latest entry in the network use of
broadcasting is the Shotwell Manufacturing Company, makers of Hi Mac and Big
Yank. Shotwell is using practically the
full MBS network, some 450 stations. It
has used spot announcements in station
break time previously but is now shooting
its all on True or False, revival of an old
network favorite. The thinking behind
this show is very much like that behind
Mars' Dr. I. Q., i.e., multiple mention of
the product and a quiz formula which
will eventually be identified with Big
Yank and Hi Mac. Shotwell will be

ASK YOUR

WAAT
MAN

ABOUT

spending over 90% of its advertising
budget on True or False and expects to go
to town promoting it. It will travel just
as Dr. I. Q. does.
Point-of-sale material in the candy field
is expensive and wasteful. Jobbers, who
handle 90% of candy distribution, think
point-of-sale advertising display is "kid
stuff" and only about 25',c of all such
material is displayed by the retail candy
dealer. Most of the material actually
used is placed by display firms employed
directly by the manufacturer. Wholesalers want no part of creating the demand
for the products they handle. They work
on a 10% margin and feel that this isn't
{Please turn to page SO)
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deu

QeAeaU
. . and they'll sell for you!
Seen on these TV stations:

WPTZ
WMTJ
KTLA

WCBS
WTMJ
WMAR

WMAL
KSD
WBKB

STILL AVAILABLE
FOR SPONSORSHIP
(12 half-hours each)
Phantom

Empire

The Three Musketeers
The Miracle Rider
The Lightnins Warrior
Adventures of Rex and Rinty
Shadow oF the Eagle
Devil Horse

The Wolf Dog

Law of the Wild
Mystery

Mountains

FILM EQUITIES CORP.
Jay Williams,

Television Director

1600 BROADWAY
N. Y. 19, N. Y.

CI 7-5850

SPONSOR

iHT

WFBR SEATS RECORD-BREAKING 100,000
LIVE-SHOW STUDIO VISITORS YEARLY!
Recently the M.C. of "Club 1300", one of WFBR's home-grown
live shows, mode one air announcement that he had a few
tickets available, in two days — he received requests for over
75,000 tickets!
While this is no novelty at WFBR — no other Baltimore station can
come even close to WFBR's

attendance figures. Baltimoreans are

loyal to "the Baltimore Station with 100,000 plus"!
These 100,000 visitors ore not treated lightly. Each one sees one
or more

live broadcasts, visits modern

studios, views product

displays of WFBR advertisers, and takes home a copy of "Let's
Listen" — WFBR's own radio gossip sheet and program guide.
By all means, your Baltimore radio budget should include . . .

ABC
BASIC
REPRESENTED
MARCH

NETWORK
• 5000
NATIONALLY
BY

WATTS
JOHN

IN
BALTIMORE,
MD.
BLAIR
&
COMPANY

1948
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CANDY

ON THE AIR

its major advertising vehicle. It has been
using Mutual network newscasts as well
{Continued Jrom page 78)
as local newscasts all over the country.
enough to enable them to sell, distribute, Even though the Peter Paul MBS newscasts are different and geared to each
and promote consumer sales. However,
the National Confectionery Association section of the country rather than one
has, as a major objective, the education of coast to coast news airing, they are going
the jobber to the value of promotion at back to spot newscast ing and dropping
the point of sale. Typical of candy manu- their network schedule. They are spending $1,500,000 on radio, bS'/c of their
facturers' feeling is a statement of Victor
H. Gies, director of sales and advertising advertising budget.
for Mars, Inc. Speaking of wholesalers,
Peter Paul are sold on buying newscasts
in the early a.m. and in evening—
Gies said, "The jobber will have to do a
merchandising job if he is to realize upon they look each newscast in its Hooper.
a profitable market. This year (1948) They expect their broadcast advertising
represents a golden opportunity for to do the selling job and make little effort
jobbers who take to heart the need for
real selling. Order takers are as out of

to promote the programs to dealers. They
believe they know just how each individual newscaster is selling for them —
something they weren't able to check in
so far as their MBS program was concerned.
Outstanding in the use of spot announcements ofthe irritant variety is the
Paul F. Beich Company (Pecan Pete and
Whizj. The "Whizzzzzz, best candy bar
there isssssssssss," which was created by
I.J. Wagner, now of Olian Advertising,
introduced Whiz to candy eaters. His
staccato Pecan Pete — Pecan Pete — Pecan
Pete irritated another group into tasting
'Please turn to paf^e 92)

date as yesterday's newspaper -the key
to greater sales is a conscientious job of
merchandising."
Despite the realization that expensive
point'of-sale advertising is p)ermitted to
rot in jobbers' warehouses, the 1,500
candy manufacturers in the U. S. spend
millions of dollars each year for new display pieces.
Using as displays the boxes which hold
the candy bars is one form of display that
is really effective. A pioneer in this form o
display is Peter Paul, makers of Mounds,
Almond Joy, caramels, and Charcoal
Gum.
Peter Paul is sold on newscasts as

If it's response
you want . . .
\

Thousands of ^IBW

listeners can make this statement, because scenes Mke this

are common throughout Kansas and adjoining states. Vt'e're reproducing it to bring
out the fact that these First Families of Agriculturt' have a mighty heahhy income
in aditilion to bump«T \\lifat crops.

North Jersey
use

WNJR

.Another thing these farm families have in common is their long-established lovalty"
to AX'IBVi' . . . their inime<iiate action upon our buying recommendations.
-\sk any
WIB^
advertiserl
llc'li tell you that ^ IBVt" is the fastest, most economical way to
get RESULTS in this rich farm market.
You'll find it true, tool

5000 WATTS
Serving the

the radio station

Nruiark Npwb

First Families
Rep: CAPPER
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^^^
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Hartford-New

Britain Metropolitan Area

only Connecticut's Major Market
honors year after year.

...

is not

it wins national top

And for more than 25 years, WDRC

has been Connecticut's First Station . . . first in service with
.both AM

and FM

all 3 on WDRC

BASIC
5000

. . . first as an advertising buy.

You get

. . . coverage, programs, rate.
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WILLIAM

NATIONAL
REPRESENTATIVE
PAUL H. RAYMER CO.

COMMERCIAL
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4 CONNECTICUT

Studios Atop
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Hartford-Conn. Trust Co. Building
1CT
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Of the 200 U. S. Counties leociing in
population, Hartford County is second
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1CT
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Connecticut
in Drug
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income
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Soles,
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^' '^^ ^^^ cities leading in population,
the city of Hartford is third with $6,695
in net income
per family.
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with

3

$125

per

3

is the third highest state in
with
$3,344
per family.
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Try the economy^ size'
Why do most of the biggest users of
Radio buy "TYPE 1" networks — the two
top networks — though time on them
"costs" more than on the other two ?
Because in Radio (as in all other forms
of distribution) the "big economy size"
proves the better buy. Because larger
audiences mean lower costs !
The two major U. S. networks have a
balance of facilities that deliver
more coverage. This — combined with
their stronger programming — means
larger audiences delivered to
advertisers at lower costs per listener.
And in this final advertising pay-off,
the impartial figures show that . . .
CBS delivers LARGE muliences at a
LOWER

cost than \?i\ other network*

♦Write for the facts, if you haven't yet seen them.
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Survey conducted by University of
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GOING

TRANSCRIPTION

(CoiUmiicd Jrom (jage 34)
Shayne series fills a void in the mystery
department, for Shayne is the transcribed
counterpart of Sam Spade. The Guild
auditioned Shayne to its member stations

sponsors
ready and eager
to buy.
National sponsors, who in the past have
looked upon transcribed programs (except those which they have made for
their own exclusive use) as "small time",
are now changing their minds. Pet Milk,
whose activities on the air have been restricted to Mary Lee Taylor (sponsor,
December 1947) and Saturday Night
Serenade, have purchased Smiths of
Hollywood for 24 markets. Where Smiths
wasn't available in markets where Pet

and they're scheduling it for release on
March 14. Shuyue was first a Don Lee
web commercial for Union Oil and then
Hastings Piston Ring underwrote it for
26 weeks on Mutual. The field is wide
of)en for detective presentations. As long
wanted extra push. Tommy Dorsey's disk
as the mystery is well produced and the jockey
presentations
were purchased.
per-station cost is comparable with co-op
Pet's purchase of the Smiths comedyand other vehicles, there are a number of drama series is something new in broad-

WHHM
IP ^

■ the Number

ONE

cast advertising within the canned milk
field where the competition is getting
tighter day by day. In Canada Imperial
Tobacco, which in the past has had
dramatic shows produced live in the
Dominion, is using the Smiths coast to
coast. Canada's equivalent to Hooperatings, Elliott-Haynes, recently rated the
program 21.4. In Cincinnati, Grove
Laboratories sponsors the program over
WLW with a 15.2 rating (current Cincinnati City Hooper).
In the same Cincinnati area one station
(WKRC) using a block of Ziv transcribed
programs increased its Sunday afternoon
share of audience 11.69c from 15.0% in
November 1946 to 26.6 in November
1947.
Practically every station in the United
States has turntables that do justice to
the quality that is now engraved on
transcriptions. Yet few stations, except
FMers, are able to transmit the full range
of sound that most libraries and syndi-

Hooperated

independent station in the nation!*

cated e.t.'s engrave on wax. These
libraries give the stations a musical
backlog that enables them to plan programs for virtually any musical mood.
The tale of the libraries and what they
mean to sponsors will be another report
in the continuing series that sponsor is

This is the finding of a C. E. Hooper, Inc.
special retabulation of ALL independent stations
in 25 Hooper cities where there are four network
affiliates and one or more full-time independent.

devoting to "entertainment on records."

In total rated time periods, WHHM ranked
FIRST among all independent stations all over
the nation in the 25 cities surveyed. For full details
ask Forjoe & Company.

Hooper surveyed these 25 oities
BALTIMORE
BIRMINGHAM
BOSTON
BUFFALO
CHICAGO
CINCINNATI
DALLAS

DENVER
DETROIT
HARTFORD
KANSAS CITY
LOS ANGELES
MEMPHIS

MINNEAPOLISST. PAUL
NEW ORLEANS
NEW YORK
CITY
PHILADELPHIA
PITTSBURGH
PORTLAND,
OREG.

SALT
LAKE CITY
SAN ANTONIO
SANOAKLAND
FRANCISCOSEATTLE
ST. LOUIS
WASHINGTON,

D. C.

Hotel n^ tranu

♦All Measurements based on October 1946 thru February 1947 interviewing except for New
York City (January-February, 1947) and Minneapolis-St. Paul October thru December
1946).
These are the latest available Hooper figures.

Atlantic City^s Hotel of Distinction

The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.

J

Salt Water Baths. Glass inclosed Sun Porches. Open
Sun Decks atop. Delightful
Cuisine. Garage on premises.
Open All Year.

MEMPHIS,
FORJOE
PATT McDonald,
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general

&

TENN.

COMPANY,
National Representatives

Ficsla drill and Cocktail Lounge
Favorite Rtridezvoiis of the Elite
Exclusive

Pennsylvania Avenue
and Boardwalk

manager

SPONSOR
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WJZ
offers you a variety of great opportunities to
tell your sales story to a ready-made audience
on New York's first station
CO-OP

PARTICIPATING

PROGRAMS

PROGRAMS

You get the benefits of a big-time, coastto-coast network show, yet you pay only
the WJZ share of the total cost! The varied
appeals of these shows give you almost
pin-point audience selectivity.

Specially designed for a varied appeal:
the businessman . . . the housewife . . . the
family. These ffJZ programs produce
results !

1. Baukhage Talking. . .l:OOpmMondayFriday. News and analysis direct from
the nation's capital, by one of radio's
most distinguished commentators. Successfully sponsored by more than 100
leading local concerns!

1. Kiernan's Korner . . . Walter Kiernan.
6:30-7:00 am, 7:15-7:55 am Monday-Friday. Recorded music, Kiernan's delightfully humorous comments on the passing
parade. Refreshing early morning fare.

2. America's Town Meeting of the Air...
8:30 pm Tuesday. This exciting full-hour
forum has won every public service award
in radio (it's the only show ever to win
the famed Peabody Award twice! ) . Noted
speakers; timely, vital topics . . . what
a good-will builder!

2. Nancy Craig . . . 12:35-1:00 pm Monday-Friday. Homemaking hints, guest
interviews. What a following! For the
past ten years, Nancy Craig has consistently been the biggest mail-puller on
WJZ! Housewives act on her suggestions.

3. Boston Symphony . . . 9:30 pm Tuesday. A full hour of great music, played
by the renowned Boston Symphony Orchestra, under the baton of Dr. Serge
Koussevitzky. A wonderful prestige program, itfollows Town Meeting on WJZ's
impressive new Tuesday-night hne-up.
4. Mr. President . . . 2.30 pm Sunday.
From Holly wood . . . thriUing, authentic,
behind-the-scenes dramas in the White
House! Starring M-G-M's Edward
Arnold, one of Hollywood's top movie
actors. Patriotism, suspense, action!

3. McNellis & Sheldon . . . 2:00-2:30 pm
Monday-Friday. Audience participation
from the famous Latin Quarter. The
SRO sign is hung out daily! Guest stars,
games, gimmicks, lots of prizes.

ABC

4. New York Tonight . . .with AUen Prescott. 6:30-7:00 pm Monday-Friday. Recorded dinner music; tips on new shows,
movies, restaurants, etc. . . . Delightful,
lively listening that the whole family
enjoys. Great for selling entertainment.

770 KG — 50,000 WATTS

WJZ

American Broadcasting Company

Call the ABC spot sales office nearest you for information about
any or all of these stations!
WENR—

Chicago

50,000 watts

890 kc

WMAL

5,000 watts

790 kc

WXYZ- Detroit

KGO— San Francisco 50.000 watts

siokc

ABC — Pacific Network

KECA— Los Angeles

MARCH
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— Washington

5,000 watts

630 kc

5,000 watts 1270 kc
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FRED W
AMEND CO.
DANVILLE, ILL.

1

PROGRAMS

Rad(;pr and Browning
4 Hprnev. N. Y.
Central, N

BEECH-NUT PACKING CO.
CANAJOHARIE.
N. Y.

Y.

Newcll-Emmett,

PAUL F. BEICH CO,
BLODMINGTON. ILL.
a SONS, INC,

Chuckles

E.t

Chiclet«, Dentyne, Adams Clove
Gum, Beeman's Pepsin Gum
Chocolates

BROCK CANDY CO,
CHATTANOOGA
BROt. CHI.
CO,

CHASE CANDY CO.
ST JOSEPH, MO

Cieo. H. Hartman,

Brach Swing Candy Bar

CANDY
BEND

CO,

CURTISS

CANDY

CO, CHI.
CO. S

Candy bars, other products

Chi.
Elliott-Daly, Oakland

Candies

CO,

CO, CHI.

Milk chocolate bars, Nic-L-Nut
candy bars

E.t. spots with live tag, limited
E. mkts

Spearmint

and Leafmint
Life Savers

Young & Rubicam, N. Y.

NEW ENGLAND CONF. CO.
CAMBRIDGE. MASS

LaRoche A Ellis, N. Y.

O'BRIEN'S OF CALIFORNIA.
SAN JOSE

Garfield & Guild, S. F.

Gum

Fifth Avenue candy bar
Candy

CITY CHOC. «
CO. PHIU.
CO. CHI.
a CO,
MFG

N. Y

CO. CHI.

10:30-11

pm; 67 CBS sta

Dr. I. Q.; Mon 9:30-10 pm; 128 NBC sta
Curtain Time; Sat 7:30-8 pm; 128 NBC sta
Dr. I. Q. Jr.; Sat 5-5:30 pm; 40 NBC sta

Black Crows

1-min e.t. spots, several S. and E.

"Necoo" candies

mkts

Nutti Brittle

Spots, Yankee Network and 2030 sta
Kiernans Corner; MTWTF

2-2:15 pm; WSLS

~~

James Abbe

FUvmond R. Morgan,
I,. A.

Peanuts

McKec Phila.
& Albright,

Good 4 Plenty candy

Reincke, Meyer & Finn,
Chi.

Paloops candy suckers

CampbeU-Ewald, N. Y.

Chocolate Bits

C. Wendel Muench, Chi.

Big Yank, Hi Mac candy bars

(News); MWF 7:30-7:45 am; 23
ABC Pac sta
Bob Garred (News); MWF 5:45-5:55 pm, TTSat
7:30-7:45 am; 25 CBS Par. sta
Elmer Peterson; WTFJ 5:45-6 pm pst;. 12 NBC
Pac. sta
Baukhage; MTWTF
1-1:15 pm; WLPM
(Suf-

Spots, WCAU

(Chi.l pm; 450 MBS
True or False; Sat 5:30-6

Spots,
sta

Wayne King Show (e.t.); 30-mins weekly; 2 sta
Meet Your Music Makers (e.t.); 30-mins weekly;
regional net of 4 NBC sta
Barrv Wood Show (e.t.); 15-min weekly; regional
net o(3 NBC sta

UNIVERSAL MATCH CORP
SCHUTTER
CANDV CO
DIV . ST
LOUIS

Kaplan 4 Bruck, N. Y.
.^rhwinimer 4 Seott. Chi.
Ru<«el M Seeds, Chi.

Old

David

WILBUR-SUCHARD CHOCO^
LATE CO. LITIT2. PA

Badger and Browning 4
Hersev. N. Y.
Aubrey, .Moore 4 Wallace,
Chi.
RuthraufT 4 Ryan, Chi.

WM.

WRIGLEY

JR CO, CHI

Nick,

Bit-0-Honey
candy
bars

breaks, 41 work staYankee Netcampaign
breaks, limited natl

Occasional spot campaigns on 9
Mt and Pac. sta

'

Harding, Counterspy; Sun 5:30-6 pm;
185 ABC sta
Padded Cell; Sat 6.30-7 pm; 10 CBS Pac. sta

Suchard chocolate bars

Record shows (varioas lengths 4 times); 3 Mid.
Atl. sta

Oh Henry candy bars

True Detective Mysteries; Sun 4:30-5 pm; 444
MBS sta
Gene Autry Show; Sun 7-7:30 pm; 52 CBS sU

Chewing gum

(Phila.)

E.t. spots,

Renown
Chocolates,
KoffeeToffee, Ice Bergs; other general
line and bar candies

CO.

major mkts

INS Television News; Tu 8:20-8:25 pm; WBKB

Gillham Salt Lake City

CANDY

Spots, breaks, local programs in

folk, Va.)

SWECT CANDY CO.
SALT UKE CITY

WILLIAMSON
CHI

Periodic spot campaigns on 8-12
Pac. sU

(Roanoket

Almond Joy, Gum
Mounds, Charcoal

Brisacber, L.Van
A. Norden.

PLANTERS NUT A CHOCOUTE
CO. WILKES-BARRE

Strike It Rich; Sun

Breaks, 49 sta
Mars, Dr. \. Q., Forever Yours
candy bars

Candies
Platt-Forbes, N. Y.

Spots, about 100 sta
Breaks, e.t.'s, 5 ABC 040 sU

CO.

PETER PAUL. INC.
NAUGATUCK, CONN.

News with WarrenHfiCBSsta
Sweeney; SS 11-11:05 am:

Breaks. 2 Calif. sU

Moore & Hamm, N. Y.

OLD DOMINION CANDY
ROANOKE. VA.

Baby Ruth, Butterfingers, Jolly
Jack candy bars
Mixed nuts

Frank L. Blumberg,
Balto.

Compton. N. Y.
Grant, Chi.

ROCKWDOO

Spots, breaks in Pac. markets
Periodic natl e.t. spot campaigns

Ground chocolate

J. M. Mathes, N. Y.

SHOTWELL

sta

Garfield & Guild, S. F.

INC, N. Y.

CANDY

19 NBC

Spots. WBBM (Chi.)
Spots on New Engl regl sta

MASON, AU a MAGENHEIMER
CONF. MFG. CO, N Y.

REED

12-12:30 pm;

115 sta in S. and S.E.
mkt«

Candies

Bosell & Jacobs, Chi.

INC, CHI.

QUAKER
CONF

Front; Sun

Darid Street Show; Frista9-9:15 pm pst; 21 NBC

NY.

LTD.. NEWARK

LUOENS.

World

"Showboat" chocolates
Candy

J. Walter Thompson,
Y

LIFE SAVERS CORP,
PORT CHESTER, N. V.

MARS.

Presba, Fellers & Presba,

Garfield & Guild. S. F.

KLEIN CHOCOLATE CO,
ELIZABETHTOWN, PA.

MAM

natl

E.\. Epot«, breaks. 130 sta

Breaks,

Candy bar

C. L. MiUer, Chi.

F.

CHOCOLATE

LEAF GUM

spots, campaign
participations,

George Hicks; MTWTF
7:50-8 am est; WHOT
(South Bend)

FANNY FARMER CANDY
SHOPS. ROCHESTER, N
GUITTARD
S.
F.

E.t.

(N. Y.)

Jingle Jackpot; MTWTFS 4:45-5 pm;WGNfChi.)
Crime Files of Flamond fc.t.); Sun 9:30-10 pm;
WGN (Chi.l

Liller, Ncal & Battle,
Atlanta

4 Finn,

Spots, WHN

Participations
in Morey
Anisterdam
Show;
MTWTF, as scheduled betw. 7:30-8 pm; WHN

m. Y.l

Whiz 4 Pecan Pete candy bars

Reincke, Mever
Chi.

CLAEY'S
SOUTH

L. DE MARTINI

mktsE. and Midspots, West
20 sta;
E.t. breaks, about 250 sU

Clove gum, licorice gum

N. Y

Olian, Chi.

Chi.

CARDINET CANDY
OAKLAND

SPOTS

Chi.

BARRICINI CANDY SHOPS,
LONG ISLAND CITY, N. Y.

BUNTE

< siiiilv .-iimI Ciiiin

PRODUCT

Footr, Cone A Belding,

AMERICAN CHICLE CO,
LONG ISLAND CITY, N. Y.

E. i. BRACH
CHI.

AGENCY

SECTIO:V:

Breaks, 7 sta

A true story.
Names on request.

Have you an advertiser
with a^^hard and fast policy^^?
Like Harper's client, for instance:
He sold livestock feed, wanted to reach more
farm families. He lipped his radio budget, told
Harper to find an early-morning program. "But^"
he added,"! have a hard and fast policy. I won't
buy anything before 6:30 in the morning'' One
station offered news at a quarter of seven. Another
—represented by Radio Sales— proposed a farm
program at 6 A.M.
Harper studied the early-morning audience
analysis submitted by Mr. Holmes of Radio
Sales. It showed the Radio Sales station with

seven. Harper put the facts before his client. The
hard and fast policy went by the board.
Wlien Radio Sales shows you an audience,
you see far more than an inside-the-city rating
figure and some data on sets-in-use. Often (like
Mr. Harper) you will see the special values of
inexpensive early morning or late evening time
periods. Or data on audience composition, audience flow from program to program, listening
habits throughout rural and village areas may
point the way to a more profitable audience. This
is information to make your radio dollars more

almost twice as many farm listeners at 6 A.M.

efficient. . . in any or all of the wealthy markets

as the other station could offer at a quarter of

served by Radio Sales stations.

Radio Sales
Radio Stations Represertialive... CBS
WCBS
50,000 wafts
New York City
WBBM

KNX
50,000 watts
Los
WEEIAngeles

KMOX
50,000 watts
St.
Louis
WTOP

WBT
50,000 watts
Charlotte
WAPI

WRVA
50,000 watts
Richmond
KSL

WCCO
50,000 watts
Minneopolis-St.Paul

50,000 watts
Chicago

5,000 watts
Boston

50,000 watts
Washington

Birmingham
5,000 watts

Salt
City
50,000Lake
watts

WCBS-TV
CBS
Television

Columbia
California
Network
Columbia

New

York

Pacific
Network

CANDY

ON THE AIR

(Continued Jrum page HO)
PP, and both are now important contenders for the candy share of the
American dollar.
Life Savers, which had an unsatisfactory experience with network radio in
1935 and 1936, is back to using radio.
This time it's station breaks. They are
going to use a service type of announcement on ABC's five owned and operated
stations to start — "Pop a Life Saver into
your mouth and sit back and enjoy such

/

fine ABC programs as
" The fact
that E. J. Noble is chairman of the boards
of both ABC and Life Savers has some-

FIRST

thing to do with the matter. Life Saver's
new use of broadcasting came about because its management decided it was time
that they tried the medium again.
Chuckles (Fred W. Amend, makers), a
gumdiop type of candy product, shortly
will be using a new radio spot advertising

in the_

QUAD

x-i

/7

The 40th retail market
DAVENPORT
ROCK ISLAND
M 0 L t N E
EAST
M 0 L IN E

"Member

of the FIRST—

WEAF(NBC)— Network."

campaign with a "different" type of announcement. Chuckles do not use chocolate so don't have to worry about shortages of that product.
The manufacturers of what the candy
industry calls package goods, the candies
packed in pound or larger boxes for sale
at $1 and up, feel that their advertising
(air or otherwise) is profitable only during
holiday seasons. They are on the air frequently around Christmas and use other
mediums for Mother's Day, Valentine's
Day, and Easter candy promotions. Even
manufacturer-operators of chain candy
stores such as Fanny Farmer, Loft, and
Barricini, who do a year-round business,
geneially use advertising at peak seasons
only. It is their contention that broadcasting isfine for candy bars but that
candy by the box isn't sold that way.
Even users of space in national magazines,
: like Whitman for its Sampler box, don't
believe that broadcasting can sell for
them.
Most factors in the bar candy business
are sure that since candy is a mass product
sale, it belongs on the air. They know '

SELL
OUT

OF

CITY FOLKS

IN THE

SOUTH'S No. 1 STATE
WITHIN

OUR

Primary+Area
• WINSTON-SALEM

» GREENSBORO
• HIGH POINT

2.5 MV/M
MEASURED
SIGNAL

210,200 PERSONS
$179,469,000

in Retail Sales

$283,685,000

in Buying Income

We Lead Day and Night
in This Big Tri-City Market
Write for our BMB DATA FOLDER

that although it's sold as a "food" it's an
impulse sale and therefore requires constant reminder advertising to create
buyers.
Broadcasting is an ideal saturation

woe woe FM

medium. That's why spot announcements move candy and gum off the

5,000 Wotts, 1420 Kc.
BASIC

NBC

AHilJQla

Col. B. J. Palmer, Pus.
Buryl Loltiidge, Mat.

DAVENPORT, IOWA
National

Representatives:

FREE & PETERS, Inc.

shelves. Dr. I. Q. is a program but it's
the neatest program form of saturation
spot announcemcni that has eve: been created. Mars trade names are heard as often
as 50 times during one half-hour broadcast. It's this repetition that has built i
the mulli-million dollar candy corporation of Mars, Inc.
■™r

AFFIUATC
National R*»ras«Rtathr*

HEADLEY-REED

COMPANV

SPONSOR
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Zenith ZENETTE

It's Another

Zenith Triumph

Here is the Ultimate in a Personal Radio— a tiny set that knows
no compromise with quality, performance or value ... a personal portable with features. "Zenette" is a brilliant presentation of the know-how gained by Zenith engineers in more
than three decades of Radionics Exclusively.
Here, certainly, is a radio you will display proudly, for this is
the perfect gift . . . the radio that will make a hit with the man

With All These Features
• AC/DC AND BATTERY POWER-Will play practically
anywhere.
• QUICK BATTERY CHANGE -Batteries slip into place
in an instant without tools.
• EXTRA POWER -Full 90 volts on AC or DC
• STRIKINGLY BEAUTIFUL-The perfect gift.

Keep An Eye O

or woman who "has everything!' For this is a beauty . . . almost
jewel-like in its sparkling elegance . . . amazing in its vigorous
full tone and volume . . . and the most convenient radio ever
built. It's a personal portable— it's an exquisite table modelit's the new kind of radio that will make sales aplenty for
Zenith dealers.
Suggested List Price (Zone 1) $42.45 Less Batteries

^^ea^^ia& Cff^ozOiciw • ^00/ Z?^<iu(em /foe ' C(<iui^39, ,M.
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their pockets for promotion money.

Radio Can Sell Sets

They've learned it's good business.
The newest and most dynamic medium,

Radio set manufacturers are for the
most part forgetting the industry that
makes them possible— broadcasting. Zenith isplanning a newscast. Pilot paid the
bills for the American Forum oj the Air
for a short period last season, StrombergCarlson is presenting a musical program
over the Continental FM Network,
General Electric includes advertising for
radio along with its other appliances on

broadcast advertising, isn't so dynamic
when it comes to promotion. There may
be reasons for that. Maybe radio men
are too busy in other directions. Maybe
it's been too easy to sell time. Maybe the
industry feels that broadcast advertising
is self-promoting. Whatever it is, we
suggest that the men who sell broadcast
advertising take time out to analyze the
mind of the sponsor, or potential sponsor,
as he looks at radio. Particularly as he
looks at radio in competitive relationship
to other media.

SPEAKS
Some Education, Please!
One of these days (we hope soon) radio
men will take notice of the fact that the
sunny hours have slipped by and advertisers still are waiting to be sold on
broadcast advertising.
Once upon a time advertisers were
waiting to be sold on newspapers. And
magazines. And billboards. But there
came a time (quite some years ago) when
the men in each of these media put their
heads together, dug deep and began to
sell their respective media to advertisers.
They've been doing that since, reaching advertisers collectively and individually. Each year they've duij deeper into

We think they'll find an appalling lack
of appreciation of radio in a lot of important executives who should know better.
The rash of 1947 media billing statistics
now being released indicates that all is not
well in radio selling. True, Broadcasting
Magazine estimates that total time sales
are up 7.5% over 1946. But the increase
is less than 3% in the national and regional fields. And the complete revenue
of hundreds of new and hard-working outlets islumped in these figures.
The chains are planning a four-network
promotion now. The station reps, in association, are in a key position to do something aggressive towards an appreciation
of national non-net business. The NAB
has something up its sleeve. The time has
come for less talk and more action. The
sponsor wants facts, figures on broadcast
advertising. A little disinterested help in
the use of the medium would not be
amiss either.

ApplnUS'B
COMMERCIAL COMMUNITY SERVICE
While network sponsors, networks, and even independent
stations themselves receive the spotlight of publicity for their
public service efforts, the sponsor who accepts a public service
responsibility on a local level seldom is accorded a laurel
wreath. Goodyear's The Greatest Story Ever Told, NBC's
Eternal Light, CBS documentaries like The Eagle's Brood, and
MBS's Meet the Press are continually in the limelight. That's
true also of station programs like New York WMCA's New
World a Coming, Boston WEEI's series on adolescent sex education, and farm stations' work for soil conservation (sponsor,
February), to mention a few. Nevertheless there are local
sponsors all over the nation who do not hesitate to give time
to causes, who are just as public-spirited as any of the national
groups or stations which have public service as a basic canon
of their existence.
Typical of such sponsors is Chicago's National Credit
Clothing Compan>'. Time payment clothing organizations
are not generally noted for great community spirit. Like
pawnbrokers and heme loan corporations they generally think
it necessary to forego grand gestures and hew ver\' close to the
straight commercial line. National Credit does use the air for

its programs, and RCA-Victor sells sets
along with disks on its NBC Sunday
show. But Philco is the only manufacturing
firm that consistently has been selling its
radio receivers to listeners.
Only five cents out of each radio set
advertising dollar is being spent for
broadcasting. There was a time when
this might have been justified, when the
great market for receivers was among
those who did not listen — who did not
own sets. That is not true today because
over 90 per cent of America's homes are
radio homes. Ninety-nine out of a hundred sets sold today are bought by families which already own a receiver.
Broadcasting is the best medium
through which to sell radio receivers.
It's time that the industry did something
about getting more of the advertising
budget of set manufacturers. The medium
took a slap in the face when Admiral
Radio recently announced its multimillion-dollar advertising budget — for
black-and-white:
for broadcasting — O.

1

direct selling with a popular music program featuring the
locally well-known negro disk jockey, Jack L. Cooper. After
paying its respects to selling requirements, it goes a step
further and underwrites a discussion forum. Listen Chicago, on
WAAF at noon each Sunday. To this forum are brought
leaders of progressive thought, men and women who have
something to say to Chicago. National Credit takes only a
sponsor identifying line at the opening and close of the
presentation. The entire program is devoted to discussion of
subjects like "Democracy and Education," "Civil Rights —
and Wrongs," and "Erasing the Color Line."
Most commercial broadcasters in the Windy City were
certain that the program was doomed to failure. It was a
"heavy" show. It was on the air at the wrong time of day.
It displays very little conventional showmanship.
They were wrong. The program is catching on. The
National Credit Clothing Company can trace definite business
to its sponsorship. The station is receiving real fan mail on
the program. Once again it is being proved that community
service can be commercial.
SPONSOR
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It's small wonder that hundreds of sick
children in the WI.W-W'INS area become
confused about Santa Claus.
For again this year, it was Ruth Lyons
who visited their hospitals to preside over
the gala Christmas party made possible
by the loyalty, generosity and charity of
her "Morning Matinee" listeners.
Even after four years, it's still a heartwarming thrill to witness the eager,

^^

press, contributions were rolling into
Crosley Square — and the\ continued coming long into January. Thirt\'-five thousand calendars were distributed and nearK
S4<),000 was received — over $5,000 more
than last year. And, as usual, every cent
above the nominal cost of the calendars
was used to provide the huge Christmas
parties and much-needed equipment for
the five hospitals.

^^

'Morning Matinee" is but one t)f
the man> WLW-originated programs
designed to provide top entertainment
for the thousands of listeners who depend upon our clear channel facilities.
To serve an area in which 9.59i: of all
the people in the LInited States live,
makes satisfactory programming a serious and difficult responsibility . . . one
which we have dedicated our resources
and efforts to fulfil.

whole-hearted response to Ruth's annual
campaign to raise Christmas funds for the
five Children's Hospitals in Cincinnati,
Louisville, Indianapolis and New York.
Early in November, Ruth began her
appeal for contributions to alleviate the
pain and suffering of the small patients
in those hospitals. She promised to send

WIW

a colorful "Morning Matinee" calendar
to each listener contributing $1.00 or

BROADCASTING

more. Here's what happened :
Long before the calendars were off the

CORPORATION

I

INTERESTING?
HOW COULD
BE ANYTHING

SHE
ELSE!

d^vcry radio station in
America has a Woman's
Page . . . each as good as
the gal who conducts it.
Three things make
WJWs Woman's Page
a buy for alert advertisers.

FIRST . . . there's Jane Stevens . . . whose vibrant voice
and ready wit turn even conventional interviews into intimate and interesting experiences for her listeners.
SECOND . . . there's production ... a program that's
written, rehearsed, ready, before it goes on the air.
THIRD . . . there's a good rating-record ... a high Hooper
waiting for the sales executive who wants to reach homemakers in the great Cleveland market.
For complete iujormatioyi ou VTJW's Woman's Page . . .
ask us or the nearest representative oj Head ley-Reed
Sales Manager, Program Director and Performer plan a new series of programs packed with
entertainment and information for homemakers.
BILL

ABC Network
REPRESENTED

O'NEIL,

PRESIDEr^

CLEVELAND
NATIONALLY

B Y

HEADLEY-REED

850 KC

5000

Watts

COMPANY
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Participating program secrets— p. 23

Teen-agers like mysteries— p. 29
How $1,500 grew to $3,000,000-p. 33
TV promotion before the fact— p. 26
Jane Wyman

^

&

\

and James Stewart doins their bit for Lux— p. 36

RECIPE
for an American Institution!
INSERT a hot frankfurter in a roll. Bedeck with

and add valuable public services that earn the

mustard, and add onions, ketchup, or other con-

respect and appreciation of the community

diments to taste. Serve in homes, at ball-parks,

served. That's what Fort Industr)' Stations do.

road-side stands, and, on one notable occasion, at a

That's why each Fort Industry Station is alert
to local needs, local preferences; is part and

White House reception!
Recipe for a Community

parcel of the communit)' it serves. And that is
why advertisers, who demand results, hnd the

Institution:

Take a sincere and genuine interest in the fur-

prestige of Fort Industr}' Stations pays off in
terms of community response.

therance ofevery worthy community enterprise,

THE
WSPD,

FORT
Tol.do. O.

WLOK,Lima,

.

INDUSTRY
WWVA,

Wheeling, W. Va.

(). • W.\GA, Atlanta. Ga. • WGBS,

COMPANY
•

WMMN.

Fairmont, W. Va.

Miami, Fla. • WJBK,

Detroit, Mich.

yational Sales Headquarters: 527 Lexington Ave., ,V«'ir York 17. F.Ulonido .'y-2435
" ) till 1(111 hiiiili till (I

Flirt Industry Stnliiiii'
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BUDGETS UP IN
RADIO-MINDED
DEPT. STORES
GENERAL FOODS
SALES UP,
INCOME DOWN

TV HOMES PREFER
VIEWING TO
LISTENING

RALPH EDWARDS
MUST COMPETE
WITH OWN RECORD

TV LEAFING
RADIO'S BOOK

REGIONAL
SPONSORS
USING E . T . • S

GENERAL MILLS
SPLITS AD
ACCOUNT

Department stores using radio have increased broadcasting budgets
5 to 50%.
Majority increase is in 5% area. Figures announced by
Howard P. Abrahams of NRDGA late March.
-SRNet sales of General Foods, extensive user of radio, increased
27.9% in 1947. Net profit was 4.5% of sales against 6.5% during
1946. Net earnings were $29,064,000 in '47 against $34,180,000 in
'46. Despite narrower margin of profit GF expects to use more
broadcasting.
Total net sales must be increased since profit margin
is declining.
-SRWhile 46.8% of New York's TV homes interviewed by Hooper were viewing Kaiser-Frazer "Original Amateur Hour" (WABD) , no radio program
had 10% of these homes listening. Highest-rated radio program in
TV homes was Jack Benny with 6. Benny's rating throughout Hooper 36
cities previous Sunday was 24.7. (No Hoope rating was made February
8, day of Hooper's tolerating.)
-SRRalph Edwards, having given his sponsors taste of top audiences for
"Truth or Consequences," now must come up with new contest every few
weeks. Special Hooperating taken for program gave broadcast 31.7 on
night contestant named Jack Benny the Walking Man, making it number
one in March 15 report. Second program was Jack Benny with 31.4,
following night .
-SRCBS-TV presentation of half hour from different Broadway play each
week for Lucky Strike starting April 6 turns clock back over a
generation. September 3, 1927, Old Gold began broadcast of interviews and bits of Broadway hit each week via NBC.
-SRTop transcribed package programs permit regional advertisers to do
more intensive job. Ziv's packages are aired in 11 cities for
Iroquois Brewing Co. of Buffalo in latest regional sale. Other
leading regional Ziv customers are First National Stores (23 stations), Tivoli Brewing (8), Wiedemann Brewing (6). Since Petrillo
record ban Ziv's business has increased 27%.
All-Canada Program
Division announced late in March that its transcription business had
increased 62% since August.
-SRKnox Reeves, for years thought of in advertising circles as house
agency for General Mills, will share GM business with number of
agencies in future. Food organization's product line is so extensive that it will select agencies best equipped to handle various
items. BBD&O and Dancer-Fitzgerald-Sample will be two of them.
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THOSE WHO LIKE
COMMERCIALS WANT
'EM STRAIGHT

MANUFACTURERDEALER BLOCKS
INITIATED BY GE
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Listeners who like advertising most like singing commercials least.
This was revealed in National Opinion Research study, "The People
Look at Radio," paid for by NAB. Dr. Paul Lazarsfeld explained by
saying that those who want to hear advertising want to hear manufacturers' claims, not be amused by song (see page 34).
-SRNumber of manufacturers are following General Electric lead and
planning program blocks with different dealer sponsorship each 15
minutes. Belief is that cumulative effect of one or two hours of
time devoted to single manufacturer will have saturation effect on
listener. First GE time-buy of this type is one hour five days
weekly on Al Jarvis' "Make Believe Ballroom," over KLAC, Hollywood.
GE pays half, each dealer pays half of his time period.
-SR-

WLW BACK IN
PROGRAM
BUSINESS

WLW's AFRA contract negotiated last fall has put it back into program production business. New AFRA rates for WLW are approximately
For past few years
40% lower than N. Y. , Chicago, or Hollywood.
WLW was on parity with great production centers and thus couldn't
offer sponsors programs at price. It's producing programs not
heard on WLW, feeding them to regional networks.
-SR-

300,000 TV
SETS IN MARCH

TV set and kit production in March will pass 300,000 receivers when
all reports are in. February record (as reported by RMA) was over
250,000 sets.
-SR-

TUCKER (AUTO
MANUFACTURER ;
TO ANNOUNCE
OWN SHOW

Preston Tucker, president of Tucker Corporation, is taking voice
lessons. He will personally handle commercial continuity on Tucker
automobiles during John B. Kennedy broadcasts (ABC) . He feels that
direct manufacturer-to-prospect continuity will provide vital
personalized selling factor.
-SR-

TV SERVICE IN
HOTEL ROOMS

Thirty hotels will have TV in every room before year's end, recent
survey by American Hotel Association indicates. None of these plan
service free — average cost to guest will be Si daily.
-SR-

44,000,000 SETS
LICENSED
IN EUROPE

There were 44,000,000 licensed radio set owners in Europe at end of
1947, according to figures made available by European Broadcasting
Conference.
More than half these sets are equipped with short wave
bands which permit them to receive short wave commercial airings.
-SR-

$250,000 CO-OP
BUY SETS RECORD

Philadelphia & Reading Coal & Iron Company placed contracts totaling
$250,000 in time and talent for ABC co-op program "Gang Busters."
This is biggest single co-op buy in radio history; covers 52 weeks.
22 cities.
SPONSOR

in Oklahoma City . . .
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Consumer Panel Measures
Consumer Reaction Precisely
Oklahoma City is much more than a "test
market." Oklahomia City is a recognized marketing
test laboratory equipped with a precision measuring
instrument for charting the ebb and flow of advertised merchandise.
The Oklahoma City Continuing Consumer Panel
composed of 400 representative families can actually
define the total potential market for any product
classification. It can explore the most intimate
details of brand standings and the reasons behind
them.

"•^^

HOM,

If you have a testing problem involving a new
product, or an old one ; a new advertising approach,
or a merchandising idea, take advantage of Oklahoma City's ready-made marketing test facilities.
Write today for details.

QUARTERLY

REPORTS AVAILABLE

Consumer Panel reports of the final quarter of
1947 are now available without charge on brand
standings, unit and dollar volume, unit weight and
size, and place of purchase in 40 selected food and
drug classifications. When requesting reports,
please specify classifications in which you are
interested.

^^i^^e<f0^tZ^i^i}^/^ah.z^e^((Y,Ar.
OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. : THE DAILY OKLAHOMAN-OKLAHOMA CITY TIMES
THE FARMER-STOCKMAN— KVOR, COLORADO SPRINGS AND KLZ, DENVER UNDER AFFILIATED MANA GEMEN
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I was pleased with your article on
candy. I think you did an excellent job

three little words ...

of analyzing the candy industry's use of
radio, as well as touching on some of our
other important merchandising problems.
C. E. RCX^ERS
Advertising Manager
Fred W. Amend Co.
Chicago

We notice on page 40 of the March
issue of SPONSOR that a picture from our
100th Anniversary souvenir book has
been used and yet no credit line has been
given to our company. Will you kindly
explain to us where you obtained the permission to use the picture as we have no
record of giving it out here.
Your article on candy is very good, but
we should have liked to have had some
mention of our compan\ since you made
use of the picture.
(Mrs.) Margaret M. Kedian
Associate advertising manager
Neu' England Confectionery Co.
Cambridge, Mass.
^ The photoilraph in question came to SPON.SOR from a trade source. It was not Identified
as having been used previously by the New
England Confectionery Co. and thus wan not
creidlted to the organization.

... a triple treat this time of the
year, to Pittsburgh sport fans who
look to WWSW to bring them another season of Pirate Games.

For the 16th year, WWSW is battin'
up with the Pirates at every game,
at home and abroad. Audience results? Last year, WWSW

consist-

ently pulled a lion's share of listeners. For example: on one broadcast alone WWSW held 57.5% of
the Pittsburgh radio audience. Sure,
we've earned that title Pittsburgh's
LEADING

SPORTS

STATION!
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102
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pay their star? and give credit to the current motion pictures
of the leads is Lux Radio Theater. Jane Wyman and James
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EDUCATION

PLEASE?

We cannot help but applaud the wisdom in your lead editorial of the March
issue. It has been our experience that
radio as an industry spends less on promotion— and is less concerned about its
effectiveness and appearance — than any
other medium.
As you know, we started our organization two years ago with quite a background in broadcasting. Little by little,
however, we have disassociated ourselves
from all but a few radio accounts because,
uniformly, we find radio clients unwilling
to invest what it takes for the creation,
production, and use of worthwhile promotion. They seem to be interested in
getting out as cheaply as possible with
no particular concern as to whether the
promotion representing them does a job
or not. Because of this attitude it has
become a truism that today's station
promotion contains more platitudes, j
humdrum copy, poor layout, and less
originality than that of any other medium.
Conversely,
we find the publication
{Please turn to page 6)

Yet sports is just one phase of
WWSW programming Our popular
music shows, news prog^rams and
other special features have wide
appeal around the clock. But the
best indication of their popularity
is satisfied sponsors; local department stores, candy companies, dairy
concerns, breweries, air lines, plus
many national accounts*, hitch their
sales wagon to WWSW. So, get on
a sure sales winner . . . WWSW

...

the station that delivers more iasTENERS
per DOLLAR
*ask Forjoe

IN PITTSBURGH!

Pitfsburgh's Leading Independent

urban-

Peoplei-46%

Over

5 Million

54%

rural! That's the Mid-America

Market (in the 213 counties within the

of

circle

Vt millivolt

measured

KCMO's

50,000 v/att daytime non-directional
KCMO

coverage)!

programmtng
reach

and the coverage to

For complete ONE
this rich and

Kansas

of

station coverage
market,

expanding

center your selling

farmer.

and

city dweller

both

power-the

the

has

on

City's most powerful station.

•50,000 WATTS DAYTIME Non-Directional
10,000 WAHS NIGHT -810 kc

CMO

One sfafion
One se\ of caf/ (ef ters
One spot on the dm\
One TtxXe card
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CITY, MISSOURI
KANSAS
FOR MID-AMERICA
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Representofive

.

.

.

John

E.

Pearson

Co.

fO Wf^fi^t .%2ii€l
Continued

NO

CLAIMS...

We

have

a local program

Advisor".
seven

7.00

P. M.

felt he hod

saturated

called "The

Unseen

nightly. Sponsored

years by the same

for

client. Client recently

his market,

dropped

the

program. We made this announcement: "We
are thinking of taking this program off the air.
If you want it to stay on, write us a letter."
That is all we said. We made that announcement ONCE. We
. . . no
letters

got 7,382

giveaway
from

one

...

no

letters. No
premium.

announcement.

contest
7,382
Period.

WIP
PHILADELPHIA
BASIC MUTUAL
Represented
by Edward

page

thoujjht-out promotion, and more aware
that you get what you pay for. Perhaps
this is why our original radio accounts
have now been replaced by ten national
magazines for whom wc regularly create
and produce promcjtion material.
We are heartily in favor of your stand
and your emphasis on the fact that the
time is now for broadcasting, as an industry, to get on its bicycle and start
promoting. The answer, as we see it, is
less mumbo-jumbo and half-cooked

WIP 'Pn<^duce^
#1

ro m

field iiiiitli more alert to the value of well-

^nO<U THAT

EXAMPLE

f

Nationally
Retry & Co.

boasting.
In its constructive
place I think thinking,
we'd all
welcome some
long-range planning, and quality promotion that reflects a maturity to which
radio aspires.
Dick Dorrance
O'Brien & Dorrance, New York

Your editorial Some Education, Please
(March sponsor) is well conceived and
nicely expressed but what happened to
the other half of it the part addressed
to the potential advertiser? You say,
"We think they'll (radio men) find an
appalling lack of appreciation of radio in
a lot of important (advertising) executives who should know better," and there
you stop!
Aren't you putting all the burden on
the instructor and none on the student?
Doesn't a successful educational process
depend as much on the willingness to
learn as on the ability to instruct? Why
don't you train your editorial sights on
that executive who is "waiting to be sold
on broadcast advertising"?
The successful users of radio do not
rely upon a crystal ball in selecting network, station, time, and program. They
devote a great deal of time, effort, and
money to an exhaustive analysis of the
statistical data made available to them
by broadcasters and they put the material
to good use. In its relatively short existence commercial radio with the help
of these alert sponsors has developed information on circulation, audience, cost
per thousand families, etc., to a higher
degree of accuracy than an> other mebilling.dium and it alread>' handles more than
27*7 "f the nation's total advertising
An>onc who has ever sold time knows
that the biggest spenders in radio always
{Please turn to page 56)
SPONSOR
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ALEXANDER
GRAHAM

BELL

was first with his invention of the
I telephone which became a reality
on MarchlO, 1876 with the famous
message to his assistant, "Watson come
here! I need you." Just as Bell needed
Watson, you needWJR because WJR is...

♦ J!M«^

P O W
AND

E R

RESULTS

MICHIGAN'S
ADVERTISING

GREATEST
MEDIUM

5 O ,O O O
WATTS
Represented
PETRY

CBS

THE

GOODWILL
G.

A.

RICHARDS
Pres.
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STATION

FISHER

by

DETROIT

BLDG.

HARRY

WISMER

Assl. to the Pres.

Albuquerque
Beaumont
Boise
Buffalo
Charleston, S. C.
Columbia, S. C.
Corpus Christi
Davenport
Des Moines
Denver
Duluth
Fargo
Ft. Worth-Dallas
Honolulu-Hilo
Houston
Indianapolis
Kansas City
Louisville
Milwaukee
Minneapolis-St. Paul
New York
Norfolk
Omaha
Peoria-Tuscola
Portland, Ore.
Raleigh
Roanoke
San Diego
St. Louis
Seattle
Syracuse
Terre
Haute

KOB
KFDM
KDSH
WGR
WCSC
WIS
KRIS

woe
WHO

KVOD
WDSM
WDAY
WRAP
KGMB-KHBC
KXYZ
WISH
KMBC-KFRM
WAVE
WMAW
V^TCN
WMCA
WGH
KFAR
WxMRD-WDZ
KEX
WPTF
WDBJ
KSDJ
KSD
KIRO
WFBL
WTHI
Television

Ft. Worth-Dallas
New York
St. Louis

WBAP-TV
WPIX
KSD-TV

NBC
ABC
CBS
CBS
CBS
NBC
NBC
NBC
NBC
ABC
ABC
NBC
ABC-NBC
CBS
ABC
ABC
CBS
NBC
IND
ABC
IND
ABC
CBS
CBS
ABC
NBC
CBS
CBS
NBC
CBS
CBS
ABC

i EFFICIE
RADIO
XjLow many advertisers allot exactly
one salesman to every market in the
nation — regardless of the importance
of the market, the number of prospects
to be covered, the intensity of competition, etc.?
National spot radio is more efficient
radio because it permits you to hit
every market you want, exactly the
way it deserves to be hit^ — to use every
station in any given areas, if that's indi-

cated, or to skip those areas entirely if
they're not worth your cultivation.
Free & Peters, pioneer station representatives, sell more efficient radio in
the markets at the left. We know
those markets. If you sell merchandise in any of them, we believe we can
give you some profitable ideas for
BuU's-Eye Radio — even if you are now
sponsoring the biggest network program on the air.

FR EE & PETERS,

INC

Pioneer Radio and Television Station Representatives
Since May, 1932

NEW
ATLANTA

DETROIT

YORK
FT.

WORTH

CHICAGO
HOLLYWOOD

SAN

FRANCISCO

r

>lni; by
l!t!>lon of
n. Appletoii'
Conlury Co.

Mr. Sponsor:

llsirriN4»ii •!. diwsiii
Director of Advertising, Lonsines-Wittnauer Watch Company

Yes — we promote WCON

(and the

efficacy of our client's advertising) — seven
ways — count 'em below!
Such intensive station promotion means
that over a million Georgians are conscious of better listening at 55 on their
radio dials!
1. OUR OWN NEWSPAPER -THE
ATLANTA CONSTITUTION - Editorial
Promotion is heavy and consistent and
Display Advertising is continuous.
2. OUR OWN AIR - Intelligent planning and consistent plugging feature promotion programs over WCON's own air.
3. BILLBOARDS — Nine permanent
boards located on main arterial highways. Boards are equipped with reflectors
to do a doy and night job.
4. WCON NEWS PICTURES - 200
ottroctive display pieces featuring news
and WCON promotion. 100 in Atlanta —
100 in trading territory.
5. WCON CONTEST-An outstanding
audience porticipoiton contest will be
announced shortly.
6. SPECIAL EVENTS PROMOTION WCON personalities, presented on a
continuing basis, before social, civic and
school groups with entertainment and
informational features.
7. TRANSITADS - Car cords are
employed each month; a full showing,
reaching approximately 300,000 commuters doily.

THE
ATLANTA CONSTITUTION
STATION

W G O N— Atlanta

5000 WATTS
Affilidled

ALTHOUGH
Longines invented the "time signal" station break*,
today the SZ-year-old watch firm believes it has found its ideal
selling formula in spot programing not announcements. The vehicle
airing the dignified Longincs-Wittnaucr copy is one of radio's most successful e.t. half'hours, The Longines Symphoywtte, now placed on more
than 100 stations in major markets. Harrison Cowan, the quiet, softspeaking ad man whose job it is to direct the spending of the $1,000,000
Longines advertising budget (half of which goes to radio and half to
printed media) is not a stranger to radio. Ex-agency man Cowan has been
in the broadcast advertising business since 1923, and is credited with
making the first commercial program e.t., a 1927 cutting of a musical

\

program for Bourjois' Evening in Paris.
While the Cowan-supervised Symphonette follows the firm's basic ad
policy of "creating the desire to own a fine watch," Cowan and Longines
have found their program produces extensive good-will and tangible
sales. Ratings are as good as or better than musical programs of similar
type, such as Telephone Hour. Petrillo is no problem, as the alreadyrecorded Symphoi^ette library contains over 2,000 selections from operas,
symphonies, concertos, etc. Music from all major publishers is used,
although BMI and ASCAP numbers are not mixed on the same show,
thus providing clearance protection to stations with limited music licenses.
Cowan has been with Longines since 1938, and has guided the 5ytnphonette since its 1941 premiere on WEAF (New York). His office handles
the disks nationally, since all the bills and mailings are paid for by Longines. No Longines dealer is permitted to advertise Longines or Wittnauer
watches within a half-hour on either side of the show, thus preserving
the semi-institutional selling of "the world's most honored watch" and
"the world's most honored music." However, the show never exists in a
vacuum so far as Longines is concerned; at all times it is an integral part
of the company's advertising activities. In fact, the show's maestro,
Michel Piastro, has his office and music library only a few feet away from

550 KG

American
(.'omfiiiny Broadcasting

Cowan's.

'liudio't
firtt commercial
a Longines
spol signals
airrd inonFebruary
/.9:'/'today
orer WJZ
by
Milton Cross.
AlUtough lime
at onesignal
lime itoj
longines
had lime
80 slalions,
they are
hriird on only four slalions.
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**\Ve're not so old in the Army List,
But ivc'rc not so young at our trade."
-^Kilyling, "The Irish Guards."

of April 2, 1948, Radio Station WOW celebrates its twenty-fifth
birthday — which is old, as age goes in the radio business. But ripe age,
alone, is no guarantee of effectiveness in love, war or the operation of a
broadcasting station.
Age is not so important as wide experience, digested and assimilated,
powered by the energy and enthusiasm required to translate knowledge
into action.
It is the operational "know-how", born of twenty-five years experience, plus the energy and enthusiasm of its still youthful staff, that keeps
WOW tops in its field — tops in listening audience — tops as an advertising
medium.
That's why, Mr. Advertiser, in the territory within a radius of 200
miles from Omaha, RADIO WOW CAN DO YOUR ADVERTISING JOB
ALONE!

RADIO

STATION

JOHN BLAIR & CO.
Relyrcscntativcs

JOHN J. GILLIN, JR.
President & Gen'l Mgr.

OMAHA.

590 KC

*

NBC

NEBRASKA
*

HC.

5000 WATTS

Ownei^rndOperoforon(ODira
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P
REUIUni!
THAT

NOISE

you hear is feet slap-

ping down ofF desks. The trend is
bacl< to pencil-sharpeners . . . which,
in Rhode Island, makes it nice for
WFCI.

For here's more

for your

radio dollars . . . ABC coverage and
listener-acceptance at rock-bottom
rates.

EKRmPLE:
Current rates of the three competing

5000-

watt full-time stations show for a 5-times-aweek

one-minute

spot

26-week

schedule —

STATION

"A" . 13%

Higher

STATION

"B" . 16 '2% Higher

STATION

"C" . 59%

(See "How
S

0

August
radio?
CBS?

J-M

Reaches

That Vital 500,000,"

nIoHc^n
SPONSOR,

1947,
page
24.)
Is Johns-Manvllle
"sour"
Why is their newscast scheduled to be dropped
What

are J-M'$

on
by

radio plans for the future?

The $800,000 that Johns-Manville has been spending for radio on a
52'Week basis has not been allocated to other media, despite the fact that
their 8:55-9 p.m. news period is to go off at the end of June. Just what
J-M will do is still a question mark. Several networks have made pitches
to J-M, but whether they will continue on a network basis, or a local
basis like Esso Relwrter, is still undecided.
It's understood that the reason that CBS is cancelling the capsule
newscast, in spite of consistently good ratings (up to 13.7), is two-fold.
Lever Brothers, with their block of Monday night shows including
Talent Scouts, Lux Radio Theater, and My Friend Irma, playing back-toback, objected because the news show broke up their "advertising
Also, CBS has been building up Friday night as a comedy night,
Bill Henry news show is slotted between two comedies, the Danny
Show and the Old Gold Show, and was believed to break the flow
ence between the two programs.

mood."
and the
Thomas
of audi-

A third factor stood in the way of J-M's continuing on CBS. Columbia's
ace newscaster, Edward R. Murrow, comes just a little more than an hour
before the J-M show, with a 15-minute across-the-board newscast for
Campbell's Soup. Some CBS executives are said to feel that the elimination ofthe rival J-M newscast might raise Murrow's current 5.2 rating.
In all, J-M is a victim of many circumstances. However, the building
materials firm is convinced that their consistent radio advertising reached
the half-million who buy or specify the use of J-M products, and that
they have discovered a radio formula to sell a multiple-product line to
both public and contractors. Their problem now is to find a broadcast
facility on which they can duplicate their successful selling formula

Higher

(See "Repeal Broadcasts in 1947," SPONSOR,
November
1947, page 34.) What will be the 1948 situation on summertime sectional repeats? How will sponsored network
shows

be affected?

What

about costs?

The annual problem that comes with the April 25 change-over to day-

P.S.

light time has, for the first time in radio's history, been overcome. Credit
for the solution goes to program officials of ABC, who have been fighting
an uphill battle for summertime sectional repeats since 1946. Programs
in non-daylight time areas will be sent over the network lines a second
time so that they will be broadcast at the same local time in all areas.
Sponsors on three of the major networks will no longer find their shows
up against a changed competitive picture in non-daylight areas, and
agency timebuyers will not have to go mad clearing a series of delayed
broadcasts. Columbia and Mutual will handle their sectional repeats

5000
DAY

WALLACE

WATTS
&

NIGHT

A

PROVIDENCE,

WALKER,

Gen. Mgr.

The Sheraton-Blltmore

PAWTUCKET,

450 Moin St.

ReprcscnfotiVcs.

THE
12

KATZ

AGENCY

with e.t.'s, while ABC will use tape recorders. NBC, last major network
to consider daylight repeats, will solve the problem with straight transscribed repeats, or with multiple delayed broadcasts. The hesitancy of
NBC executives is due to their being caught between a no-transcription
policy and pressure from other networks and agencies.
The costs of transcribing as much as 10 hours a day of summertime
programing and playing it back on special lines to standard-time stations
will be borne by the networks and stations. Petrillo has put his official
okay on the plan, since the shows being transcribed will be heard only
once on any single station. Talent fees in general will remain unchanged,
except for the regular West Coast sectional repeats.
Much of the support for the plan came from stations on standard
time who were seeking to avoid the annual clash between early-evening
network programs and local programs in station option time. Affiliates
operating under the daylight repeat plan are now afforded protection for
their local advertisers which they did not have before ABC set the summertime pace for the entire radio industry. (Please turn to page 14)
SPONSOR

SOODD

UIHTT
WINNING
20

LISTENERS

YEARS

IN

FOR

ARK-LA-TEX

OVER
. . .

Quality^Coverage
Not just power alone has made KWKH

the dominant

station in Ark-La-Tex for over 20 years. It's been power
and Quality Coverage. Yes, KWKH has given its listeners
the finest in radio fare, planned programing that is
tops in listener interest. Because of Quality Coverage,
forty-nine industry-rich,
counties and parishes
SALES MESSAGE.

HI!}
APRIL

1948

agriculture-rich, petroleum-rich

in Ark-La-Tex

By using the seven
La-Tex area, you
primary (50%) area
the station heard by
. . . ALL THE TIME.

await

YOUR

other stations in the Arkdo not cover the rich,
of 50,000 wan KWKH . . .
most . . . preferred by most
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{Continued Jrom page 12)

operating under the daylight repeat plan are now afforded protection for
their local advertisers which they did not have before ABC set the summertime pace for the entire radio industry.

SiJs>>^^

(See "Risht With Eversharp/' SPONSOR, December 1946,
p«9e 9.) How has Eversharp weathered 1947? Did the
shift from CBS to NBC help or hurt "Take It or Leave It"?
Why was Henry Mor3an shelved?

Eversharp's shift from a postwar to a seminormal bu>crs' market occurred
during 1947. It suffered more than the normal aches that are part of a

p.fS.

shift in any organization's economy. Drastic cuts in the price range of the
Eversharp pens and pencils to meet competition, plus a market flood of
$1.00 ball point pens, cut sharply into the Eversharp gross.
The shift of Take It or Leave It from CBS to NBC during the year cut
the program's audience at the start but currently it's running a little
better rating'Wise than it did on Columbia this time last year. Last

cry

froi
DENVER
(IOWA)

. . . but many a sales peak reaches

year's second January Hooperating on CBS was 13.5, this year's January
18 standing on NBC was 16.7. With NBC's slightly larger potential
audience (BMB), better rating means a bigger audience. The change to
Garry Moore as mc, which was also made during 1947, lost very few Phil
Baker fans, a survey made towards the end of 1947 revealed. Garry
Moore's fans helped but did not offset at first the deflection of Baker's
followers.
Eversharp dropped its sponsorship of Henry Morgan not only as a
direct economy measure but also because the caustic comic's program
wasn't delivering the audience which Eversharp wanted.
By
Take It or Leave It is no $64 question to the Eversharp
corporationIt continues to sell not only the pens, pencils but razors and blades as well-

an apogee'' in WMTland, of which
Denver (Iowa) is an important
part. It's important because,
though small, it typifies the thousands of rich dairy and livestock
producing areas of Eastern Iowa —
where production last year increased to almost $l'/2 billions!
And that's only half of the
wealthy market you rea ch on
WiMT . . . the other half, equally
rich, is industrial.
Sell these twin markets on
WMT — Eastern Iowa's only CBS
outlet. Reach your share of the
1,13 1,782 well-to-do people within
WMT'S 2.5 MV line. Ask the
Katz man for details.
• We
looked it up.
Brother Webster
says, "ihe fiirtheit nr highest point."
"^ve»<^.

Presenting
America's
Most
Sensational
New
DISC JOCKEY
5 Hours Weekly of Platter Spinning

Diilie Ellinslton
TOP TUNES ON RECORDS
STORIES
BEHIND
DISC AND
MUSIC
MAKERS
AND INTERVIEWS WITH FAMOUS STARS
ON TRANSCRIPTIONS
Sold exclusively to one station in each city

WMT
CEDAR

RAPIDS

5000 Watts
600 KC.
BASIC COLUMBIA

14

19 EAST 53rd STREET

at Madison

Avenue. . .NEW YORK CITY

Day & Night
NETWORK
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United States Department

cf Commerce

year-end statistics

reveal the following:
Tulsa

led

every

large

business gains in

Tulsa
Leads

city

in the

1947 over

entire

1946.

18%

Houston

16%

Fort Worth

13%

Orleans

increase

9%

San Antonio

6%

Oklahoma

4%

Dallas

5%

City

Little Rock

"

1%

In addition, manufacturing
up 33%

in

The report shows:

TULSA

New

Southwest

over December,

payrolls for December,
1946.

the Eastern half of Oklahoma

1947, were

Most of this increase was in

where there is an abundance

of

power, fuel, water and other mineral resources.
These impressive figures clearly demonstrate
of Oklahoma's

why Tulsa, home

Greatest Station, is the favored spot in all of

Babson's Magic Circle! They demonstrate, also, why KVOO is
the logical selling medium to reach the prosperous people
within this great Southwestern

OKLAHOMA'S
5.0,000

WATTS
EDWARD

16

NBC
RETRY & CO.

market.

GREATEST

AFFILIATE

STATION
1170

KC

INC., Nalional Representatives
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new and renew
J^ew-

Aati04uU SfixU
SPONSOR

Bi>Uim^

PRODUCT

STATIONS

AGENCy

American (Shewing CJum
Products
American Tobacco Co

Chewing gums

Cole & Chason

Herbert Tareyton
Cigarettes

M. H. Hackett

Itorclen Co

Cottage cheese

^Dung & Rubicam

Bristol-Myers Co

Sal Hepatlca

Young & Rubicam

Canada Dry Ginger Ale, Inc

CarbonatedQ
beverages
Home appliances,
mixers, etc
Allwhite shoe polish

J. M. Mathes

I

(.eneral Electric Co
(Appliance l)iv)
(.riffin Mfg Co

Young & Rubicam
Bermingham, Casile
man & Pierce

(Jrove Laboratories

Tasteless Chill
Tonic

Harry B. Cohen

Iroquois Brewing Co

Beer

Metro-Cold wyn -Mayer
(M-C-M Records div)
Kingling Bros, and Barnuni
& Bailey
Alexander Smith & Sons

Phonograph

Baldwin, Bowers &
Strachen
Donahue & Coe

Standard Brands, Inc
Waitt & Bond, Inc

Blue Bonnet Margarine coloring device
Yankee CUgars

Whitehall Pharmacal Co

Freezone

Dancer-Fitzgerald
Sample

William II. Wise

Books

Huber Hoge & Sons

records

Circus

Seidel

Carpets

Anderson, Davis &
Platte
Ted Bates
BBD&O

10-15
(will expand)
6
(to expand 5-6
to key mkts
during May-Jun-Jul)
(test)
20-30
(Midwest — may expand)
3-5
(South where mfr has plants)
5
(test — may expand)
50-100

CAMPAIGN,

E.t. spots; Mar 15; 52 wks
Newscasts; Mar-Apr; 13 wks
E.t. spots; Apr 1; 52 wks
E.t. spots; Apr 1; 26 wks
Weather spots;

(may run 35as test)
12-14
(will expand as circus travels)

SPONSOR

"Guy
Lombardo
Show"
e.t. 'si
Mar 15- Apr 1 ; 13 wks*
E.t. spots; Apr-May; 13 wks

AGtNCy

E.t. spots, breaks; Sep 1 ; 13-18 wks
E.t. spots, breaks; Apr 5; 9 wks
(Buffalo-Detroit
test
will
expand nationally)
6-8
(may expai
ir New England)
50
Tablet.sGuards
spots) Cold
(replacing
10-15

E.t, spots; Apr I; indef*
"Sydney Walton" e.t.'s; Mar 21
Apr 1 ; 13 wks

SlAilUNb

PROGRAM,

time, start, duiation

Midland

Admiral Movie Theater of the Air; as sched; Mar 5; 13 wks (n)
son (n)
Cincinnati Reds Home Games; as sched; approx Apr 17; sea-

Direct
Direct

WTMJ-TV, Milw.
WVVJ-TV, Detr.

1'he Sportsman; Sun 8:30-8:45 pm; Feb 21; 13 wks (n)
Inside Hollywood; 15 mill; Feb 25; 13 wks (n)

J. Walter Thompson
Maxon
Young & Rubicam
1>. P. Brother

WTMJ-TV, Milw.
WNBT, N. Y.
WABD, N. Y.
WNBT, N. Y.

Milwaukee Brewers Home Games; as sched; Mar I; season (n)
NBC Television Newsreel; Fri 9-9:10 pm; Mar I; 13 wks (n)
Weather spots; Mar 1 ; 13 wks (r)
Review of the News; Sun 7:50-8 pm; Feb 25: 8 wks (n)

Pacemaker
Direct
Cayton

WABD, N. Y.
WWJ-TV, Detr.
WABD, N. Y.

Film spots; Mar 5; 13 wks (n)
Feature Films; Sunday nights as sched; Feb 22; 13 wks (r)
Film spots; Mar 7; 13 wks (n)

William Esty

WNBT,
WRGB,
WP'IZ,
WMAR
WNBW
WNBT,

Burger Brewing Co
Ennis Motors
Fireball Circuit
(movie chain)
Ford Motor <;o
General Electric (^o
General Foods Corp (Sanka)
General Motors
(Oldsmobile Div)
Hudson Sales Cm (cars)
Philco Distributors
Pioneer Scientific Corp
(Polaroid TV lens)
R.J. Reyn<ilds Co (C^amels)

l<i4Hi

E.t. spots; Apr I; 39 wks

WBKB, Chi.
WNBW, Wash.
WLWT, Cinci.

Outtenden

APRIL.

E.t. spots; Apr 9; 4 wks

04^ *Jele4M44a4t

Vdmiral Corp

Ronson Art Metal Works

13 wks

E.t. spots, breaks; Apr 18; 18 wks

^.Station list already set.

I^eiu oftd dene^u^

Mar-Apr;

Various
breaks,local
etc; programs,
Apr 12; 18 spots,
wks e.t*

(partseasonal
of northward-moving
campaign)
20-30
Southwest)
(principally
South and
5-10
14
(Northeast mkts)

start, duration

E.t. spots; about Sep 1; 13 wks

& Eger

Cecil & Presbrey

N. Y.

Schen.
Phila.
, Balto.
,N.Wash.
Y.

WPTZ,
WNBW Phila.
WBKB, , Wash.
A.
KTLA L.Chi.

Camel Newsreel Theater; MTWTF

Film spots; Mar 9; 13 wks (n)

7:.50-8 pm; Feb 16; 52 wks (n)

'MS
•JSO

New. C)*t Neiwo^kl
SPONSOR
( :iirisii.iii Kfformcd

Kvaiis

<:iiiirili

llonloii & ItowU'H
I'ikXo, Cone & Beldliiii

(^('lU'ral I'oihIs Corp
(iillfllo Safotv Ra/.or Co
(TodI Co lilt <llv)
Inlcrnaliiiiial KarvfslcT Co
I'rojIiT & (iambic

NET
MIJS
**Mils
<:n*

AGENCY

IVcn
TinuTs liuWhilf KliiC Soap Co

Kayniond

•I'.xp.iiiili'il lu'i works
il'roilrani not sci as SI'dNSOK
' *Vf\v (HI this network

ReH,euAcUi

6ft

time, start, duration

Ul
llarvosl of Slars; Wed '»:.«t-l(l pm; Apr 7; SJ wks
<;anC RuNlerK; Sal •»-'»:.»n pm; Mar W; S2 wks
leentinurs Cluh; Sal ll.lO-liam; Mar W, H w ks
KImer PeCerson; Sal 5:4.S-6 pm psi ; Mar 27; \S wks

\us

MBS
NBC
AB<;

K. Morftaii

PROGRAM,

Back (o <;<hI: Sun ll-l I :<n am: Mar 7; Si w ks
Juvenile Jury; Sun .i:.MI-4 pm ; Apr 4; .*') » ka
i Ih q:.«l-IO pm; Apr 1

CBS

Mi'< lafiii-Krit'kson
Hnilon & liowfiN
BiK'hanan

C<i

STATIONS

fiocs lo pros-s
1 i I'a

Neiujio^ikA.

SPONSOR

NET
MBS

AGENCY

•HI

STATIONS
K7

PROGRAM,

tJm*, itart. duration

76
Armour

J(c < n

I'oole. Cone & Beldiii|>
Ben I on & Bowles
Benton & Bowles
Yiuinii & Rubicam
Younft *c Rubicam
Foole, Cone & Beldlii|>

(General l-'oods ( iorp

Clllelle Safelv Razor Co
(loni Co Inc div)
S. C. Johnson & Son Inc
I, ever Brolliers Co
(Thomas l.iplon dIv)
Manhallan Soap Cm
Pillsburv Mills Inc
I'riMler it (iamble Co
Wesson Oil it; Snowdrifl
Co

NeuA

A<fenc4f>

Sales

\B<;
NBC
CBS
ABC

Needham. l.ouK Sc Brorby
RuthraiifT & Ryan
Vounfi Si Rubicam
l>iiane Jones
McCann-Krickson

NBC
CBS
NBC
CBS

Daiuer-Kil/fierald-Sample
Kcnyon & Kckhardi

CBS
ABC

29; 52 wks
29; 52 wks

Fibber Mc(;ee & Molly;
lu '^.tO-lO pm ; Mar .VI; 52 wks
N"
Aiinl Jenny; MTW1 F 12:15-12:10 pm;
Mar 22: 52 wks
Talenl Scouts; Mon S:,<n-8:55 pm; Apr 19; 52 wks

.S7

Katie's Daufihler; MlWIF II :I5-11 :.<(• am; Mar 29; 52 wks
(irand Central Siaiion; Sal I-I:.<n pm; Feb 28; 52 wks
Perry Mason; M I W I F 2:l5-2:.?0 pm; Mar 11: 52 wks
Paul
Whileman
Record
Club;
MTWIF
4:l5-4:.?0
pm:
Mar 29; 52 wks

■ Ml
187
W*

/^fipjoittitmHidPRODUCT

Abelson's Inc. N'ew:irk
Frank II. .\dams. .\lbany
.\Mied Food Industries, Perth .\mboy, N. J.
.\merican Chemical Paint Co. Ambler, Pa..\merlcan Lady Corset Co, Detroit
American Tobacco Co, N. Y

Crown City Dairy, Pasadena
l)i>C Record Bureau. Santa Monica
Ivaftlc Watch Co, N. Y
(General Aniline & Film Corp. N. Y

,,.

' . N. Renault & Sons Inc. K41 H irb .r City. N. J.
Roxhury Lodiic. Horse Creek, (^lif

Sl>-es. O ik! i<i J

Mother's Pantry PrtHliicts
...
Plant hormones, weed killers.
Corsets

Woodard it I'ris. Albany
Byrne. Ilarrinftton it Roberts. N. Y.
(;ray & Rollers. Phila.
Moss it .\rnold. N. V.
M. H. Ilackeli. N. V.

Cliiarettes. .

Lewis Kdwin Ryan. Wash.
.Wmidard & Fris. .Mbany
L. W. Roush. Detroit
Hickory.

I>airy products.
Doft idenllfication. ....
Kmcrson watches
Glim (soapless cleanser)

■

Hollywood Western .Shirt (lo, ll'wood
Kerr Class Mfft Corp, L. A. .

■''I. (JeorCe Winery, Fresno
.Spiro's Inc. S. F.
St iimpp i<c Waller Co. N. Y
Walih tm Watch Co. Waliham; Mass
Western .Mrlines. L. A
Wesil \\v Cjmera Exchanfte. L. A

Saw<loii. N. ^.

(Trade assn)
Jiffy flour mixes. .
(Robert blouses

(Joiieral Klcclrlc .Supply Corp, .Schenectady
<;. Ileileman Brewinft Co, La Crosse, Wis.

Leon & Kddy's, Oakland
Maria Cifiar Co. N. Y
Maybaum Brothers, N. Y.
Mayfair Inc, .Mbany
\cw l',ni>l:iiul Provision <;<i Inc, Boston.
1 1 & .S Poftue Co, Cinci
».)uaker Oats Co, Chi

AGENCY

Jewelers,
opticians
.lewelry

Herbert Tareyton
Air travel

.Mrlines, W'a.sh
nislrlcl Fish Dealers* Assn
Millinji Co, Chelsea, Mich
A. Cornlberl
.

y Ini'n's Sirplis

Second Mrs. Burlon; MlWTF 2-2:IS pm; Mar
Ladles Be Seated; MlWIF .?:l5-.<:30 pm; Mar

hli

224
141

I.S7

SPONSOR

Capital
Capital
Chelsea
Charles

Queen for a Ihiy; Tl' 2-2;.»0 pm; Mar 2; \S wks
l'f>rlia Faces l.ifc; MTW IP SIS-SIO pm; Mar 29; hi wks
When a (Jirl Marries; MTWTK S-5:1.S pm; Mar 2^; 52 wks

nu

Household

appliances

.

Old Style La^er Beer
.Shirts
Sclf-.Seallnft Mason Jars
. f . . . (.Supper club)
Clfiars
Jewelry

Raymond Keane. L. .\.
Lennen & Mitchell. Beverly Hills
.\d Fried. Oakland
Roy S. Durslinc. N. Y.
Moss & Arnold. N. Y.
N\ Oodard & Fris, .Mbany

. . . . F'urnlture. Interior decoratlnfi
. . . . Nepco meats
(Department store)
(.)uaker
Oats.
(.)uakcr
Puffed
Puffed Rice Sparkles. Quaker
Pep Feeds. Pack-O-Ten
Still wines, vermoiiih
- - . . (Resort)
.....St. (JeorUe. Montebello

N. Y.

Tiillis. H'wood.
Bass-Luckoff. H'wood.
Harold Paris. N. V.
. Botsford. Constanline it (iardiier. .S. F.. West
(;oast adv
Doherty.
Clifford
& Shentield.
N. Y.. F-ast
Coast adv
Ross. Gardner it White. L. A., for S. Calif.
(Jordon Best. Chi.

Hirshon-(iarfield,
Wheal
Ful-O-

still wines

.Sport inft Aoods. ...
Seeds
Watches
Air travel
PhotoHraphic equipment
S'.irpI I i stores .

{Please \wn to page 77)

Boston

KildufT, Cinci.
.Sherman it Marquette.
H. M. Dittman. Phila.

Chi.

.\d Fried. Oakland
H. M. Dittman. Phila.
J. J. Wciner. S. F.
B<Hirne. N. Y.
Kasior. Farrell. Chesley it Cliff<ird. N. Y.
Buchanan. Beverly Hills
Jordan & Lo Buono. L. .\.
Ad

Fried. Oakland

.u radio as in your industry, the public has an
uncanny

ability to select the best values from

any number

of competitive offerings. Best

values are always "popular."
\^ HO's unmatched audience in Iowa is proof
that WHO gives this State the sort of radio it
wants and needs. In the mass of 58 Iowa
counties shown
many

at right (in which there are

other stations) from 5:00 a.m. to 6:00

p.m., WHO

gets an average of 57.1% of all radio

listening, according to the 1947 Iowa Radio
Audience Survey.
There is only one ansMcr to such listenerpreference.

That

answer is Top-Notch Pro-

gramming— Outstanding Public Service. Write for
Survey and see for yourself.

APRIL

1948

*for Iowa

PLUS +

DES MOINES
. . . 50,000 WATTS
Col. B. J. Palmer, President
P. A. Loyet, Resident ^lanager
FREE & PETERS, INC., National Representatives
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And since 1941 — when this photograph was made — it has
become even easier to hsten to CBS.
That's one reason why one network, CBS, with its 99,000,000
different listeners each week, reaches more people than
read all the magazines published in the United States.

^
i!i»-t-^

For CBS today has achieved the best "balance" of facilities
in all Radio; with more high-powered, and fewer low-powered
stations, than any other network. And since 1941 almost
every CBS station — 150 out of 162 — has made specific
major technological improvements.
In the past year alone, CBS stations have added 230,000 watts
of extra power; far more power than any other network increase almost as much added power as all the other networks combined.
No wonder that CBS delivers its large audience to advertisers
at a lower cost than any other network. And that latest reports
show that the largest individual audiences in all radio are
the CBS audiences of the lux radio theatre in the evening,
the ARTHUR GODFREY SHOW in the daytime.
And that more of the hundred largest users of Radio are

v^i-'

,V

on CBS than on any other network.

Colin tibia Broadcasting System
—where 99,000,000 people gather every week

'I'!'',

"il

l

4

§

There's a lot more to it than this...
In any kind of business these days you certainly have to
get around. But in the highly complex advertising field of
Spot Radio there's a lot more to it than this.
To cash in on Spot's tremendous sales-making potential —
to give advertisers the kind of expert service they need
and want, a number of qualities are required.
Weed and Company representatives have them all.
First there's training and experience; you can't even get
started without them. Then there are the intangibles of timing,
associations, persistence — and maybe even a little luck.
But, most important of all — are expert knouledge and plain
bard work. For these are the two factors that produce most of the
results most of the time . . . the two factors that make

Weed
a n
22

Weed and Company service so valuable to any advertiser.

radio station representatives
new

C

O

m.

pany

york

•

sanfranclsco

boston

•

•

Chicago

atlanta

•

•

detroit

Hollywood
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florist sponsor's

corsage

of

the secrets behind

Meredith

Young,

WOL,

Washington,

holding

beauty

shop

hair-fashion

show,

leads

contestants.

She

wears

women's participating programs
part ) Tii%^o of the iii<»st important are ivarni
one ( friendly personality, the ability to sell

The ratings of women's participating programs mean pracspot
tically nothing. This type of
commercial show can be judged only by its
sales record. The program may emphasize
down-to-earth homebuilding or escape,
it may wander across the face of the globe
or stay right in the station's home town,
yet unless the mistress (or master) of
ceremonies is able to make the commercials as interesting as department store
advertising it's a failure.
While daytime serials gather listening
audiences of 5 to 8% of all America's
homes daily, women's participating vehicles are doing well if they reach 2 to
3%. Mary Margaret McBride, a grandAPRIL

1948

mother of this type of program, usually
rates in the vicinity of 2%. In some
Housewives Protective League areas the
HPL program reaches only slightly more
than 1% of the homes, and yet in its
territories grocery chains have been
known to dedicate an entire week's promotion to the mc of this multiple-sponsoi
program.
It sells so much goods.
Women's participating programs are
practically the sponsor's last vehicle for
good one-minute announcements. On
most participating progiams advertisers
cannot contract for the exact wording of
their commercials. The majority of participating programs refuse to use agency
commercials. Most of the rest do a better

job when the mc's are permitted to sell in
their own language. It's this factor, this
chatting with the listeners about products, that marks these programs apart
from others. Many of the mc's also personally test every product so that they can
honestly discuss them from their own experience . Such personalized selling on
the air makes it awkward for an mc to
handle a trade-marked product immediately following another of the same kind
which has dropped participation. Mary
Margaret McBride reflects women program conductors' feelings generally in
insisting on a 12-months lapse in such
23
cases. She feels that if she were to shift

with these programs. In the big cities,
the relationship between program and
their sources is a personal contact for shows
of her following's loyalty.
Sincerity is an essential ingredient in won't use material that will also be heard
on other programs. In smaller areas
any women's participating program if it
is to maintain an audience willing to buy. there isn't that prohibition against using
There are three fundamentals in prac- copy also aired on another station but
tically every good women's participating material marked "exclusive in your city"
gets a better play than non-exclusive
program — some "how to do it ' information, information about current events stories.
These publicity releases are suppleand interesting happenings, and some
satisfaction of the desire for adventure,
mented by women's page material transmitted over the wires of the news services,
romance, escape. These three need not
be present in equal parts but something AP, UP, INS. Naturally general news
is
of each should be part of every broadcast. material included in the programs
In the glamor department it formerly
was customary to have big names, aweinspiring personalities, on as many airings
immediately her listeners would think
her insincere and that would be the end

as possible. Now most mc's on these
programs seek out guests more nearly of
a type that dialers themselves fondh
aspire to be. Guests are frequently the
listeners' contact with the worlds of art,
theater, politics, accomplishment of all
kinds. In the largest cities there are many
of these people available at all times. In
smaller cities, getting the right guest is
more difficult. No matter what the size
of the city, however, there are guests
available most of the time who can lend
a touch of novelty to the piograming.
In big cities,' mc's have leg men and
women to dig their material. A program
like Margaret Arlen's on WCBS in New
York ma>' have three writers, a producerscript editor, and a male announcer who
serves as a foil to the feminine program
star. Out of town, if the mc doesn't go
out and get her own material she soon
finds herself labeled high hat and both
audience and sponsors drift away from
her. Even in big metropolitan centers it
is essential that the star of the program
be seen in the right places at the right
time. It's a 14-hour-a-day job for Margaret Arlen (whose real name is Margaret
Hines, Arlen being a station-created and
owned name). There's little home life
possible for the conductor of a women's
participation program. In smaller areas
she may even have to double as women's
program head of the station as well as
the conductor of the participation show.
Hundreds of publicity men feed material to the conductors of women's programs. Book publishers, film companies,
manufacturers of home furnishings and
home appliances, send out mailings at
least once a week. In each area local
women's clubs and organizations planning public functions maintain
contact
(top to bottom) WPIX's Gloria Swanson plans
Tirst multiple-sponsor telecast. Food and drug
displays Feature WCBS's Margaret Arlen,
WCAEs Florence Sando, WNBC's McBride
84

"Shoppin' Fun" over WFBR

(Baltimore) features mc Jack'

taken off the syndicate wires and rewritten in the individual style of the
program. In the case of HPL the material is designed for a certain type of
handling and the HPL announcers in
each town conform to the program type
rather than the program's conforming to
the announcer. The local announcer on
the transcribed Art Baker program
handles the commercials straight, except
in the case of some national spot advertisers who have Art Baker record their
sales cop\ for them so as to have it better
integrated with the program.
SPONSOR
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Indicative of how each mc makes material conform to her program is the
manner in which three successful program personalities might use a margarine
story. Melva Graham (WCHS, Charleston, W. Va.) would very probably give an
unusual recipe for the use of the product.
Martha Dean (WOR, N. Y.) would discuss the margarine tax. And McBride
would no doubt interview a scientist who
had developed a process for adding vitamins or some other improvement of the
butter substitute. The subject would be
margarine in all cases but only the mar-

Ddy givins away everything but house and lot.

selling is always serious and the fans know
that their favorite woman mc wants them
to respect the advertiser and his product.
The conductor of the program doesn't
have to be an authority in all the fields
covered by the program but she must
sound authoritative when talking about
sponsors and what they have to sell.
Like Christine Evans of WHDH, Boston,

advertising on which there is a time
factor. Spots that have news value as
well as an immediate selling factor are
liked by many programs since they help
give the rest of the commercial copy a
feeling of immediacy too.
Very few participating programs use
music. In the 15-minute form, there's
no time for it. In programs of 30 minutes

or longer there may be a hymn, old favormany mc's go to the sponsor's place of tion.ite tune, or other identifying short theme
business, learn how he operates, and how at the opening and close of the presentathe product is serviced. The more they
Music does fit in with quiz or audience
know of the product the better they're

It's a quiz type program for multiple sponsors (three per broadcast) with

garine would be the same, plus the fact
that none of the three mc's would handle
her material with a heavy hand. The
program is light — or it talks to the empty
air.
The announcer is a vital factor in
attaining a light approach. In most successful presentations he's an equal member of the program team. He is seldom
on the program for the sole purpose of
handling the commercials although he
often works with the girls in that department. Despite the light approach the
APRIL

commercials are seldom kidded. The

able to talk about it on the air in an informal easy manner.
That isn't as simple as it sounds for
some stations accept up to five sponsors
for even a 15-minute program although
all try to have the same sponsors on five
times a week. Not many stations are
able to sell their entire allotment on a
five-a-week basis but very few accept
sponsorship of single announcements.
Short-term contracts are acceptable usually only for department store sales,
concerts, introduction of a new book, or

gags and a mental

roughhouse

participation programs. It also fits in
with shopping segments like Shopping by
Radio on WDRC, Hartford, Conn. This
is an off-the-beaten-track multiple-sponsor program that appeals to women.
The present trend towards what the
mc's call "think" material started, according to Nancy Craig (WJZ, New
York), when she was program director of
KMOX, St. Louis, in 1937. Prior to that
all women's programs avoided anything
more than small talk. It was all straight
{Please turn to page 80)
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the building is centrally located the glasses and RCA hold special dealer meetings
were well used and were the subject of in his WMBG (AM station) studios.
considerable conversation in the Quaker GE sold a carload to its dealers following
town.
a January 20 meeting. Philco's meeting
When CBS made its decision to go all on March 9 was greeted by a special
it. Newspapers which won't ordinarily
give standard broadcasting an inch of out for TV, its president, Frank Stanton, edition of the Richmond News Leader.
news space frequently devote full col- held a press conference. Newspaper men No formal announcement of sales results
umns to television. It is not unusual for from towns throughout the East were was made but the district sales manager
a publication to feature a week-long series brought to New York by the network for said that it wasn't mu::h under a carload. RCA had a meeting on March 1 1
(the Scripps-Howard chain has done this). the conference and the news of CBS's
Department stores, one-time sports $1,000,000 TV investment was accorded and its dealers are going all out to sell
events, luncheon meetings, banquets, both local newspaper space and wire TV receivers. Before January 20 there
were just 13 sets in Richmond and
civic meetings, and even manufacturers' services (AP, UP, INS) coverage.
Once the announcement of the forth- Wilbur Havens owned them all. When
sales gatherings open their doors wide to

^___^dtki.
R^S
^Hi^^^'^
tions realize

TV today is the broadcastry's most pro>ng
le facet
motabindust
. Most stathis and make the most of

coming arrival of a TV station has been
made, organization of the promotional
drive proceeds apace. In Boston (WBZTVj, Atlanta (WAGA-TV), New Orleans
(WDSU-TV), and in varying degree in
most other TV or about-to-be TV towns,

the
goes inon town.
the air there'll really be
a TVstation
audience
Special TV editions of local newspapers
are standard in opening a new city to
television. Dealers, manufacturers, and
sometimes even prospective sponsors,

the station's mobile unit has gone to
work a considerable time before the station is prepared to take to the air on a
regular basis. These units are used for
channel. If it's a regular radio station special closed circuit telecasts directed
licensee requesting the license, the story to special receiving installations in hotels,
is included in the station's regular news- department stores, big auditoriums, and
casts and often in the broadcasts of its in many other public or semi-public
competing stations. Local newspapers places. Special programs are transmitted
carry the facts of the application. TV to these installations and in practically
promotion is under way.
all cases great crowds have turned out to
With the granting of the construction witness the telecasts.
Were TV stations to wait until they
permit, real promotional pressure is
turned on. It starts with a press confer- went on the air to begin promotion, in a
ence, during which the studio and elec- territory in which there has previousI\'
tronic plans are made public. Pictures been no video service they would start
of the proposed installations are released their programing with virtually no viewers. The way stations like WTMJ-TV,
and (as is not alwa\s the case with publicity stories) used. In man> cases each Milwaukee, build up advance audiences
step in the construction of the telecasting so that they are able to sign sponsors
unit is made the subject of press con- before the>- air their first program, is
ferences and special releases. Station through intensive cooperation with the
WCAU ( Philadelphia ) placed telescopes dealers in their service area. Wilbur
on strategic comers from which the erec- Havens, who hopes to be on the air with
tion of the giant antenna on top of the WMBG-TV in Richmond. Va., by May 1
PSFS building could be observed. Since at the latest, had General Electric, Philco.

take space in these editions, which remind oldtimers of the special radio
editions published in the twenties.
Television has been presold in a number of towTis through the Allied StoresTV Caravan which under the direction

TV exploitation. Women's clubs, fashion
shows, community fund-raising projects,
and even state and city political bodies
all smile prettily for video cameras.
TV station promotion is usually started
even before the Federal Communications
Commission has granted a construction
permit to an applicant. It is frequentl>
begun the very day that a would-be
station operator decides to apply for a
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of Lou Sposa and Sam Cuff toured
most of the stores in the Allied family.
These department store demonstrations
not only produced outstanding store
traffic and sales for the stores but also
prepared the cities for the coming of
regular video service.
The success of this tour, and the interest displayed in a previous tour sponsored by RCA-Victor, has inspired most
new stations to work with department
stores in building up predebut interest
in the visual air medium. Telcxrasting
from department store windows to receivers located throughout the store has
been found to be an amazing stimulant
for sales of the products scanned. It has
also sold television receivers before there
was anything to see at home.
In Boston

WBZ-T\'

had

NBC proSPONSOR
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The Boston Store show window becomes a television studio in Milwaui<ee. Style shows are telecast and seen on receivers hung From the window

top

r

"N.

(

y

grams available long before it was ready
to put them on the air, so it had them
piped to receivers located in department
stores. The opening of the coaxial cable
(which carries chain television programs)
to Boston was made a gala event by
WBZ-TV, NBC, and the American Telephone and Telegraph Company, despite
the absence of a local transmitter. As
construction of further coaxial links go
on, there'll be sp>ecial city-openings which
will help to ballyhoo the medium. In
some cases the cable will reach an area
before the station is operating. In more
and more cases the cable will reach towns
with transmitters already in service and
thus the celebrations will be more productive than the prcservice promotions.
The day a new station goes on the
air is a gala occasion in every town —
without exception. Newspapers are well
filled with dealer and manufacturer ad-

(1) New

publicity for the medium.
vertising. The station itself spends part nationwide
of its promotional budget on newspaper
So important is the premiere da>' of a
advertising and where the station is station that cities often officially declare
newspaper-owned the publication usually it T-Day for the town. In Milwaukee, a
plans a television issue that looks like a great electric sign saying "Welcome
puff-shc^^t. Newspaper-owned stations Television" was erected on the City Hall
are a definite factor in several areas, the week that WTMJ-TV started its
Philadelphia (WCAU-TV), Milwaukee regular commercial service.
Not always does a radio station owning
(WTMJ-TVj, St. Louis fKSD-TV),
Washington (,WMAL-TV), Baltimore a TV outlet devote regular time on its
sound broadcasting unit to the visual
(WBAL-TV), and Detroit (WWJ-TVj.
Even in the case of the New York Daily medium. However many, like WCAU,
News which is building a station (WPIX)
schedule a regular progiam of television
but isn't on the air as yet, the fact that information. WCAU has gone further
the pap)er is in the video business has a than this regular television news program.
great bearing on the attitude of the It has made certain that programs reachDaily News on TV. All the gossip columing women, men, and the younger generanists have been informed that television
tion have had guests who explain TV.
is news, and as a result TV items appear
Television dealer promotion and education is an integral part of every TV
almost daily in Danton Walker's and
Ed Sullivan's columns. Since both of station promotion, before the station
(Please turn to page 62)
these are syndicated widely this means

York sees a TV contract sisned.
(2) Theaters feature video.
(3) Philadelphians view WCAU-TV being built.
(4) WLWT, Cincinnati, banners its sportscasts and (5) brings its cameras into the local vote-counting.
(6) Mobile
units like WCBS-TV's
attract crowds

Patricia Bailey, vp of Metropolitan Youth Survey, interviews a teen-ager on a metropolitan corner. Respondents were checked in school and out

Teen-agers like nivsteries
Suspense,'' ^^Iiiner Sanetnni.'' and ".Sam Spade'' lead
in Benton & Bowles youth survey
The mystery programs which
teen-agers most enjoy are
those to which their parents feel they
should listen least. This has been revealed in a survey conducted by the
Metropolitan Youth Survey for Benton &
Bowles. The survey was inspired by the
fact that B & B produces House of
Mystery (MBS) for General Foods and
HOM is planned as a wholesome thriller
for youngsters. The B & B program ran
twelfth in teen-age listening.
First in juvenile listening was Suspense,
24.7% of the respondents listing it as
their number one whodunit. Inner
Sanctum was second, with 16.2% of the
youngsters polled saying they liked the
creaking-door chiller best. Ten per cent
were Sam Spade fans. Only 3.5% prefer
House of Mystery to other shows.
First among parental dislikes was Inner

over-all
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Sanctum, with Suspense running a close
second for juvenile listening. Parents
also didn't like their offspring to listen to
Lights Out (now off the air), The Shadow,
Thin Man (also off), Mr. and Mrs. North,
Crime Doctor, in that order. But Inner
Sanctum and Suspense were far in the lead
in this parade.
Teen-agers like Suspense for its taut
spine-quivering scripting, which is the
very reason why their dads and mothers
dislike it. The adults feel that it leaves
their children too keyed up at bed time.
Youngsters, however, feel that it winds up
their parents more than it does them.
One quoted the fact that it was her dad
who relived the air's mysteries in his
sleep. She, said this teen-ager, had "gone
on to higher things awake and asleep."
The great interest in Inner Sanctum
was directly traceable to its "blood and

thunder." Naturally this was the very
reason why it was thumbed down by
Parent-Teachers Association members.
Blood and thunder rated third among the
reasons teen-agers gave for listening to
mysteries. When asked to rate what they
wanted in mysteries on a 1, 2, 3 basis, the
bobby soxers ranked dial attractiveness
in the following order:
suspense, adventure, blood and thunder, helpful information, narratives,
humor, romance, cheap language.
Although adventure was listed as second among reasons for listening to mysteries, itbrought Sam Spade, as indicated
previously, only a 10% standing. Mr.
and Mrs. North, rated eleventh in teenage interest, received its votes because of
its romance quality.
The first 15 mysteries with the 10-1829
{Please turn to page 52)

Listeners tune their home
town stations first. Only
when local broadcasters have nothing to
offer do fans turn up the power and spin
the dials seeking entertainment. A perfect example of local dialing habits is
early-morning listening in Indianapolis.
In this Hoosier town a diary study was
made by Audience Surveys, Inc., during
the week of March 31, 1947. Between
7 and 8 a.m. the four local stations

Dialing Habits
are (llianging

WFBM.

Kvoii liaml<'ts liavo Niaiioiifx now.
anil |»r<'-\vai* 4»ii<'-slalion €*ili<^j$
liave iniiliiiilo oiiili^ts

Oklahoma

i\iy sliicly provo»i llie smaller

10:00

6 00 A M

WIRE, Wise, and WISH

divide 66' _/ V of the sets in use. WLW of
Cincinnati, always a factor in listening
throughout Ohio, Indiana, and nearby
states, and all other stations divide
33^%. When Breakfast Club comes to
WISH at 8 a.m. out-of-town stations
become even less a factor, dividing \6%%
of the total sets in use.
Four networks serve these four Indianapolis stations and they all cover their
areas with the same power in the daytime. At night only WISH is less powerful than the rest (1,000 watts against

llie (iirnovor llio lar;<(<'r iIk' aiidieiioe

11:00
1:00 PM

Ouarter-by-quarter-hour study

(6 a.m. to 6 p.m ) of telationship between average turnover and average daily audience.

30

6:00 PM

(Report week: Jan. 28,

1948)
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5,000). All four stations are located in
the same section of the AM band, between
1070 and 1430 kc.
The use of WLW

^IIIS

aii4li4^ii«*e-sliaro in some

as an example of an

out'of-town station's share of a marketing
area's listening is deliberate. There is
only one WLW in the nation. Its promotion and merchandising budget is
bigger than any other single station's. Its
rate card is the highest of any in the
entire U. S. with the exception of network key stations in the New York
market. The fact that it takes second
place to in-town stations is indicative of
the edge that a home town broadcaster
has (given competitive programs) over a
station delivering coverage from without.
This edge has been indicated in many
research studies such as the NBC "mostlistening" survey, the first report of the
Broadcast Measurement Bureau, "audience diary" studies, and a number of
Nielsen Radio Index reports. Since network maps for both NBC and CBS show
almost blanket coverage of the U. S., it's
important, marketing authorities point
out, for sponsors using the networks to
realize that in a number of areas the nonnetwork station (when it's the in-town
or near-by outlet) is dialed first, and
often listened to most.
There are a number of reasons for this.
In many cases the distant station is
heard through a barrage of static. In
other cases the out-of-town stations are
located at the crowded end of the dial
and can't be separated one from the
other. There are still other cases where
the local station, through intelligent promotion, block-programing, and real service to the community which it serves,
has won the unswerving allegiance of a
town's population.
NBC's last survey of the U. S. (1944)
indicated in several areas just how effective independent in-town stations can be
against even combined four-network competition. InMoultrie, Georgia, 35% of
the respondents said they listened at
night to NBC most, 25% said they
listened to CBS most. The other 40%
listened to the in-town independent station. In Massena, N. Y., NBC nighttime survey returns broke down in the
following fashion:
21
NBC
25% CBS% ABC MBS Ind-local
4%
37%

l-station areas

0

10

20

30

40

1

J

1

1

r

50

60

70

1

1

1

BAYTEX.CITY
1 A 1

DECATUR
ALA.

c

1 A

1 c

1

1

c

1

1

N

ELIZ. CITY
N. C.
EMPORIA
KANS.

[ A

GOLDSBORO
N. C.

1

GREENVILLE
N. C.

W

HANNIBAL
MO.
HERRIN
ILL.
JACKSONVILLE
N. C

1

1

.^"P"
I

N

^
1

C

1

1

1

H

C

'^

1

1

N

A

!

1

C

W

'^

j

1 N|

1

LA GRANGE
GA.
MANITOWOC
Wise.
MONTGOMERY
W. VA.
NEW BERN
N. C.
NEWBERRY
S. C

1A 1 C 1

N

1

■
1 A

1

1 A

C

1

1

[^]

N

C

N

1

1 n|

1

1A 1

C

1

N

1

NEW PA.
CASTLE
1

OGDENSBURG
N. Y.

C

1

N

1

■1
1A 1

C

1 N

1

SALINA
KANS.
SALISBURY
MD.
SUMTER
S. C

1
1 A
1 A 1

C

1C 1

^^^^^^

N

1

C

1

N

N

1

1

These were two outstanding examples
of a city's population listening to nonnetwork in-town stations at night against
out-of-town network competition.
Because AM radio waves travel further
and clearer at night than they do in the
daytime, the record of listening in the
APRIL
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Wise. RAPIDS
Wise.
[ A| C 1 N

N- NBC

1
A- ABC

c- CBS

Heavy band represents share of audience of in-iown MBS station. Open bandi represents other
webs' share of audience throush out-of-town stations.
(Based upon Conlon reports, 1947^
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25
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3

0
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0
3
0
0
0
8
0
0
3

68
59
46
58
45

38
42
57
48
33

The NBC survey was made in 1944
16
23
19
when there were 258 independent
stations
and 596 network outlets. Today these
figures, in the hundreds of one-station
towns (there are over 900 independents on
the air) would enjoy an even greater bias
in favor of the non-network operations.
They would also show a very heavy bias
in favor of any network in a town that
has just one network station.
For years WGBI was the only commercial station in Scranton. It delivered at
least twice the ratings for CBS shows that
were indicated in national Hooperatings.
This was due in part to geophysical conditions which are such that out-of-town
*B«sed upon en early a.m. diary study made in Indianapolis week of March 31, 1947.

Figures are for set$-in-use

in the NB
enin
sunlight hours is more in favor of the as indicated
C most-list
independent in-town station during this survey, included:NBC
period in the NBC most'listening survey.
In Dotham, Alabama, "most" listening
in the daytime was reported as follows:
NBC
CBS
ABC
MBS Ind-local
13%
4%
0%
4%
79%
In Hot Springs, Arkansas, the breakdown (daytime) showed:
NBC
CBS
ABC
MBS Ind-Iocal
56%
2%
2%
0%
40%
Other areas which listened most to
their in-town or nearest local stations,

CBS

%
Thomasvillc, Ga.
Cairo. III.
Harrisburg, III.
V'incennes, Ind.

27
19
26
17

Cape Girardeau,
11
Mo.
25
Carteret, N. J.
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10
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"Before" meani pre-war.
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"After" is current status
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TUCSON, ARIZ.

CHARLESTON,

ABC

im

stations can't get into Scranton with a
good signal.
The Mutual network profits from onestation towns and home-town station
loyalty. In towns like New Bern, N. C,
Wisconsin Rapids, Wise, Salina, Kansas,
and Salisbury, Md., the MBS outlet gets
over 50% of all the listening and sometimes (note chart on page 31) rates over
75% of the sets in use.
Buying time on small stations which
are the only outlets in their towns is not
a cheap way of buying market coverage if
they are selected on the same basis
as high power stations which cover
great areas. However, they deliver a far
greater percentage of the potential audience which the advertiser does buy. It's
not unusual for an in-town station to
regularly deliver 60-70% of the sets
within its coverage area, whereas pnawei
stations seldom pretend to deliver better
than a 30^c average in the daytime and
30-40% average at night.
Thus although time costs are higher
when based upon the total radio homes,
these stations deliver a higher percentage
of the homes in their areas and thus may
justify the higher rate. In a number of
cases, however, outlets in one-station
towns are bonus on any network and
don't cost the advertiser, at present, an
extra nickel. For example, in the first
quarter of 1946 Bromo Seltzer used nonmetropolitan in-town stations and with a
six-announcement-a-week schedule increased their business 18% in these areas.
Sales in territories served by their network program also went up — 2^'c. In the
first quarter of 1947, with the same small{Please turn to page 57)
SPONSOR

How 11,500 grew
to I^MOOO
John Larmer, president of SUnback's ad-agency

the uiiabridgeil s>$tory of Stanbaek's 18 year$$ in rafli<»
retail outlets. It was a slow process. The
$1,500
which the Stanback brothers inspot
vested in the new business increased very
___^ tried newspaper and other
forms of advertising to sell Stanback slowly. The product did what Dr. Tom
headache powders and discovered finally claimed for it, and Fred, who had given
that the only resultful form of promotion up being a hosiery manufacturer because
was handing out free samples. Adver- a Stanback powder had eased the ache of
tising agencies in Greensboro, Atlanta, an abscessed tooth, sold Stanback for all
and New York all tried their hands during he was worth.
In 1930 Dr. Tom, the inside man of the
these six years (1 924- 1930) at writing
selling Stanback copy. Money and more combination, decided to try radio. He
money poured into newspaper and maga- placed contracts direct with stations in
zine copy. But only when the salesmen New Orleans, Atlanta, and Birmingham
greeted workers at the gates of textile and a small local agency was employed
mills throughout North Carolina with to write the commercials. Twenty different announcements were created every
free headache powders did the product
six months. These were used with the 20
move.
After the sampling, word-of-mouth ad' of the previous six months so that there
vertising did the rest — plus counter-cards, were always 40 scheduled on a rotated
For the first time advertising
small displays, and decalcomanias
for basis.
For six years "Doctor Tom"
Stanback and his brother Fred

proved its sales effectiveness for Stanback. Actual orders could be traced to
the medium.
Stanback growth began at that time,
and kept on going — the records show from
1 5% to 29% every year. Radio was not
a split-second miracle-worker. It was
most effective when combined with an
active sampling campaign. Broadcast
advertising sold the product but no sections of the nation went Stanback-crazy
just because its 40 announcements were
rotated on local stations. It took a minimum of from six to nine months in most
cases even to discover what radio was
doing, because of the slow movement of
orders from outlet (in many areas
Stanback powders are sold in almost
every kind of outlet, from drug store to
filling station) to wholesaler to regional

Stanback isn't point-oF-sale advertising-minded, so stations they employ develop audiences for Peter Donald program through their own promotion

H/A/G ^ Qi/BEN OF COMBDY/

COLUMBIA
NETWORK
APRIL

1948

salesman to factor>'.
There are now many profitable areas
on Stanback's books that were not selfsupporting for the first seven jears. Most
drug merchandisers would throw up their
hands in disgust at this type of marketing.
What marks the Stanback brothers apart
is persistence and what merchandisers
call "advertising heart."
Despite their staunchness, the first six
months of 1947 shook Stanback considerabl> . Those six months were the worst
wholesale drug buying period in nearly a
generation. It wasn't, it developed later,
that the U. S. had stopped bu>ing drugs
but that the jobbers and distributors
were overstocked on many items and
were just clearing the shelves.

Pi*<i;:*r2iiiiiii;j;

in

the

Stanback was spending an annual
$l,0O0,00O-piusin minute spot announcements and chain breaks. It wasn't
getting, in many markets, full value for
its investment. It was buying most of
its time direct; where the stations would
not talk deals, the buying was through an
agency, which followed home office orders
on where and what to buy.
Dr. Tom Stanback, their assistant advertising manager, and two clerks were
spending virtually all their time in selecting and buying time, keeping records,
and needling stations for better spot
availabilities. Nearly every time-buy
was a bargaining operation. Bargain
"deals" brought them frequently into
secondary markets and kept them out of

rural

iiili^r^^Nt

The farmer has left the low income group behind him. Today
his annual income is larger than most workers' in cities. His living
conditions are seldom primitive. Rural electrification has changed
that. While not all tillers of the soil and breeders of livestock are
modern in their methods, the United States Department of Agri'
culture and countless colleges have changed the by-gee-and-by-gosh
type of crop raising and animal husbandry to a science. Fewer and
fewer farmers also depend upon their banks to carry them from
season to season. More than half of the nation's farmland is unmortgaged or the mortgage is a token one because the farmer prefers
ready cash in the bank to a free and clear title to his property.
Thus the man who drives the plow is a prospect for practically
everything that there is for sale. In most cases he is, to all intents
and purposes, a small businessman with a going plant. The farmer's
wife is no longer represented by the traditional picture in calico.
Nylons are no strangers to her legs.
The broadcast industry has been somewhat slow in realizing this.
Farm programs are to a great degree token gestures towards the
men who feed the nation. There are exceptions. Stations like
WLS (Chicago), WNAX (Yankton), WHO (Des Moinesj, KVOO
(Tulsa), WMT (Cedar Rapids), give more than lip service to the
soil cultivator. Most farm programs are on the air at 6 a.m. and
for a maximum of a half hour at noon. Hundreds of stations run a
few farm promotions, broadcast weather and market information, and
call it a farm day. That hasn't been enough. The farmer's day is
not the eight hours of the factory worker. Most stations are located
in cities and towns that are consumer markets in themselves. The
farmer has had to shift for himself 80% of the day — to dial his
entertainment and information on a catch-aS'catch'Can basis. Oldtimers in radio remember how farmers used to rise from their beds
in the Midwest to hear Amos 'n' Andy, when they broadcast at
10 p.m. out of Chicago. Lights in farmhouses would go on, the
farmers would turn on their battery-operated receivers, listen to the
check-and-double-check duo, and then go back to bed. Farmers
still are known to get up from bed to listen to a program they especially want to hear.
In the past two years there has been a shift in the thinking of a
number of broadcasters and a number of men who manage farmers'
{Please turn to page 90)
34

major markets. Yet the business was
still growing day by day. Stanback
wasn't completely aware of the fact that
it was partly that their market was
growing. Use of headache remedies grew
50'^( in five years, from $63,000,000 in 1942
to $96,000,000 in 1947. Stanback's great
sales increases have come from new markets which they open year after year.
There are markets in which they have
stood still and others in which they have
slid back decidedly. While actual figures
are not available the trade believes that
Stanback had only two losing areas in
1943 and 14 in 1946. For most of the
past 18 years Stanback's growth, percentagewise, has been practically double
the headache remedy industry growth.
A typical year was 1944 when Stanback's
sales increased 20.5% and the industrys'
lO.S^f- That was the year in which
Stanback's sales, for the first time, passed
$2,000,000.
There are major markets in which
Stanback is garnering for itself but a tiny
part of the business — markets like New
York, Ft. Wayne, Columbus, O., and
Worcester, Mass. There are markets in
which it is practically impossible for
Stanback to buy good one-minute spot
announcements — where the only good
buys are chain breaks at high cost. Chain
breaks frequently deliver great audiences
but the time permitted the advertiser on
them is suflficient only for reminder copy,
not selling continuity, when a product is
hedged by Federal Trade Commission
regulations. In a 25-word chain break
(and that is all that many stations permit) Stanback can say practically nothing about its product but "Stanback."
Here's what it could say (the italic section
js by FTC regulation) :
Take Stanback headache powders.
Caution: Use only as directed.
IJ
headaches persist or recur frequently,
see your doctor. For simple headache
snap back with Stanback.
The headache remedy field holds that
the great growth of the field has been
among those not given to use of pain
analgesics. Therefore every remed\' on
the air sells "relief from headaches" first
and itself second. Nevertheless it's not
good business practice to depend entirely
upon market growth for sales, and with
chain breaks Stanback was to all intents
and purposes confined to doing just that.
Stanback like many another national
spot advertiser faced increasing advertising costs during 1946 and 1947. It is
estimated by John Larmer, head of
Piedmont Advertising Agency, which is
now handling the Stanback account,
{Please turn to page 67)
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motion picture industry on a national
basis hasn't had the time or cash to discover what broadcast advertising can do
for it. Moreover until recently it didn't
want to know. It was doing okay, thank
you. Lately with the lush foreign
markets shot and with television looming
as a threat to exhibitor business, the industry has been reappraising its advertising approach to theatergoers and
potential theatergoers.
Amazingly, the policy makers in the
motion picture industry are blaming the
"bad advertising" tag which was recently
hung on it by a five-college survey
(N. Y. U., Iowa, William & Mary,
Boston, and Woodbury of L. A.) on their
advertising agencies. It's generally known
that all picture advertising is planned by
the studios and that the agencies are for
the most part merely production and
billing facilities.
No direct-selling network program
has ever built good box offices. Lux
Theater, Screen Guild Players, Holly'
wood Star Preview, Skippy Hollywood
Theater, Stars Over Hollywood do an institutional job for the industry and get in
at least one mention of a current picture
attraction during each broadcast [in connection with credits for the star performers). The film gossipers, Jimmy
Fidlcr, Louella Parsons, and from time
to time Hcdda Hopper and the like, all
contribute
to spreading
"news"
the
screen
world.
Surveys show
thatof they
do not take the dialer by the hand and
bring her to the theater. They build
interest but it takes something beyond
this to turn interest into buying action.
The same thing is true of the countless
Robert Cummings and Ann BIyfh take time out
for gag during Lux Theater program rehearsal
SPONSOR

Yankee Network used mock trial to publicize "The Long Night"

guest appearances which stars make as
their latest vehicles are released. Even
great publicity ideas, such as The Egg
and I stunt of People Are Funny (NBC),
the Vox Pop (ABC) promotion of The
Best Years of Our Lives, only entertain
and spread the good word of what the
picture is like, without startling the box
office.
Selling pictures via broadcast advertising is lOC^f effective only when it's
done directly and when both the motion
picture company and the stations or
regional chain make a project of promoting the release.
Linus Travers of the Yankee Network
has made this kind of film-radio exploitation his personal responsibility. The
first time that Travers undertook this
type of promotion was in 1943 when
Terry Turner of the field staff of RKO
Pictures had the problem of building
audiences for a 50-city premiere of
Hitler's Children. Yankee covered the
event with its 24 home-town stations
effectively for the areas from which the
theaters in the 50 premiere cities drew.
The results, attested to by both the exhibitors and the producing company,
were broken box-office records in all the
first-run cities. No other type of promotion had accomplished this consistently for RKO.
The radio advertising appropriation
for the picture was the biggest up to that
time (1943) that had ever been budgeted
for a picture. The subject matter of the
picture was timely and lent itself to
interviews, round table discussions, receptions for the stars, book displays, and
special recorded broadcasts by Gregor
Ziemer, author of the book Education
for Death upon which the screen play
was based. The advance campaign was
climaxed by a dramatic broadcast, feaAPRIL

WNAC

airs interviews at Hub "Gentlemen's Agreement" opening

turing the stars of the picture and based
upon the picture.
Hitler's Children established the fact
that a saturation campaign will bring
listeners to theaters and in a greater
number than other mediums. Other
mediums do not, Yankee points out, lend
themselves to the saturation technique.
It requires a number of other forms of
advertising to achieve the saturation that
broadcasting projects of itself.
Hitler's Children was the first of a
regular chain of Yankee picture promotions. In fairly rapid succession New
England's pocketbooks were opened for
This Land of Mine, Behind the Rising
Sun, The Iron Major, The Hitler Gang,
and The Master Race. All of these pictures had promotional possibilities, each
could be turned into a public-service
type of broadcast campaign, and each
could be radio-handled in a way that did
not make its air-time seem like straight
broadcast advertising. Yankee never
made the mistake, and neither did the
releasing companies, of using a razzledazzle technique to sell a run-of-the-mill
picture.
In July of 1945 RKO's timely Back to
Bataan received the RKO- Yankee exploitation treatment. Former prisoners
of the Japanese were sent into all the 24
Yankee network cities. They talked at
hundreds of civic functions, made personal appearances at every theater that
lent itself to that type of exploitation,
and broadcast a number of times over
each station in the regional network.
This campaign was climaxed with a
monster demonstration at the Boston
Garden. John Wayne, star of the picture, was at hand with artists of the
stage, screen, and radio. Yankee distributed over 100,000 thro wa ways
planned to increase the listening audience. Libraries in all premiere cities co-

operated with displays of books on Japan
and tied in their displays with the broadcasts and the picture itself.
Later the same year RKO and Yankee
used the same formula to exploit another
war picture, First Yank Into Tokyo.
During 1946, the network and picture
producers spotlighted Bad Man's Terri'
tory and San Oueyitin. In April of last
year Yankee went to work on Duel in
the Sun which had a bad press and the
results in New England were better than
they were throughout much of the rest
of the nation. It's difficult to sell a picture like Duel when both church and
press are fighting it.
Yankee's more recent handling of The
Long Night is rated as one of the best of
its long string of broadcast advertising
successes. Interest in the picture was
first roused by a spot announcement
series used in the Yankee Network News
Service airings starting ten days before
Philly theaters display WCAU

contest posters
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the New England openings of the picture.
The film was sensational and ideally
suited to being advertised during a newscast. Yankee personalities referred to
the picture frequently during this tenday period. Special screenings were arranged for members of the American Bar
Association and law enforcement agencies so that these men could see and discuss the picture before its public showings. On the day before its opening,
every station break over WNAC, Boston,
was preceded by the phrase, "Have you
seen The Long Night?" Listeners hadn't
then — but they certainly did later — in
New England.
The climax of The Long Night campaign was a mock trial based upon the
problem presented by the picture, in
Boston's Symphony Hall. The trial attracted thousands of spectators despite
the fact that it was one of the hottest
nights of the summer. The hall filled up
well before the trial and the overflow
stood in the streets outside to hear the
event. Outside the entrance a battery
of army searchlights traced patterns of
light across the sky. Thousands of Hub
citizens who didn't go
theless knew of the
were reminded of it
light they were able
around.

to the trial neverpresentation and
by the fingers of
to see for miles

The stars, Victor Mature and Ann
Dvorak, came East for the trial and participated inthe event. Boston's Herbert
Callahan and Judge Thomas Courtney
of Chicago, both famous lawyers, acted
as defense counsel and prosecutor respectively. Once again Yankee did an
outstanding job of selling a motion
picture.
The two-second announcement, "Have
you seen The Long Night?" is a form of
motion picture advertising which several
of the motion picture promotion men
claim to have originated. Many of the
stations in big cities credit 20th-century
Fox with pressuring a rate for five seconds on to their rate cards. The cost is
usually 30%

of the station-break announcement figure but these spots are

not for sale unless they're purchased in a
minimum quantity — usually around 50
per campaign.
Twentieth-Century consistently uses
more spots on a national basis than any
of the other major companies. When a
picture is selected for the "radio treatment," 20th spends around $5,000 to get
from 400 to 500 spots on the air within a
(top) Goldwyn Girls publicizing "Mr. Mitty"
joined Mrs. FDR on Mary McBridc's program,
(bottom) helped open WABD. (center) Danny
Kaye,
38

"Mr.

Mitty,"

gives

lobby

interview

five-da>- period in major markets. For
smaller areas a maximum of 150 announcements iused,
s
with a budget of but
a fraction of the big-city expenditures.
No matter how sold on broadcast advertising motion picture companies may
be, they all agree that some pictures lend
themselves to the use of the air, and some
don't. Broadcast advertising authorities
don't agree with the motion picture men.
They feel any picture can be sold via
the air, though not all by the same
formula.
Paramount 's Dear Ruth and Golden
Earrings are pointed to as two unsensational pictures which radio helped to
build to solid grosses. The latter had the
assist of a hit song. Golden Earrings,
which was played to death on the air, to
help it along. Neither, however, was the
controversial typ>e of .screening on which
Yankee built its picture promotion reputation.
Typical of the money that Paramount
spends on a radio-promoted picture are
the following broadcasting budgets:
Town
.Stations
Spots
Coat
Hollywood
5
87
$2,000
Houston. Tx
3
130
$1,300*
Pittsburgh
7
124
$2,368
PhiladelphU
7
150
$3,000
Hartford
2
149
$1,400
*Interslale Theaters corUribuled $300 of IhU, ichich it
their mual percentage splU on special promotiont.

The total radio budget for Dear Ruth
is not available but estimates place it
between $35,000 and $40,000.
Metro-Cx)ldwin-Mayer spent nearly
$1,000,000 in broadcast advertising in
1947. Ever>thing has been curtailed at
this studio this year and at present there
is no budget for radio. This is bound to
be corrected but no one in the advertising department is prepared to say
when.
Motion picture rentals are usually
established by first-run box-office returns
in cities where the producing companies
have exchanges, roughly the top 30
cities in population. In these cities most
of the national advertising budgets for
the pictures are spent.
The effect of broadcast advertising on
the box offices is said to be from 5 to 25%
of the gross take, according to the exhibitors. They're able to judge this effect
because pictures either use radio for all
it's worth or leave it entirely alone. The
box-office value of radio is therefore very
apparent to the exhibitor. He simply
contrasts a picture using broadcasting
with one which doesn't.
This 5-25% spread does not take into
account an all-out campaign such as
Yankee stages, or a contest promotion
like WCAU, Philadelphia, or VVCKY,
Cincinnati, have been sponsoring lately.
(Please turn to page 64)
SPONSOR

exc lus

/

T
L
I
U
T
B
B
S
U
OM--

-\

Ligrht grayas area
shows by
Kansas
primaryKansas
trade
terntory
determined
Dr. W.City's
D. Bryant.
City researchist.
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Dark gray area, plus all counties within KFRM's
heart-shaped coverage contour, shows KFRM listeners in Zi\ counties in 9 states.

Red
show contour
KMBC's
provedlines
.5 millivolt
and
KFRM's estimated .5 millivolt
contour.

The KMBC-KFRM Team is Custom-Built
to provide complete, economical, simultaneous coverage of the Kansas City trade

and 231 counties the first two weeks it was
on the air — you have the only real combination for covering the Kansas City market.

territory. When you add KMBC's audiences in metropolitan Kansas City to
KFRM's— it had listeners in at least 9 states

A study of the map above will show we're
really talking turkey when we talk of
Custom-Built Coverage to fit the market.

KMBC
of Kansas City

KFRM
for Kansas Farm Coverage

Represented Nationally by Free & Peters, Inc.
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ilre iH programs available
on FH stations?
jn^fflB^ Not all network stations
^SJl*i*P with FM affiliates are duplicating all their AM chain programs. The
percentage not going all out on the dual
airings is small on CBS and NBC and
large on Mutual. These and many other
facts and opinions were disclosed in a survey recently completed by the Frequency
Modulation Association (FMA). The
survey was undertaken among AM-FM
stations to ascertain just what FM stations were doing with network programs.
FMA had fought long and hard for the
right of its members to duplicate web programs and wanted to uncover what had
happened since February 1, when the
duplication was made possible through an
interim agreement between James C.
Petrillo (American Federation of Musi-

cians) and the four networks.
Only IS*^, of the FM stations affiliated
with network outlets are presenting none
of their web programs, but 48% are not
airing the full net schedules. Their reasons vary. Some don't take their net's
full schedules just because they're contrary. Some are not duplicating because
they have had complaints from listeners
who missed certain programs which the
FMers had broadcast prior to the starting
of duplication.
There is a real lack of understanding
concerning duplication of AM network
programs on FM outlets, on the part of
the stations. Only 58 per cent of the
network affiliates reporting in the survey
knew that they had to take everything or
nothing.
When asked if the policy of

Breneman, Crosby, and Benny — three big reasons why AM

programs are important to FM

their network disrupted programing on a
local basis against the interest of their
listeners, 69', said "no," 21% said
"yes," 10% ducked the question. When
further queried on whether the network
program duplication caused them to lose
revenue, 75% said "no." Only 6% reported any cash income decrease.
Percentagewise, IS-^', of the CBS FM
stations, 19% of NBC's, 32% of ABC's,
and 94% of MBS' are not taking all web
programs. It's vital that sponsors have
an actual report on the FM release of
their programs. Chain men, like president Mark Woods of ABC, realize this.
The latter recently warned ABC stations
to duplicate or else the web would go into
the laggard stations' markets and make
arrangements with non-affiliated FM stations to release ABC shows. He warned
the AM outlets further if they didn't
have FM licenses to get them.
Most stations (73%) reported that FM
listening had increased substantially since
network programs had been available.
On the vital question of increase in FMAM receiver sales, only 49% of the stations reported that they knew anything
about set sales. Forty-five per cent said
set sales have been definitely up since
chain programs were made available on
FM. Only 4% reported that to their
knowledge there had been no increase in
consumer buying.
It is mostly the sustaining programs
that are not picked up by FM stations.
Under the duplication agreement no
charge can be made to sponsors for the
FM dissemination of the AM network
program, and the stations must sell some
time locally to carry the operating burden
{Please turn to page 88)
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Ho^f come
WFBR Is FIRST
In Baltimore?
No radio station was ever accused
of modesty. If you have super-power,
you blow your top about it. If you
sell your time for lunch money, you
get up on your hind legs and yell.
But what does a radio station have
to sell? An advertiser can't put a

zillion watts in the bank — and no
matter if he buys time for 2c a
year, it's expensive if it doesn't
deliver the goods.
Radio stations sell audience — and
that's how come WFBR is first
in Baltimore !

FACT:

For October-February, Hooper shows WFBR
period: 8-12 A.M.

FACT:

For October-February, Hooper shows WFBR
period: 12-6 P.M.

FACT:

During the months of October through February, WFBR led all other
stations in Baltimore, according to Hooper Total Rated Time Periods

FIRST
FIRST

in morning
in afternoon

from the Hooper Station Listening Index for the City of Baltimore.*

FACT:

WFBR seats 100,000 studio visitors yearly! WFBR audience broke all
Maryland records for March of Dimes contributions! WFBR audience
wrote in for 75,000 tickets because of one mention that a few were available! Yes, in America's 6th largest Market, WFBR

is your first choice!

^Hooper Station Listening Index — October, 1947, through February, 1948.
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We don't sell the sizzle
-we sell the steak!
— And that's NO baloney!
4. There are no turkeys on

1 . We've (June a lot of w liooping
about all the swell rich-gravy

W\'ET. JVankly we can't
afford that kind of reputation
and we don't believe our clients
can either — no matter how
much they have to spend,
'i'hat's why we've always had a
New York office. WVET is the

contract.
triinmings you get with a \\ \'ET
liul (jetting down to red meat — -first
and foremost, WV^ET
is out to
help you carve
out a bigger,
Not one to be
a pig hunk of the Rochester market.
juicier
we'll leave the gristle and any sizzling to your
competitors.
After that comes
Service PLUS!
2. Of course if you ?<'an/
to be a pig and hog the
Rochester market,
WMi^T can give you
Complete Advertising
and Merchandising
Service- of-the Air.
Everything from
money -making, budgetshaving promotional
ideas — ^and we pride ourselves on some lulus — to expert
trouble-shooting on tough distribution problems.
3. And if you want Fancy Pants on
your show, we have a special Fancy
Pants Dept. We can also stretch a
flollar.
First, WVET custom-plans your .show
to fit your product, your problems,
your sales objectives . . . schedules it
to reach your best markets and outscoop competition. Then we pack it
with the kind of listener-appeal and
BUY-apj)eal that really gets chipheavy prospects.

ONLY ester
— station
yop, that
the does.
only — RochWe know the only way we can
help you cash in on new de\elopments and snap up smart
talent-buys is to maintain live
contact with the very pul.se of
the radio industry. And we do just that— everv dav
in the week.

At 30 Rockefeller

Plaza.

Suite '3116.

5. So why not let
WYET bring home
tlie bacon for youP
We'll help you
butcher competition (in a nice way,
of course) — run up
your hstener and
selling
—
do
our ratings
darnedest
to see that you get
oodles of that nice
rich
way wegravy
make "the
it up
Rochester wav!"

WVET

THE EAGER-BEAVER STATION
204 GRANITE BLDG.. ROCHESTER 4, NEW
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NEW
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5000 WATTS
NATIONALLY

REPRESENTED

YORK

YORK

STATION
1280 KC
BY

WEED

AND

COMPANY

Sanditens' fiist store in Okmulgee

Oklahoma

THEY GAVE
AWAY 1800
LIGHTERS!

A loft-over diri<i»tnia!ii ^it item opened the
door of radio to Oiiialiouia Naniliten i»rothers

spot

stores. Diiect mail (a favorite Sanditen
way of reaching customers 20 years or
more ago) produced, but slowly. From
1918 to 1932, the Oklahoma Tire and

the retailer oil and gas weren't the way
to make big money. He knew that he
made a higher margin of profit on the
little side items he was selling than on

Supply Company, as the Sanditen brothers called their business, grew from one to
12 stores. In 1931 they were spending
$7,500 for direct mail, $2,200 for newspaper advertising. Their advertising
budget for 1932 was to be the same.

There's a big profit in auto
accessories. Sam Sanditen,
Lithuanian, looking through
the windows of his Okmulgee, Oklahoma,
gasoline station in 1918, decided that for

pumping gas.
Was there any real money in the Sanditen family?
No.
Even after Sam brought in brothers
Maurice and Herman, there was only
enough cash to open one store in Okmulgee. The brothers Sanditen sold a few
auto accessories and second-hand tires.
Just as Sam thought, there was profit
in the accessories business. A second
store was opened in Henryetta (also in
Oklahoma) and then a third, in a new oil
town, Tulsa. Every store made a profit,
the hard way. Business didn't flow to the

The outlook for '32 wasn't good. The
depression was at its height. Taking
stock after the Christmas season wasn't
a happy post-holiday chore. Checking
the odds-and-ends left over, the inventory showed 1,800 cigar lighters. The
lighters were a holiday number. The
chances of anyone's buying the things,
after the gift-giving spirit had left them,
were nil. Brother Maurice went to
brothers Sam and Herman and said he'd
like to give the things away as a store
traffic builder.
The brothers asked "how?" No sending

One of Sanditens' 1 75 stores that cover Midwest through direct-selling newscasts over KVOO

good money after bad.
Maurice had an idea. Could he buy
just two oh-so-cheap time spots on Tulsa's
KVOO and tell everyone to get one?
"How much?"
"Less than $10."
"What can we lose?"
Their plate glass windows were damaged. Policemen were called out to keep
the crowds under control. An extra spot
announcement telling KVOO listeners
that all the 1 ,800 lighters were gone— "so
please stay away from Oklahoma Tire
and
Supply
Company stores, p-1-e-a-s-e,"
had to
be bought.
For every lighter (cost six cents) that
the Sanditens gave away they did over
$2.00 worth of business — the under $10
of broadcast advertising delivered roughly
$3,600 worth of business. Even if the
cost of the lighters were included in the
advertising costs it would have meant
only $108 plus $10 or $118 to bring in
$3,600 worth of business — an advertising
cost of less than 3-1/3 cents per dollar.
That was far lower than the cost of
(Please turn to page 96)

and a host of stations at cost of SI 00,000 a year
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TV, FM, and AM

are now

musically on a par — in so far
as labor relations are concerned. This is
what, in brief, the agreement between
James C. Petrillo for the American Federation of Musicians, and the four networks,
means to the sponsors of commercial programs. While there are a few "ifs" that
rise to disturb the carping, the relief that
is seen in the eyes of advertising agency
radio men is genuine.
Not even the reminder by George
Heller, executive secretary of the American Federation of Radio Actors, that performers cannot be both heard on sound
broadcasting and seen on the visual air at
the same time without their being paid
extra, inspires more than a momentaiy
frown. No one feels that Heller will do
anything to cut down available work for
his members, many of whom have been
finding it tough sledding during the past
few months. AFRA is out to create new
jobs more than it is to increase payments
to the few who are working.

Heller's

labor iraiic|iiililv on the air
preferential contract with WLW (Cincinnati) isan indication of this.
AFRA, Directors Guild, IBEW, lATSE
and all the other unions may raise future
disturbances. They can't, however, disturb the sleep of agency, network, and
station executives in the manner that the
head of the musicians has been doing for
the past few months. Most advertising
men, being natural cynics, felt that
Petrillo's permission to FM affiliates of
AM stations to duplicate the latter's
musical programs for an interim period of
60 days, while the networks and the union
were arriving at a new contract, was a
gesture calculated to lull suspicious minds.
Apparently they were wrong. The head
of the AFM seems to have been convinced that broadcasting at the moment
can't afford a higher rate of pay for
musical talent. He seems also to have
been convinced that it would not be
politic at this time to force the networks
to employ more men. The networks as
such have not been making the huge

Wliat Potrillo-4 >of\vork
Scale

AM
FM
TV
DISKS

unchanged

employmeni
Musicians'

a|a(rooin«'iit ini^ans
Program
duplication

Co-op
programs

nothing
extra
fluid

as is
maximum

the uphill battle that the Mutual Broadcasting S>stem has been making to come
of age financially. Only the MBS cooperative program department has contributed something extra to the network's income and helped it keep the
wolves from tearing the Mutual RedRiding Hood to tiny bits. With music
now okayed for cooperative broadcasts
the missing program factor in network
service for local sponsors is no longer
missing. Networks can serve their stations and local and regional advertisers
with shows just as well produced and just
as well rounded as the programs they
produce for regular web airing.
Transcription producers declare that
availability of music on co-ops puts them
at a disadvantage, since they are constantly called upon to sell advertisers in
competition with cooperative programs.
An appeal on this is scheduled to be made
to the union. It is known that Petrillo is
perfectlj- willing to reach an agreement on
transcriptions if the producing organization will certify that they will be used only
once per station. Such use would in his
mind be little different from a network
broadcast except that "it might be as big
as all four networks combined and thus
could justify a slightly higher scale than

dS is

yes
yes

possible

yes

not covered in the network ag reement
yes

44

|

sums that they are thought to have been
making. Best example of how difficult it
is to operate a national network without
other income than that produced by network commercial transmissions is seen in

yes
yes

a network
The newperformance."
Petrillo-network agreement
looks upon all broadcasting as part of one
great medium, be it FM, TV, or AM. In
the case of TV, the president of the AFM
is not ready to agree to a scale as yet.
For the time being, every telecast will be
(Please turn to page 99)
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Wed. 7:30 P.M., WKBN. Beafsfour
competing
network
ihow$:
mysteries, a drama, a comedy —
almost 2 to I.

two

(HOOPER— Oct. 1944, Feb. 1947)

Sun.

12:30. WTMJ.
Beats
total ratings of all com

peting stations.
(HOOPER— Feb. Apr., 1947)

Tucs.

7:30 P.M., WJR.
52% share
of audience.
Rating is more than
twice competing
network
mystery
— almost
double
two competing
network variety shows.
(HOOPER— Dec. 1946, Apr. 1947)
Sun. 3:30 P.M., WKRC.
Highest
rated show on WKRC
all
day and night (Sunday).
Highest rated Sunday afternoon
show on all Cincinnati stations.
(HOOPER- Oct. Dec,
Sun.

1947)

2:00 P.M., WCOL
54.2%
share of audience.
Highest rated
musical
show on all stations,
Sunday afternoon.
(HOOPER— Fall-Winter,
Sun.

1944-47)

1:00 P.M., WFBM.
Double rating of nearest competition; almost four times rating
of competing network musical.
(HOOPER— Dec. Apr. 1944-47)
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TRANSCRIBED
REGIONAL

7m

M m ^
Here is a rating story seldom equalled
M^
by any radio show! Starting in June,
^
1946, THE WAYNE
KING SHOW
soon
topped all competition in city after city, it's tops in
production . . . with Wayne King and
his Orchestra
. . . and great stars like
Nancy Evans, Larry Douglas, Franklyn MacCormack.
It's tops in sponsor satisfaction as evidenced by repeated
renewals and multiple market approval.
TRANSCRIBED
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Hollywood

15,000,000 Peanuts and some Buttercups

When an offer of Ranunculus Bulbs was made recently on Elmer Peterson's news program, some
102,000 pieces of mail enclosing evidence of purchase were received.
That's only one example of many which demonstrate that Peterson and the NBC Western
Network do a job for Planters Nut and Chocolate Company.

Planters bought the 5:45 p.m., Wednesday-through-Saturday time in 1944, using eight
NBC Pacific Coast stations. Today, Planters still has the same time period, some
four additional stations — and a daytime commentator consistently blessed
with higher ratings than any other, national or regional. Peterson's daytime
average in those three years has been 5.6, and he hit 8.4 last year alone.

There are reasons for this success. He's experienced, of course — has covered the
news for AP and then NBC in 33 countries . . . he's conscientious —
spends 7 hours in the San Francisco newsroom preparing his quarter-hour program . . . he's a
fine broadcaster — offering intelligent reporting, honest interpretation,
plus sound analysis. And Elmer Peterson broadcasts for
Planters over the great NBC Western Network.

That combination brings the nation's largest selling brand of peanuts both good will
and good customers. The experience of Planters — and such
other advertisers as Bekins Van and Storage, Richfield Oil, Sperry Flour, Standard Oil and
Tillamook — bears out the conclusion: Fine programs on NBC Western
Network get results in the Rocky Mountain and Pacific states.

SAN FRANcsco NBC

WESTERN

NETWORK

A Service of Radio

Corporation

of

America

u

''Isn'l a <*<'iilral <*l<*ariii*; house of some
kind lor sj)ot hroadoast a<Iv«'rtisiiig billing l>otli <l<'sirahle and IVasihIe?"
Cr ■ ^- "^OSSfS
n

Tho
I*i4*k<'«l l*aiiol

31 1*. IKo^u^cr^:
On the basis of
my experience
here at the Katz
Agency, I do not
think that the
idea of a "clearing
house" for spot
broadcast advertising billing is applicable to radio.
For one thing, it
would inevitably disclose the quality and
quantity of the business done in specific
markets by certain advertisers who for
competitive business reasons do not want
this information made public. Also, the
setting up of such an organization to clear
all billings between stations and agencies
would be a terrifically complex job. The
Katz Agency, as a radio station representative, does handle billing in such a manner
— but we handle it only for our list.
An>' spot broadcasting clearing house
handling billing for all radio stations and
agencies would require a tremendous
number of trained and efficient employees.
The overhead for such a staff would undoubtedly becharged to the advertiser —
and the cost would be considerable. The
Katz Agency makes no charge for such a
service. In addition we provide the
duplicate function of protecting our stations' interests by protecting them on
short rates and by advising all Katz salesmen of the trends in spot broadcasting,
while giving automatic rebates to advertising agencies and their clients on all
earned frequency discounts. In other
words, if billings for spot radio arc to be
48

I Fred
Adyertiiing
manager
W. Amend
Co., Chicago, III.

cleared through one channel, that channel
can best be the station representative.
There is, however, a definite need in
radio for a companion organization to a
clearing house. Such an organization
would be a checking service to keep
records on spot business, much as Media
Records and P. I. B. do for printed
media. It is obvious that there are many
difficulties in setting up such a service,
due principally to the reluctance of some
spot users to release expenditure figures,
but this sort of service would, in my
opinion, be a more practical contribution
to the business of broadcast advertising.
Morris J. Beck
Treasurer
The Katz Agency, Inc.

It seems to me
that such a clearing house would
only complicate
matters more than
the\- are at pres~|^
~
-^

rep or the station, probably both. This
would require that the station or the rep
report all details of the deal, all omissions,
make-goods, and other schedule changes
affecting invoices and affidavits to the
clearing house, as well as to the agencies.
Assuming that stations and reps would
be willing to cooperate with the project
and release such confidential, detailed
information on all their business deals (a
ver>' unlikely assumption), the system
itself would only tend to further complicate an already overly-complicated business. There would be overlapping of
effort, additional confusion, additional
paper work, a slowing down in procedure,
a new bottleneck.
If agencies, stations, and reps are looking for a way to simplify and reduce the
work involved in spot billing procedure,
they should urge the adoption of a
standard, combination invoice-affidavit
form by all broadcasters. Such a form,
carefully tested, is available.
N. Charles Rorabaugh
President
N. C. Rorabaugh Co., N. Y.

ent. Since
station
represe
ntative
s
thrive solely on
their
and
spot function
radio, it's

responsibility as sales-service organizations to know and handle all phases of the
business, including the many variables
that enter into each piece of spot billing.
As it stands now, station invoices and
affidavits go directly to the agency. When
a problem arises, the agency takes it up
with the rep who, in turn, straightens it
out promptly with the station. What will
be gained by having anybody else in the
act?
Under the proposed plan, agencies
would check their billing problems, I
assume, with the clearing house. The
latter, in order to iron out the problem,
would necessarily have to check with the

In my opinion
this clearing-house
idea would make
impossible

a

rate relationship
prompt and accubetween advertising agency and
station for the following reasons :
1. To notify an
outside source of all the details of the spot
campaign — what is bought, length of contract, cancellation terms, appropriate rate
card or special rates worked out, would
take agenc>- time better devoted to the
purchase and improvement of the spots
themselves.
SPONSOR

2. Since the checking of affidavits is an
important preliminary to the paying of
bills, Clearing-house participation in the
station-agency 'Client relationship would
definitely
one-time
whether
agency or

slow up the agency's analysis of
substitutions and omissions,
previously cleared with the
not.

3. A central clearing-house would make
it more difficult to conceal the facts of a
campaign from competition. Even though
the clearing-house were sworn to secrecy,
basic information concerning areas involved and the total size of the appropriation might all too easily leak out in the
form of off-hand comment.
4. This clearing-house service would be
a duplication of already existing clearinghouse techniques established by many
large advertisers with several brands
earning combined discounts. In some
instances, the client notifies all of its
agencies of the discount earned, and sometimes an outside house agency is responsible for the dissemination of this
information.
Stanley H. Pulver
Timebuyer
DanceT'Fitzgerald-Sample, N. Y

The representatives of radio
stations would be
doing advertisers, agencies, and
the stations they
represent a great
service if they
would establish a
clearing house for
spot broadcast
schedules they set.
Bills rendered by stations are sometimes late or incorrect; or the affidavits
are missing or contain discrepancies. The
agency must write the stations direct
and even if corrected billing or missing
affidavits are forthcoming immediately,
so much time is lost that the station
sometimes does not allow the cash discount, ifit has one.
The advertiser requires that schedules
run at the exact time ordered. The station, too, is entitled to that same promptness in receiving payments. This becomes a grave problem for the agency
when hundreds of stations are involved.
If all representatives supplied one bill
and one affidavit, or at least handled
their own stations' billing, not only would
the responsibility be shared but a better
(Please turn to page 101)
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"Promotion"
• With a potential of 400,000 radio-families in
Central Indiana, WFBM recruits LISTENERS by
consistent, year-'round program promotion.
Seven different media persistently pound home
the "what, when, where" of WFBM programs.
WFBM's 4-color taxi posters are carried nearly
5,000,000 miles a year. Legitimate playgoers find
WFBM display ads in every playbill. Baseball and
hockey fans are reached in every home-game program. Counter cards, window streamers, and posters are placed in drug and grocery stores by personal calls every week in the year! Display ads in
Indianapolis newspapers support sports and special event broadcasts . . . while selected groups
receive direct mail promotion of WFBM programs of special interest.
Best of all, we think, is RADIO— used constantly
to win new listeners for WFBM programs.
All promotion {^except announcements') includes the
name of the sponsor or the product advertised.

Persistent program promotion is one reason why . . .
WFBM

is "First in Indiana" any way you look at it!

BASIC AFFILIATE; ColMmblo Broadcasting System
Represented Nationally by The Kotz Agency
49

TRANSCRIPTION
117 W.

High St., Springfield, Ci

minute show series with wide
III- the small budget advertiser

B^icdU
A**^"*' ,i^v»V"*

^

t*'*'-* A»» »»»"'*.<» ^»^^«<^^

«k«sMI

to interest small budget advertisers.
If you've been looking for a network quality
five-minute show, one that produces valuable
day-to-day continuity, send for audition
discs. There's no obligation and you are in
for a real surprise. Cost, availabilities, and
other details also available on request.

(SALES,
0^

IXC.

Telephone 2-4974

New York— 47 West 56th St.— CO 5-1 544
Chicago — 612 N. Michigan Ave.,

Superior 3053

Hollywood— 6381 Hollywood Blvd.,

Hollywood 5600

TEEN-AGERS

LIKE MYSTERIES

(.Mutinuedjrom page 29)

year-olds (the span covered in the survey)
were in rated order:
Suspense (CBS)
Inuer Sanctum (CBS)
Sam Spade fCBSj
The Whistler (CBS)
Fat Man (ABC)
The Clock (ABC)
Escape (CBS)
Molle Mystery (NBC)
Murder & Mr. Malone (ABC)
Thin and
Man*
Mr.
Mrs. North (CBS)
House of Mystery (MBS)
The Shadow (MBS)
Mysterious Traveler (MBSj
Crmie Photographer (CBS)
* .\ow off the air.

WSM

Since House of Mystery was the focal
interest of the advertising agency paying
the bills of the research study, there was
more detailed delving concerning it on the
part of the young researchers of the
Metropolitan Youth Survey organization
than there was on other programs. They
uncovered the fact that 54% of the
respondents listened to HOM and 46%
did not. However, only 13.5% of those
who listened did so every week. Less

APPLIANCES?

than half (49.6%) listened "often," and
36.9% listened "occasionally." There
was nothing in the report to indicate the

In ten years the electrified farms
in the WSM region have increased
794%.

frequency of listening which "often" and
"occasionally" represented.
When queried on the reasons why they
liked or disliked the program, the re.spondents focused on two of the same
factors for both liking and disliking. They

That's a market.

It's a market for appliances/ for
home and farm — appliances which/ in
addition to their own trademarks, bear
an invisible label — the stamp of
approval our listeners automatically
attach to products advertised over
WSM. Our 7^2 million have come to
accept as gospel the statements that
ride our 50,000 watt, clear*channel
signal.

disliked the program because they "don't
like mystery." They liked it because it
was "full of mystery." They disliked it
because it had "not enough suspense."
They liked it because it was "full of

This confidence is the force that
opens the gates to this market for our
sponsors.

WSM
NASHVILLE
HARRY
STONt, 6«n. Mgr., IRVING WAUCH,
SO, 000
WATTS
• CLEAR
CHANNEL

52

Com. Mgr. • tDWARO
• 6S0
KILOCYCLES

PtTRY A CO., Nat'l R*p.
• NBC
AFFILIATE

Negatives called the program "childish."
suspense."
The
affirmatives labeled it "interesting."
Of the total panel of 257, 88.5% indicated that the>- listened to m\stery programs, with 56.8% of these who listen to
mysteries indicating that they listen frequently (atleast every other broadcast of
their favorites).
Although their parents may wish that
they didn't tune thrillers as often as they
do, 94.4% of the respondents stated that
there was no parental objection to their
program choices. And they all stated
that they'd listen, whether their parents
objected or not.
Which might be construed as bringing
home a certain responsibility to sponsors
and broadcasters of mystery tales. * ♦ ♦
SPONSOR

Paul W. Morency, Vice-Pres.— Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr.— Sis. Mgr.

WTIC's 50,000 watts represented nationally by Weed & Co.

February spot business continued down for the fourth consecutive

spot
trends

month. Only in New England was there a regional increase. The
index of business in the Northeast jumped from 91.8 in January to
95.2 in February. In the industry classifications, only Drugs increased
their national spot business, their index moving up from 108.7 to 1 17.0.
Drugs have continuously used more air time since last September.
Some of this increase should be credited to seasonal trends. Single
other industry to continue above the base month (September; is the
Beverage and Confectionery, although it was off considerably from

Bdsed upon the numbei oF prosrams and announcements placed by sponsors with staHons
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as a base of 100

AUG

SEP

OCT

January. Eleven per cent of Rorabaugh-reporting advertisers increased their schedules in February, while \2^ i scaled their's down.

NOV

DEC

JAN

FEB

MAR

72.9

70.3

APR

MAY

JUN

JUL

Based upon reports from 238* Sponsors
Sept.

1947=

100%

baw

month

102.7

102.5

77.5

Trends by Geographical Areas 1947-1948
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2,280,000 radio families

Trends by Industry Classifications 1947-1948
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5 Sponsors Reporting

Tobacco
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100
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15 Sponsors Reporting
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4,766,000 radio families

Pacific and
Rocky Mountain
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• Here's the way the Brown &
Williamson Tobacco Corporation and its
agency, Batten, Barton, Durstine & Osborn
— New York, build sales and profits for
KOOL Cigarettes: They reach plenty of
people... with plenty of announcements...
on plenty of stations from coast to coast.

And why shouldn't it pay? Each station
in each market is picked on merit — regardless of network affiliation. Each announcement is aired at a carefully selected time
with a large measured audience. And every

It's a big typical Spot Radio job and you
know it pays because Brown & Williamson
keep at this hard-hitting advertising
52 weeks a year.

Why not try flexible, powerful, profitable Spot Broadcasting yourself? Ask your

second of time that's bought is devoted
solely to selling.

John Blair man about it.

*Spol Broadcasting is
radio advertising, of
any type (from brief
announcements tofitUhour programs) planned and placed on a
flexible market-bymarket basis.

Offices in Chicago • New York • Detroit • St. Louis • Los Angeles • San Francisco
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have time to listen to a factual presentation by sales and promotional representatives. Ifthis attitude were adopted by

,Tho ^wing is toWHB inl^nsasc^

those in whom sponsor suspects "an
appalling
lack of duties
appreciation
our
educational
would ofbe radio"
more
effective.
Granted we can afford to improve our
own promotional effort; how about finishing your editorial with an appeal to
Vp
the apathetic advertiser?
Bob Keller, President
Robert S. Keller, It\c.
New York
^ See "Sponsor Speaks," page 102

COVER

TO COVER!

I have just finished reading the March
issue of SPONSOR, and when I say "reading" Imean from cover to cover. I found
it a treasure house of information.
The job you arc doing I know must be
a difficult one but from an industry viewpoint itis necessary that your fine efforts
continue. Keep up the good work.
David Hale Halpern
Owen & Chappell, N. Y.

You'll get BETTER
RESULTS
Next month, we anticipate, WHB in Kansas City
will ofifer greatly expanded facilities to carry ^o«r sales
message to the rich Midwestern Marketland. WHB
is swinging up to —

10,000 WATTS
710 KILOCYCLES
FULL-TIME
Get next to a good thing, Mr. Advertiser! See your
John Blair man and join the Swing to WHB.

10^000

WATTS

in NORTH

with WNJR

IN KANS^
DON

JOHN

DAVIS

T. SCHILLING

JERSEY

^

5000 WATTS
the radio station of the

MUTUAL
56

NETWORK

• 710 KILOCYCLES

• 5,000

WATTS

NIGHT
SPONSOR

DIALING HABITS
(Continued from page 32)
town schedule, sales went up another
12%. The network areas showed a sales
slump of 4%.
Indicative of what can be accomplished
with programs keyed to small-town audiences and broadcast over home-town stations is a study made on Lum & Abner.
The survey was made during March 1947

r

when the program was still on ABC (it's
a CBS feature now). National network
Hooperatings gave this show a 3.4. In
order to obtain a cost-per-thousand figure
for the sponsor, Miles Laboratories, it is
necessary to project this 3.4— which is
only a figure for listening in 36 cities
where there is equal opportunity to listen
to all four networks — to the entire 110
network cities used. This is not good research procedure but it must suffice for
comparative purposes until there's a
National Hooperating or Nielsen's Audimeters are sufficiently numerous to give
city-by-city ratings. The 1 10 cities were,
at the time of the survey, the homes of
106,087,000 people. Projecting the 3.4
rating against this number developed a
cost-per-thousand of $0,971.
A special Hooper coincidental rating
was taken for Miles in 30 of the 116 one-

KBIW

$5,000 COULDN'T!

Five thousand dollars couldn't pay production costs for
even one half-hour program of The Cavalcade of Music. . . .
Vet this entire 52-weel< series is available for local and
regional sponsors at station time plus a small service fee.
The Cavalcade of Music (transcribed) is a big-time musical.

ANY WAY
YOU LOOK AT IT . . .

It features D'Artega's 35-piece Cavalcade Orchestra, 16voice chorus and a top-flight guest appearance every week.
Guest stars include: Tommy

Dorsey, The Modernaires,

Anita Ellis, Vaughn

Tony Russo, Riders of the

Monroe,

Purple Sage, Tito Guizar, The 4 Knights, Rose Murphy,

KNOXVILLE'S BEST BET
is

Frankie Carle and many

others.

The Cavalcade of Music is available NOW
Worth

member

on 600 Lang-

stations — exclusively! For cost and time

availability contact the Lang-Worth

affiliate in any de-

sired market.

LANG- WORTH,

Inc.

113 W. 57th St., New York
*D'ARTEGA
Represented by Donald Cooke, Inc.

APRIL
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STATION

j Station towns they were usinj^ with the
same program. In these 30 cities the program had a Hooper of 10.2. The 116
cities, according to researcher Walter P.
Burn, were hubs of trading areas with a
population of 15,094,831. Projecting the
10.2 rating against this population produces acost-per-thousand figure of $0,377.
Recent offers on the air further indicate
the pull of small in-town stations. Miles
Laboratories offered a picture of Lum and
Abner on four broadcasts, pulled 62,075

IN

SOUTHEASTERN OHIO
DELIVERS 60 PERCENT
OF THE LISTENING
AUDIENCE?

IT'S

Iinquiries at a cost per inquiry of $0,033.
During three Aunt Jenny (CBS) broadIcasts Lever Brothers made an offer of a
$1.50 cookbook free. The offer pulled

ZANESVILLE
60 PERCENT
... of all listening homes in
Zanesville are tuned to WHIZ,
according to Conlan Survey (week
of November 16, 1947).

60.4

44,000 inquiries at a sponsor cost o!" $0. 14
per inquiry. The pull of these two programs is compared because both use a
homey appeal, have been on the air for a
long time, and were free of boxtop or
other proof-of-purchase
requirement.
Towns with one station frequently produce out-of-this-world ratings. While the
Broadcast Measurement Bureau survey
wa> made in March 1946, when the rate
of new-station growth hadn't reached the
size it has today (there were only 235 independents when the BMB survey was
being made), nevertheless the BMBs of
in-town stations are significant in many
cases. A few picked counties are proof
positive of what happens in the daytime
in these one-station towns. (In-town
station is listed last.)

Average for
entire survey
17.2

7.6

County

WHIZ

ABC

Others

MORNING, NOON
0
.
AND NIGHT
9
1
. . . WHIZ
Southeastern

dominates
Ohio.

• 55.5% of morning
• 59.7% of afternoon

Josephine, Ore.

Pontotoc, Okla.

in

audience
audience

Cascade, Mont.

Hannibal, Mo.

• 63.2% of evening audience

IT'S A

Stations and BM Bs
KEX. KFI. KGO. K.G\V. KMED,
LT
LT
LT
43
LT
KNX, KOIN, KPO, KQW. KSL.
LT
LT
IS
LT
10
KUIN
90
KGKO. KOMA, KRLD
LT
10
51
KVOO,
KWFT.
46
LT
WENR-WLS.
WKV,
LT
71
KADA
92

KSKY,
NS
WBAP.
WSM.
66

CITY
WITHIN
A
CITY
The

VA's

Home

Mountain

^ete^an's

FIos-

pital. ^^ithin the limits
of Johnson City, is a
city in itself. .3000 patients and all operating
personnel housed
mean thousands
thousands

more

there
upon
dollars

in permanent business
for this market area.
And

families

here

al-

ready have the highest
average

income

of any

comparable group in
the South. Check WJHL
and

Johnson

City now!

LT

ONLY ABC OUTLET

KFI. K.GHL. K.N'.\. KOA. ICGIR.
LT
22
LT
LT
LT
KPO, KSL, CKB, KFBB
LT
12
IS
93
KMOX,
KSD.
K.XOK.
WCAZ,
39
48
27
WDAF,
WENR-WLS,
13
22
WHO.
WLW.
WMAQ
17
NS
25
WTAD, KHMO
NS
77
94

KMO.X,
WCOC
, WENR-WL.S
10
LT
NS
WFOR. WJD.X. WLAC,
WLW
72
92
WSM.
20
LT
WWL.
LT
WOAI.
WAML
NS
WBBM,
wcco.
LT
19
KMOX
Marquette, Mich.
18
LT
17
WMAQ
WENR-WLS, WGN, WHO. WJR.
LTLT
WLW.
.27
15WTMJ. WDMJ

COVERING THE NORTHEAST TENNESSEE MARKET

Jones. Misa.

FOR SALES
NBC IN ZANESVILLE
REPRESENTED

BY JOHN

24

E. PEARSON

87

N.^

JOHNSON

910 KC
CITY, TENNESSEE

Nat. Rep. John

{Please turn to page 62)
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WYV7
WAX A
is the ONLY

station in Detroit that

offers you a complete merchandising
operation, plus proved sales power !
Last year a citrus packer (name on
request) decided to introduce his line
in the Detroit market. Because of its
national reputation in merchandising,
WXYZ

was given the job. In cooperation with the food broker for the

account, the station's merchandising
staff undertook the complete assignment: jobbers, distribution, point-ofsale promotion, etc. Demonstrations
that tied in with WXYZ advertising
were conducted in supermarkets . . .
an average of 600 cans a store were
sold ... a total of 26,858 cans sold
over a 13-week period. In the first
half year, sales zoomed from sixtysixth place to forty-fifth . . . and to
twelfth place in the second half year!
If you have a product to sell in
Detroit, this story is important to
you for several reasons . . .

power of the station. Jobbers are
willing to cooperate on WXYZ-advertised goods because they know that
WXYZ moves merchandise.
SECOND: it illustrates a complete merchandising service that is unique in
Detroit. It does not consist of just
sending out letters and providing the
usual merchandising helps. . .WXYZ's
staff of food and drug experts does
the entire job from start to finish.
THIRD: it shows you that, at WXYZ,
the emphasis is on efficiency and
service ... on getting more for your
advertising dollars than you can get
on any other Detroit station.
If you are in the competitive selling market in Detroit — or planning
to be— remember: WXYZ is the
merchandise-minded medium for^'our

FIRST: it proves the tremendous sales
product!

ABC

. . . your best bet — both ends of the alphabet
1270

KG — 5,000

WATTS

■W^JyI^

American Broadcasting Company

Call the A BC spot sales office nearest you for information about
any or all of these stations!
WJZ—
WENR-

New York

so.ooo watts

770 kc

kgo— San Francisco 50,000 watts

siokc

Chicago

50,000 watts

890 kc

WMAL- Washington

630 kc

5,000 watts

790 kc

ABC

KECA-LOS
APRIL

1948

Angeles

5,000 watts

PACIFIC NETWORK
59
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monthly Utbalaitimi

Contests and Offers
PROGRAM
ARMOUR

BORDEN

Chiffon
Soap Flakes
Dairy

A CO

Hint Hunt

4-4:25 pni
MTWTF

County

Saturday

CO

$100,000
Plastic swirl mixers

1:30-2 pm
products
Swing

E. J. BRACH

A SONS

Candy Bar
BROWN a WILLIAMSON
TOBACCO CORP

GENERAL

Cash and merchandisp prizes totaling

FOODS

CORP

Raleigh

MTWTFS
4:45-5 pm
Friday

Funny
People Are

9-9:30 pm

foods, etc.

When a Girl
Marries
Portia Faces

Cash prizes varying with number of
wrappers sent

GROCERY

CO

GEORGE'S RADIO AND
TELEVISION CO

Various

Who Is It?

NBC
Chi.

letters

Europeans.

of

encouragement

to

needy

Best 6 phoned, "Raleigh Riddle"
asked

Send package top and sentence about Birdseye Peaches completed in 25 words, to contest, N. Y.

MTWTF
5:15-5:30 pm

Money-back offer

Send Post's Grape-Nuts Wheat Meal boxtop
and letter telling whether or not product is
liked, to program, matic
N. Y.
Refund
auto-

MTWTFS
8:30-8:45 am

Jackpot of $5 daily for guessing name
of famous person

As
scheduled

Table model TV set weekly

Did You
Find It?

Hudson cars,
service

Bowling for
Dollars

8:30-8:45 pm

Soap

Evelyn
Winters

MTWTF
10:30-10:45 am

Rose of My
Dreams

MTWTF
2:45-3 pm

Send name of famous person

plus questions

MOTORS

peas best
labelto sell TV aete via
Submit ideas on how
video commercials

MANHATTAN

SOAP CO

SwcctHeart

Cumulative jackpot plus various inexpensive prizes

INC

Snickers

Institutional

METROPOLITAN
LIFE
INSURANCE CO

C. L. MIZZELL

NONEBETTER
CO

Groceries,
auto repairs,
insurance

CO

ICE CREAM

PARTICIPATING

PEPSI -COLA CO

Ice
cream

Dr. I. Q. Jr.

Eric
Sevarcid
Valley
Marble
Troubadors
Your day
BirthParty

Various

Anything
does

Cola
drink

Natl e.t. spot
campaign

Saturday
5-5:30
pm

Pet Milk

PROCTER t GAMBLE

CO

Ivory Soap
Right to
Happiness
Twenty

RnNSON ART METAL
WORKS

Lighters

(1) $50 weekly plus whatever studio
contestant fails to win (2) Bicycles,
encyclopedias, sporting goods, etc.

Health booklets

(I) Send biographical sketch with Snickers
wrappr to program for use on air (2) From
coded jingle identify destination of mythical
"Mr. Snickers" during world tour and give
brief description of Mr. S.; send with wrapper
to program, Chi.
Free on request to program, e/o local CBS
station

Picture of Marble Valley Troubadors

Free on request to program

Ranger bicycle weekly

Send riddle to mc for use on program

Saturday
11-11:30 am

As
scheduled

10:30-11 pm
MTWTF
3:45-4 pm
Saturday
8-8:30 pm

Questions

COAL CO

Coal

Beat the
Weatherman

Frederick,
St.
Md.

NBC

WFEB,

CBS
WGN,
Sylacauga,
WJR,
Ala.

"Was

It You"
gimmick with
cumulative jackpot

$10

Mystery reporter
eavesdrops
on shopper's
conversation,
airs event
and description
later
on program; person described to report to WJR

3:25-3:30 pm

Detroit
Various

$203,725

cash prizes in "Family
Sweepstakes" contest

Complete set of Pepsi tops with hidden designs; send with entr>' blank to sponsor, N. Y.

Recipe booklet; baby care booklet

Free on request to program, c/o local CBS
station

$25 to $1,000 weekly

Send name of "cutest baby" and reason why
baby uses Ivory, on dealer-obtained entry blank
with two wrappers to address on blank

Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Send subject about which 20 questions may be
asked, to program

CBS

NBC

MBS
WJBK,

MTWTF
8-8:15
am,
SINCLAIR

Louis
Wash.
WMFD,

Chi.
MTWTF
4:30-5 pm

Mary Lee
Taylor

WTTG,

CBS

Thursday

Saturday
PET MILK SALES CO

Contestants picked from audience at remote
bowling alley broadcast answer questions, thai
bowl for dollars and high score prizes

Send 25c and wrapper to program, N. Y^.

6-6:15
pm
MTWTF

11:30-11:45 am

KMOX,
CBS

Orchid pin

Dr.Mars,
I. Q.,
MARS,

NBC

based on life to program, with "Big Fellow"

Thursday
KEILH0LT2

CBS

Write

Cash prizes from $10 to $2,500

Appliances,
radios, etc.

WGN,

Write product jingle, send with one or more
wrappers to program

5-5:16 pm
MTWTF

Life

GENERAL

CBS

sponsor, N. Y.

New house near Hollywood, furnishings, lot. new car. etc.

Cigarettes

cereals.
Post
Birdseye

Send folder from Memo container and 35c to

Fair
Jingle
Jackpot

Weekly contests in which listeners complete
product jingle. Send with boxtop to sponsor. Chi.

Jackpot, $5 daily

Listeners

phoned in morning predict
temperature for 3 pm

exact

Detroit

Monday
STERLING

DRUG. INC

Various

Mayonnaise,
SUPREME

FOODS

WORLD SCOPE
ENCYCLOPEDIA

CO

Salad
Dressing
Books

Bride &
Groom

2:30-3 pm

Can YOU
Find
Her?

TT
10-10:15 am

Dr. Cycle

Sunday
1-1:15 pm

$1,000 grand prize, various other cash
prizes
$160 plus $10 per day jackpot

Two complete sets World Scope Encyclopedia weekly

ABC

Listeners send number times "bride" mentioned on program on certain days, with 25word letter on program, to program, N. Y.

WGAP.

Listeners must identify "Miss Supreme" on
street

Marjville,
WFBR.
Tenn.

Send short letter on current topic discussed on

Balto.

program

60

SPONSOR

^t^imC^^nes (kce

II

oo^-\^^S^^^^

KDEC

KDTH

Decorah

Dubuque

William Crokcr

KICM
Mason

KICD
KTR»
City

Charles

Clinton
KROS

*KFJB
Al Triggt
Woterloo

Fort Dodge

Morgan Seiton

KWPC

Morshalltown
KV/DM
Paul Millcn
Des Moines

KSWl

Muscotinc
«'
Ceor»e Volg
Burlingto",

bber
Robe.. L, We

Bluffs
iVouncil
W.Miam Ware

BUR
KMcOermot^

(; B

KOKX

KSIB
Creston
£ M. Horn.ng

Keotuk

Ceo.ge

One
reach
when
using

^'

KAYXA

.1

tdward Brecn

Ul

v^\

E. Jonei

KVFD

Deitiith Oiik«

-

$ Cordon

,",

Cily

r.
ceer
Sind
BenSpen

Sioux

k

Adk...on

order for any or all Tall Corn Stations to
the *4 Billion Dollar Iowa Market. And
you use the Tall Corn Stations, you are
stations in the major city in the heart of

the trade area where your message
sively localized.

is inten-

*I947 Iowa Mfgd. Production $1,650,000,000
*I947 Total Iowa Farm Income $2,400,000,000

For availabilities, write or call

OHIflTHLL CORO [lEIIUOfiH
DES
George

Webber

General Manager
407 Fifth Ave.
Des Moines, Iowa

APRIL

MOINES,

I O WA
Taylor-Howe-Snowden
Radio Sales
National

Representatives

1948
61

DIALING HABITS
{Continued Jrom page 58)
Washington, Md.

Lafayette, La.

KDK.\.
WABC.
WBAL.
WET20
LT
78
LT
\\( AO. WNBC.
WKMD,
WJZ.
13
13
32
29
WMAL.
WOR,
WORK.
WRC.
LT
25
10
21
WRVA. WWVA, WJWJ
LT
LT
79
KJ-DM. KMOX. K.PAC, KPLC.
IS
LT
12
NS
KPRC. KTRH. KWBU. KWKH.
42
18
.N'S 11
WDSU.
WJBO.
WLW.
WOAI.
10
38
NS
21
WSM. WWL.
BF
LT
76
91

Warren, Ky.

WAV'E.
WENR-WLS,
WHAS,
21
LT
70
WJJD.
WLAC.
WLW.
WSIX.
NS
22
NS
28
WSM. WWL. WLBJ
93
LT
95
LT — less than 10: NS — non subscriber

In county after county where there is a
single local station, that outlet generally
reaches the most people.
It is also true that there's more total
listening when there's an in'town station.
With more and more independent intown stations, with more and more network coverage coming from in-town
stations, dialing habits are changing, to
the advantage of all who use broadcast
advertising.

TV PROMOTION
{Continued from page 28)
hits the air and afterwards. Without sets

Local BUY Makes Good for Sponsors
on 293 Stations - How About You?
The usual story is that of "local boy making good in
big city." Here's a man — a famed news commentator —
who reverses the process. His program originates in
a big city (Washington, news capital of the world) and
has been making good in 293 cities and towns, large
and small, for his local sponsors.
Fulton Lewis Jr.'s program is the original "co-op" — a
network show carried locally by Mutual stations and
sponsored by (or available for sponsorship by) local
advertisers — at low pro-rated talent cost and low local
time cost.
These local merchants favor the idea of reaching a
ready-made, loyal audience with money to spend. Perhaps you have (or are) a client with a limited budget
and want to make the most of it. Check your local
Mutual station; see if it isn't one of the 293 MBS stations
upon which Fulton Lewis Jr. is already sponsored. Or
get in touch with the Co-operative Program Department, Mutual Broadcasting System, 1440 Broadway,
NYC
18 (Tribune Tower. Chicago 11).
6S

in the homes there just isn't an audience.
In some areas new stations come to the
air with the knowledge that most of the
sets in use in its area are not equipped
to receive its signal. WCAU-TV, for
example, knew that the local dealers
would be swamped with service calls
since a great many sets were not equipped
to receive its channel (10). They therefore
set out to persuade set owners to wait
their turn — that their receiver guarantee
would be effective. This was handled by
direct letters and by broadcasting of the
information. Thus the dealers have
been able to schedule the adjustment
calls and the station has both viewer and
retailer good-will.
Once on the air, there's a regular
routine that most stations follow promotionail)'. Until the viewers become
too numerous to service, program booklets are printed and sent to all who request them and in some cases to every
receiver owner. When viewers become so
numerous as to make the printing and
mailing of program schedules too costly,
stations generally call attention to the
program listings printed in the daily
{Please turn to page 70)
SPONSOR

fi44^

WITH

A...

SINGLE
CONTRACT
Merchandisable Area
THE

PACIFIC

NORTHWEST

0u<^P/(/B

PACIFIC

Orpheum BIdg.
PORTLAND, OREGON

NORTHWEST

Symons BIdg.
SPOKANE, WASH.

Bonus Listening Area

NOW SERVING
2]^ MILLION PEOPLE

BROADCASTERS

6381 Hollywood Blvd.
Box 1956
The Wolker Co.
HOLLYWOOD, CALIF.
BUTTE, MONTANA
55J 5th Ave., NFW YORTC

Smith Tower Bld9.
SEATTLE. WASH.

MOTION

PICTURES

(Continued Jruni ftngi- 36)
In Philadelphia Dr. Leon Levy, president
of WCAU, is a former chief barker of the
Philadelphia Variety Club, an organization of picture promotion men. Like
Travcrs in Boston, Levy sparkplugs picture promotions of his station. WCAU's
auditorium is equipped with 250 theater
seats and has first rate Simplex projectors and excellent sound equipment. It's
used frequently to screen new pictures
and this availability is stressed in adver-

^ie

tisements inmotion picture trade journals. Over 100 pictures have set screening
dates for clubs, press, and trade in
WCAU's auditorium in one year.
Another reason why WCAU thinks in
terms of motion picture advertising is

Voice oj the Turtle it ran the producing
company's suggested contest, "I Married
My Blind Date," and sent the winners
to New York for a week-end.
Part of the Turtle deal included trailers

and lobby displa>s in 3 1 theaters throughout Philadelphia. In practically every
the fact that the station's promotion area in which picture theaters and radio
man. Bob Pryor, is ex-RKO publicity
and advertising representative for the stations jointly enter into promotions
both theaters and broadcasters profit.
Quaker City area. WCAU's most recent That's true in Cincinnati, Houston,
"deals" brought them virtually the en- Boston, and nearly 50 other areas
tire radio advertising budgets of Voice of throughout the nation.
the Turtle and Life With Father.
On
When motion pictures spend money
with radio stations, they find the individual outlets much more ready to cooperate
with the use of publicity and promotion
This is true also in the areas (about
33-1/3% of radio station cities) where
exhibitors use time on a regular 52-week
basis. These cities include towns in which

BIG PACKAGE

there are theaters of the Fireball, Intermountain, Goldman, Fanchon & Marco,
and Interstate circuits all of which buy
radio time. These circuits have promotion men who know how to use the
medium effectively and thus get their
dollar's worth from it.
Even though most exhibitors do not
consider radio a business threat any
more, they haven't learned to consider it
a good advertising medium either. An
intensive survey of motion picture press
books of producers explains why.
Only in a few cases is more than a quarter
of a page in a 34-page broadside devoted
to the use of radio. This is in spite of the
fact that regular publicity mailings are
sent regularly by producers to a radio
list that varies between 500 and 1,000.
There's hardly a station in the U. S. that
is without a program on which some
motion picture news is used. All that's
missing is a committee of the motion
picture business to put broadcast advertising to work for exhibitors. If an independent organization like the National Screen
Service were to service exhibitors with
broadcast accessories as they do billboard
and other forms of promotion, theater
owners would use the medium. It's
difficult for them to use broadcast advertising without help and direction.
Current pictures which are profiting
from good broadcast advertising are
Gentlemen's Agreement, The Bishop's Wife,
and second runs of The Secret Life of
Walter Mitty. The last mav carry a
moral for the motion picture industry.
It was sold in spite of itsjauthor attacking
the production, b\ a clever broadcast advertising campaign which asked "Are >ou
That's a question for the exhibitors!
a Mitty?"
46
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Peter Paul Candies
Beaumant 4- Way
laid Tablets

"W

R. F. & P. Rallraad
life Insuranie [ompany
HK
off Ulrglnla

^ Bromo Quinine

William R. Wilson
works with words!
He's our favorite news commentator.
The favorite, too, of thousands
of the 395,780 radio families served
by Virginia's only 50,000 watt
radio station — WRVA. He's likewise
the favorite with sponsors (as
the above list indicates). He'll be
your favorite when he works
with your words.
Available on Tuesday and
Thursday at 6:05 P. M. . .

^
at 8:00 A. M. and 10 minutes
at 12:05 P. M., Mondays thru Fridays
. . . and a 15 minute program
at 6:15 P. M. on Sundays.
When William R. Wilson works
with words in this billion-dollar market
you can be the winner! For all
the news regarding this news commentator, contact WRVA
or Radio Sales.

15 minutes

WRVA
Richmond and Norfolk, Va.
Represented by Radio Sales.

HOW FAR CAN JARO HESS 601

He's gone too far already, say
some.

There's the station manager in
North Carolina who wrote that

he got so steamed up looking at the representation of the "Station Manager"
that the print burst into flame.
And the
New York radio director who
locked his copy of the "Account Executive" in his desk because one of the
agency account big-wigs "was kind of
sensitive."
So it's wise to calculate the
risk^before decorating your office
with these five provocative, radio-ribbing, Jaro Hess drawings.
They're
12 X 15 , reproduced on topquality enamel stock, ideal for framing.

Besides the Sponsor there'i the Timcbuvcr. the Station
Manajcr, the Account Executive, the Radio Dircctof
While our supply lasts the set is yours — hee — with yout
subsalption to SPONSOR. Use the handy return card
or write to SPONSOR,

"h

FREE,

your subscription to SPONSOR

"■es
($5.00 per year)

'"^ ad
,

\00%

19.

'^''»<(^*i,

available only with your >»nl)scri[>tioii to SPONSOR, txlra sets, availsuln<criber.<.

at 82..'>()

earli.

'-r /,ric.

V.c^tute

^^^'

Yo/k

-H//,

.A ^^,
j(\e

5S St., New

If vou think the sponsor is oiil-of-thisworhl. then wait *lil vou see the four
others. Jaro Hess rarirnturos are

iible to

sa(,

40 W

.t^

WctHe"^-

^

^.^^, Trammel

.l\*«

to

iv'

Jr

, splendid
e
r
a «'

an

NBC

J^'"^n

/ W0»t a set «f JAM HiSS CARtCA TQHS !
Please enter my subscription to SPONSOR for the period
designated below. And send me one complimentary set of
JARO

HESS'

n 1 Year
ADO

Send

me, in «ddltion, 10

2

Q

3 D

advertising

$5

caricatures,

suitable for

02 Years $9

SOC A YEAR

FOR CANADIAN

additiondl

sets

AND

framing.

Q » Years $1 2
FOBEIGN

of caricatures

POSTAGE

at

$2.50

each.

-lame
.ompany

Address

"^^^ H Pleas, check
Office n
*■'•
®^
Postal Zone

lity

i

\
-^

State

J^l Position
No Money New— Jutt Moil This Pester** CardI

|nsor

publications

inc.

•

40

WEST

52

STREET.

NEW

YORK

o

19

•

PLAZA

J

3-i2U

1

PmST CLASS
PERMIT NO. 47613
{%•€. SIO. P. L. « B.)
P(EW YORK. N. T

BUSINESS

REPLY

CARD

No Postog* Stamp N«c«asary if Mailed in tb* UniUd Statsa

2c. - POSTAGE

WILL BE PAID BY

SPONSOR PUBLICATIONS
40 WEST 52 STREET
New York

19. New York

Inc.

HOW

$1,500 GREW

(Continued from page U)

that the increases ran from 7^2% to 60%Not all these increases can be traced to
rate cards. As a station delivered a
greater part of the audience in its market
it became less and less willing to grant
local rates to national accounts, and
Stanback, like many other firms which
had made a habit of buying time direct,
found themselves faced with pa\ing the
higher national rate on more and more
stations.

BMI ^-c^SAe^
Hit Tunes for April
(On Records)

ALL DRESSED UP WITH A BROKEN HEART

Stanback
had of course during the
jears built a business relationship with
many stations which rated them preferred
treatment.
The quantity of business
placed by the drug firm was large and
many stations are willing theoretically to
tear up the rate card when a big block of
business comes their way.
A study of
"deals" like this is likely to reveal
the advertiser seldom gets more thanthat
he
pays for. A national spot advertiser may
buy a block of announcements in what is
technically class A time at as low as half
the card rate but the spots sold him are
seldom top availabilities.
j
Just as a woman at a bargain sale fre- I
quently buys items for which she has little
or no use, so does a bargain-hunting

DREAM PEDDLER, THE

(Peer)
. Sammy Kaye — Vic. 20-2652
Snooky Lanson — Merc*
• Del Courtney — Vila.

Frankie Carle — Col. 38036
Hal Derwin — Cap. 481
,

FOOL THAT I AM

(Hill & Range— Mutual)

Dinah Shore— Col. 37952
. Sammy Kaye— Vic. 20-2601"
Billy EcksUne— MGM
10097
.
Erskine Hawkins— Vic. 20-2470
Dinah Washington — Merc. 8050
.
Gladys Palmer — Miracle 104
Georgia Gibbs— Mai. 12013
.
Brooks Brothers — Dec. 48049
The Ravens — Nat. 9040

I WOULDN'T BE SURPRISED Rep^bi)
Harry Cool — Merc.

5080

.

Sammy

Kaye — Vie. 20-2761

IT'S EASY WHEN YOU KNOW HOW

KEY

(Pemora)

BuddyClark-XavlerCugat— Col. 38135 . John Paris-Vie. 26-9027
Joan Edwards— Vita. 932 . Blue Barron— MGM*
. Eddie Ballanline — Tower*

LET'S BE SWEETHEARTS AGAIN
THE

(Marks)

Pesgy Lee — Cap. 1 502S .
Buddy Clark— Col. 37985
Russ Morgan— Dec. 24339
Eddy Howard— Mai. 1236 .
.
Alan Gerard— Nat. 7019
Bob Houston— MGM
10112
.
Alan Dale — Sig. 15174
John Laurenz — Mercury 5093
Jack Owens — Tower 1 263
The Five Bars— Bullet 1009 .
.
Jerry Coopei — Diamond 2090
The Vanguards — Universal 34
Phil Reed — Dance-Tone 176
. Bill Johnson— Vic. 20-2749

(Campbell -Porgie)

Margaret Whiting— Cap. 15010
.
Victor Lombardo— Mai. 7269
Blue Barron— MGM
10121
. Shep Fields— Musicraft 525
Guy Lombardo-Monica Lewis — Dec. 24298
.
Bill Johnson— Vic. 20-2591

TO

LOVE IS SO TERRIFIC

Qut^mWuuiesctU

(Mellin)
Les Brown— Col. 38060
.
Art Lund— MGM
10126
Helen Carroll & Satisfiers — Vic. 20-2672
.
Ernie Felice Quartet- Cap. 486
Vie Damone — Mercury 5104

PASSING FANCY

(BMI)
Vaughn Monroe — Vie. 20-2573
Johnny Johnstone — MGM
10127

TERESA

.
.

Ray Dorey — Maj. 1186
Frances LangFord — Mercury

5095

(Duchess)

Dick Haymes-Andrews Sisters— Dec. 24320
.
Kay Kysei — Col. 38067
Jack Smith— Cap. 484 . Vie Damone — Mercury 5092
Do-Ray-Me Trio — Com. 7504
.
Jan Garbei — Tower 1435
Three Blazers— Exclusive 261
.
Joe Loss— Vic. 20-2819

WHO PUT THAT DREAM IN YOUR EYES
Ray Carter — Rep. 1 22

Mark Wamow— Coast 8026
Jack McLean— Coast 801 5
WHY

DOES

IT

(Stuart)

HAVE

TO

RAIN

ON

SUNDAY

uohnsone)

Freddy Martin — Vic. 20-2557
.
Snooky Lanson — Mere. 5082
Dennis Day— Vic. 20-2377 . Beale St. Boys— MGM*
. Milt Herth Trio — Dee. 24388

YOU'RE GONNA GET MY LETTER
Mary
Guy

Osborne — Dec. 24308

Lane

34,000 METROPOLITAN residents
87,200
coverage RURAL
area. consumers in the primary

EVERYONE

niAicT^ TO
DIALS

|#BA^

niCftJft
■%I%V%

...

1*.**

Minn. Network
N.W. Network

Southern Minnesot.is Oldest Radio Station
r.ituhlhheJ /9J5
ROCHESTER,

Notionolly represented

APRIL

(Melody

Harry James-Dick Haymes — Col. 36412
.
Anne Shelton — London 118
Adele Clark — Dec. 24352
.
Frankie Lalne — Atlas 236
*Sr(jn lo be
released.3010
King Cole Trio— Cap.*
. Joan Edwards— Vita.*
. Mary 0-,borne—
Aladdin

MINNE
SOTA'S TRIPLE MARKET
• .^50,000 INTERNA
TIONAL visitors

IN

Rollini — Bullet 1023

Lombardo — Dec*

YOU'VE CHANGED
•
•

. Adrian

(London)

MINNESOTA
by the John E. Pearson

Co.

BROADCAST
580 FIFTH AVENUE

NEW

YORK

.

.

MUSIC INC.

NEW

YORK

CHICAGO

.

19, N

Y
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sponsor frequently get stuck in markets
which do not produce enough to justify
even the comparatively little he is spending to reach them.
Stanback had grown up with radio but
broadcasting was rapidly outgrowing the
one-minute announcement form on which
Stanback had prospered. Fewer and
fewer one-minute availabilities were being
offered, despite the fact that Stanback's
advertising problem really required the
use of the one-minute period.
Stanback also faced another problem.
It now had a tablet which it wanted to
sell to the prospect who couldn't be
shifted from the use of the tablet form of
remedy, while at the same time maintaining major emphasis on the powder,
where its greatest margin of profit lies.
This also required more air time. The
answer, as presented by Larmer's Piedmont agency, was a spot program placed
on regional stations on a daily basis where
possible.
It was a million-dollar gamble. The
premise was established through a 100page presentation and a three-day selling
session by Larmer. He explained why
he was strongly for using regional stations
with good power. He admitted that were
he buying anything but a program which

he expected would develop a listening
habit he would have many holes in his
station line-up. As an example he pointed
out that at the times WLS (ABC),
Chicago, carried the same program as did
WEMP, the ABC Milwaukee outlet, it
had very few listeners in Milwaukee. On
the other hand WLS's broadcast of The
Lone Ranger, which is not carried by
WEMP in Milwaukee, rates from a 6.9
to 9.1 in that town. Following that same
pattern he expects to pick up many
listeners in towns in which the Peter
Donald program with which Stanback
is doing its gambling is not heard through
any local station.
The selection of a program built
around Peter Donald was a major decision. Donald's work on Can You Top
This? and the Fred Allen program had
built him a continuing national reputation, yet he wasn't in the big money
class, yet. Charlie Stark was chosen as
the producer because he had a long network history behind him and he knew
transcriptions. It was Stark who contributed the "Stanback for Peter Donald"
opening which is adding to sponsor identification ratings. Peter Donald's best
audience apparently is in the middle age
group of adults, so the Three Flames were

chosen for the musical section of the
program to appeal to the younger element. A fairly new voice, Dennis James,
whose fame is based upon his top announcing on WABD (New York), was
selected to handle the commercial chores
on the program. The package was new,
the formula, storytelling, old.
Three commercial spots are used on
the program. The first is devoted to
Stanback tablets. The middle commercial is assigned the job of selling the
formula, its use, results, etc. The closing
spot is given over to the product that
keeps Stanback making big money — the
The program itself is costing in the
powder.
neighborhood of $3,500 a week for five.
With transcription costs and time, Stanback appears to be spending between
$1,000,000 and $1,250,000 a year, on a
52-week basis.
This means that it will have to do
better than $3,000,000 gross this year if
the campaign is to justify itself. Tablets
do not permit an advertising allowance
nearly as great as powders. The latter
conceivably could spend as high as 40%
in advertising and not run in the red.
The maximum that can be spent in advertising a tablet is said to be 23%.

WBT takes care of a thorny problem

A Subsidiary of The Jefferson SlandunI Life Insurance Company

Tablets are brand new with Stanback^
they were intoduced for the first time on
February 13. Stanback makes its own
powders, has its tablets made for it by a
great pharmaceutical house. The headache remedy field spends from 20 to 30%
of its wholesale gross on advertising, a
common percentage in the patent medi'
cine field.

On WSB, a chain break before 6:30

p.m. costs $29.25 on the 312-time rate.
On the same station a 15-minute program at 6:15 costs $72.90 on a 260-time
rate. Thus for less than the cost of 3
chain breaks (at the daytime rate) which
would have been $87.75, Stanback obtains a 15-minute program with two and
a half minutes of commercial. The chain
Stanback 's big problem is cost per breaks are 20 seconds long at the most,
sale, naturally. Will the transcribed so this contrasts 60 seconds vs. 150
program spot cost them more than their seconds. If the nighttime chain break is
spot campaign? With the program, on an used as a contrast (it starts at 6:30 p.m.)
over'all basis, they have achieved better the bias in favor of the program is even
time slots. However, the sponsor looks greater since the chain breaks at night
at his campaign in the budget. Since it cost $48.75 each on the 312-time rate..
takes from six to nine months to establish
Stanback did some intelligent buying,
the sales effectiveness of any headache obtaining this particular 6:15 p.m. slot — ■
remedy advertising (as for most pharma- just before the time cost jumps up.
Typical of rate structures is that of
ceuticals) it's important to establish the
relative cost of the Peter Donald pro- WFBR. Fifteen minutes at night cost
$140. A chain break costs $35.00.
gram vs. spot announcements.
This makes a ratio of four chain breaks
Since with regional stations it's practical y a case of comparing chain breaks with (80 seconds of commercial) against one
15-minute program (150 minutes of
programs (one-minute announcements selling).
are not available in premium time),
Stanback checked the cost of chain
Radio station WWL in New Orleans,
third of the stations taken for comparison,
breaks vs. programs.
Three stations can be taken for com- has a chain break rate of $55.00 and a
parison: WSB, Atlanta; WFBR, Balti- 15-minute rate (during the same period)
of $150.00. This ratio is less than three
more; and WWL, New Orleans.

■

I

SELLS 52,412 ROSE

BUSHES

AT LOWEST

COST

to one — 60 seconds of announcement
commercial vs. 150 seconds of program
advertising at nighttime rates.
Stanback had some hot chain breaks,
next to programs like Jack Benny, Mr.
D. A., and other high rating programs.
It also had some low audience spots.
There is no available information on advertising effectiveness of chain breaks.
There is on programs.
In most areas, the Peter Donald show
started with a 7.5 rating. It's on the air
at times when it would be almost impossible consistently to obtain chain
breaks. It's on the air on stations that
have broad regional coverage. In most
cases, because it is a program with a wide
appeal, stations have played ball with
Stanback 's agency, and costs are being
kept down. The problem is that chain
breaks have literally no talent cost. Peter
Donald has. Thus it's necessary for his
program to produce at a level that justifies the program tab.
In New York, Philadelphia, Detroit,
and Pittsburgh, sponsor's confidential
check-ups reveal that the program is
doing a better job than Stanback's announcements did previously in these
areas. The sponsor has no figures as yet
that reveal anything
conclusively
on

PER SALE IN THE NATION

Moving rose bushes can be a stickler of a job. But not for
50.000-watt WBT.

For thirteen weeks, a nursery ran a rose

l)ush selling campaign on the country's leading stations.
WBT sold 52,412 in three months ... an average of 575
hushes a day ! Most important, WBT's cost per sale was the
lowest in the nation — 9% !
The agency reported, "Your record is the finest we have
ever had. We are sure it is because of WBT's large audience
and the confidence it has in WBT."
WBT

Big sales at low cost. That's a WBT habit. Because
averages more listeners in Charlotte, day and night,

than all other stations combined*. . .has virtually no
Charlotte competition in 94 other Carolina counties.
Have you a thorny sales problem? Use WBT. You'll
plant your message in the homes of three and a half million
WBT-Carolinians. And have a rosy future.
*C. E. Hooper, Oct.Nov., 1947
The Jefferson Standard

Broadcasting Company

WBT

Represented by Radio Sales . . . Radio Stations Representative . . . CBS

any markets.
In one department the Stanback brothers seem to be missing the boat. They're
doing no pcjint-of-sale merchandisinji
on the program at all. The agency is a firm
believer in point-of-sale advertising. If

TV PROMOTION

Since the medium is basically pictorial,

iCuiitmued from page 62)

"billboarding" is always effective promotion to the live audience. At these events,

newspapers. By the time there are enough
viewers to force the station to drop mailings, there are enough fans to justify inclusion ofthe schedules b>' newspapers.
Sporting events are top drawer attractions for television, and so stations make
certain that they have big banners
displayed, when there is no contract
prohibition against them, when they scan
any event. This is also true in a lesser
degree when civic events, lunches, and
any form of special event is telecast.

the program really sells there's little doubt
but that there'll be plenty of tie-in advertising, which up to now has been left
to the broadcasting stations. Many of
them have over-extended themselves.
They realize that if the formula of
national spot programing is proved by
Stanback, the broadcasting business
and
advertising trade will profit.* « »

8 Times
BIGGER!
Since 1934 WDNC

advertisers have

moved merchandise faster in Durham,
le third largest North Carolina city.
Now

they can do so over a still great-

er area of the South's Number
State.

Now

WDNC

One

has gone from

250 watts at 1490 to 5000 watts Day—
\
1000 watts Night ^t 620.
Now
WDNC

has a primary of eight times

more people making six times more
retail sales! Let Paul H. Raymer tell

5000 IT.1 CBS
BONUS:

OWNED
70

BY

WDNC-FM

THE

36,000

HERALD-SUN

WATTS

NEWSPAPERS

the stations' mobile units are direct promotion for TV. These "stations on
wheels" are usually colorful, permit sidewalk superintendents to oversee the engineers' monitoring of the programs and
all the details that go into relaying the
events to the transmitter. Whenever
one of these giant buses appears a crowd
gathers quickly and goes away talking
about the magic of video.
While motion picture theaters worry a
great deal about the competition of pictorial entertainment on the air, there are
many theater owners who have proved
by test that a receiver in the lobby is a
business builder. This is especially true
in the case of newsreel theaters, but
many exhibitors along Main Street obtain
considerable off-the-street business via
their TV receivers. A good number of
television set owners say they saw their
first television set in operation in a
theater foyer.
The Don Lee network uses motion
picture theaters to publicize its regular
radio programs. Fifty-foot trailers of the
program are made for this purpose. After
they've served theii purpose in the theaters, Don Lee has 16mm prints made
from the trailers and uses them on their
station, W6XA0. They also are scanning
the broadcast programs Queen for a Day
and Heart's Desire regularly. It's the
Don Lee idea that this is the way to convert listeners into viewers— painlessly.
George Bur bach of KSD-TV, general
manager of all St. Louis Post-Dispatch
radio activities, promotes his TV operations as intensively as he ever did his

ing. He's using dashradio broadcast
board cards on 200 buses, car cards on
500 street cars and buses. His is one of
the few stations on the air that is operating in the Hack (not counting any return
investment
on the newspaper's original
in the station). The reason: he uses
every worthwhile promotional device he
can — to sell more sets for dealers. The
more sets, the more viewers, and more
viewers mean better results for his advertisers.
RCA-Victor centers its consumer selling of television in its giant exhibit in
New York's Radio City. There, as a
part of the presentation of all RCA
activities, visitors see themselves scanned.
The receiver which they watch is suspended above the platform on which they
stand while being scanned. A number of
receivers arc installed in a semi-circle
around the platform so that other visitors
(Please turn to pai^e 98'^
SPONSOR
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station WEEI - 4.9

program I

The WEEI Food Fair has a ISS'Yo
larger rating than the average
for all five similar
Boston-originated
competing

shows

on

stations or regional

networks — 96%

more

the second-ranking

listeners than

station

(Pulse, January-February,

1948).

To increase sales of your product
in Boston, ask us or Radio Sales
about the best food buy in
Boston radio . . . the WEEI Food Fair.

status

report

The People Look
at Radio
over-afi More people like commercials
than feel they "spoil a program by interrupting it." This is one of
the conclusions reached in the second
NAB'National Opinion Research Center
study of public attitudes on broadcasting.
Even Paul Lazarsfeld, of Columbia University, who admits that he is negative on
radio and thus of the lesser one-third in
his attitude towards broadcasting, couldn't
find a substantial reason for controverting
the survey's report on this fact. It is important to sponsors, however, to realize
that these very same respondents (60%)
feel that commercials detract from
programs by interrupting them. They
'58'(j further criticize commercials as
being boring and repetitious.
On advertising claims, 60% of the respondents feel that sponsors "claim too
much for the product." Indicative of
how important this 60% figure is, only
28% feel that advertisers don't claim too
much for their product and 12% "don't
know." As high as 46% of the respondents find broadcast commercials "often in
When 74% of radio listeners feel that
commercials
bad taste." give useful information about
things they want to buy (indicated in the
survey), but 60% feel that the advertisers' claims are extravagant, it's time for
sponsors to check their use of the broadcast advertising medium.
Singing commercials appeal basically to

MUSIC

WEAVES

A SPELL

Good music weaves a spell that attracts and

holds listeners, keeps them close to the station that gives them the music
they love. More than half a million families in and around New York
spend so much time listening to WQXR

and WQXR-FM

that no other

station can reach them so efiFectively. And because these music lovers are
better-income families in the world's biggest and richest market
advertisers find them valuable and profitable
customers. For bigger sales more easily made, use the
stations distinguished for good music and the news
bulletins of The New York Times.
72

WQXR

. . . and WQXR-FM
Radio Stations of The New York Times

the listener who isn't pro-advertising.
The dialer who likes tuneful selling represents only 37% of the listeners, while the
radio set owner who prefers other forms of
broadcast advertising represents 43%.
This indicates that creeping up on the unaware may be good policy in other mediums but it doesn't consistently reach the
majority of radio listeners.
74%
Answering the feelings about a decrease
in listening to newscasts, the survey,
72%
Day

56%
made in the winter of 1 948-'48, indicated
that this form of broadcasting
first
39% is still
49%
27%The first dein the hearts of listeners.33%
30%
sired program types (day 34%
and Evening
evening)
44%
are:
Newscasts
Serial stories

23%

33%
41%
33%

Quiz showsand devotional
Reliiiious
IVance and pop music
llonicmakinti
Public issues
Mysier>' proftrams
Semi-classical
music
Sports
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"And some fell among thorns; ond
thorns sprang up, and choked them.
others fell into good
forth

fruit,

some

an

the
But

ground, and

brought

hundredfold

. . . "

RADIO
T IM E BUYERS
sow the -seeds of sell"
up and d()\vn the land. The fruit of that sowing depends upon
the fertility of the ground ... in this case, the receptivity of a
particular audience to a selling message.
Here at WSAI, a sales message is not something to be grafted
to a program. Our programming is built to sell products ... to
produce PURPOSEFUL TUNE-IN by the people who buy
those products. We believe this purposeful tune-in is the radio
equivalent of the paid subscription in printed media . . . that it
produces the most sales for the advertising dollar.
Cincinnati

time

buyers

know

this

that's why

WSAI CARRIES MORE DEPARTMENT
STORE ADVERTISING
THAN ALL
OTHER CINCINNATI STATIONS COMBINED!

CINCINNATI

UlSfll
n-B'C
A

MARSHALL

FIELD

STATION

REPRESENTED

APRIL 1948

BY

AVERY-KNODEL
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Only news has approximately the same
appeal day and night. The high |X)sition
of religious programing is a surprise to
many students of radio. Few of the other
program figures are. In rating, what was
fifth at night (mysteries — 41%) had more
interest than what was second in the da> time (serials — 39'^'(). This is another indication that the daytime audience listening
desires are not as well satisfied as night'
time yens. When the second most-liked
program type at night (quiz) rates 56%
of the respondents to a survey and the
second daytime preference (serials) rates

tisers have the daylight hours wide open
in which to develop a program form that

what's new on the air, it would appear
that reminder advertising about new pro-

compares with the nighttime's comedy
shows.
There is a question in many sponsor
minds about using program advertising in

grams is vital.
As for the mediums that sponsors may

newspapers. Ff it's a new program about
which the sponsor has to tell his audience,
figures from the survey The Public Looks
at Radio are very important. When
asked if they made any effort to find out
about new programs on the air, 64% said
"no," 35',' said ">es," and 1% just
didn't know. When 64% indicate an
inertia towards finding out for themselves

onl> W", it must he|apparent that adver-

use to sell their new vehicles, 45^;^ of the
respondents indicate that they find their
new air entertainment via newspapers.
Word-of-mouth is right next to radio as
an audience builder for programs with
26% of listeners indicating that broadcasting brings them news of new programs
and 24': ( . the conversational route.
Both advertisers and network
execu.S%
tives seem undisturbed about "non29%
listening" (SPONSOR, February 1948). The
Public Looks at Radio mjy bring both up
short. The report indicates that nonlistenersMorning
are in the following p'opjrtions :
Af lernoun

NEW TOWER

On total listening per day, a figure upon
which most advertisers and broadcasters

More tflectin Power
New

V:'' ! XI

tower

and

now

completed.

300

foot

transmitter
465

ground

system

vides 100% increased
Listeners

BASIC

to WEMP

hail

foot

.Xverafte I.isieninti p^-r Day
Over six hours
Five to six hiiurs
Four to five hours
Three to four hours
Two to three hours

2h%
10%
10%
l-^%
16%

{Please turn to page 78)

and

IT'S THE

procoverage.

improvement
service

would like to concentrate, 26' < listen over
six hours. From this period dawn, hours
of listening are as follows:

mE

MAKES

A STATION

MONROE.

area.

GREAT!

LOUISIANA

HAS MORE
LISTEN^S

ABC

in Northeastern Louisiana

jiifli^ '^ >^ WEMP

A. M,

^■Combined!
Thai^l
Other Stations
AFFILIATED

AMERICAN

WITH

BROADCASTING
lEHIEtfNTED

CO.

IT

>R>HOWE-SNOWDEN
Avery Knodel Inc.
National Representatives
•35,000 Effective Radiated Power
beginning April 15, 1948
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n the rich, progressive Southwestern area served by
WFAA

News

WFAA, news /s important. Today WFAA's vast audience demands
complete, accurate, frequent newscasts. That's why we offer so much
news every day on WFAA... 95 newscasts per week, locally gathered, edited and prepared by the WFAA Newsroom, independently
of and in addition to NBC and ABC News and Commentary.
Beginning at 6:00 A.M. each morning, the WFAA Newsroom
pours out a steady stream of news and information with a minimum
of 12 newscasts daily (and more on some days) over WFAA — 820,
WFAA— 570* and WFAA— FM.
The important job of directing, coordinating and writing all these
95 weekly newscasts falls to Sidney Pietzsch, WFAA News Director,
and the Newsroom staff of six full-time, experienced and able news
writers and editors pictured to the left.

"'^^

Foreig

WFAA's volume of news is kept flowing from Associated Press
wires and United Press wires, plus State Associated Press wires —
plus leg men in the Dallas-Fort Worth area spending full time gathering local news to supplement wire services. With all these facilities,

World News

the WFAA Newsroom digests, analyzes and rewrites each day's news
... to provide up-to-the-minute coverage and reporting of world news,
national news and local news, instantaneously, as it happens, fully
and accurately.

lPe»e)

Ho«

Even this is not all of WFAA's complete news service! Special
events, public service and farm news are handled separately — in
addition to regular newscasting at WFAA. This, with our regular
daily news programming, bears out our claim that WFAA offers
the finest and most complete news service oi any station in the
Great Southwest.
*By order of FCC, WFAA
570 Kc. (5,000 watts).

^rnor
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T
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THE

(50,000 watts)
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WAY

• Largest, Most Experienced Staff
• Proven, Popular Programming

EWerV
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and half time on
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SOUTHWEST

• Complete Modern Facilities
• Complete, Effective Coverage

Owens

DALLAS,

TEXAS

820 NBC 570 ABC
TEXAS

QUALITY

NETWORK

Radio Service of the Dallas Morning
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BifA^ie DOES IT AGAIN!
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total of 527,209

pieces of mail poured into WNAX

during f947, proving more
Aggies

convincingly than ever that Big

listeners are loyal and responsive. More

than 74%

'J

of the letters were directed to commercial programs, either
ordering or inquiring about a WNAX-advertised
Mail came from 400

of 401 counties in the WNAX

state area plus another 100

outside counties. Maps

the complete story have been distributed.
yours or want additional copies,
write us today.

product!
fivetelling

If you don't have

It's packed with

information you'll want to know
about Big Aggie Land, the richest
agricultural region

SIOUX
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in the world.
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signed and nnsigned
SfUi-ndo^, Pen>la*utel Qltofu^e^
NAME
Joseph L. Andrews
Edward M. Bland
Harry C:. Chrabot
Howard S. Cook
Wallace T. Drew
(Jerrit E. Roelof

FORMER

NEW

AFFILIATION

Schenley Distillers Corp (Schenley Import Corp
div), N. Y.. vp
John Wanamaker, Phila., adv dept
Jefferson Electric C:o, Bellwood. III., Western sis
superv
American Home Products Corp (American Home
Foods div), N. Y., asst adv mgr
Bristol-Myers Co, N. Y.
Walt Disney Productions, Burbank, adv, publ dir

AFFILIATION

.Same (Calif. Vineyards Assn div), N. Y., sis, adv dir
Philco Corp (Atlantic .Sales div), Phila., TV sis prom mgr
Zenith Radio Distributing Corp, Chi., in chge adv. sis prom
Bridgeport Brass Co (Aer-a-sol div), Bridgeport, C;onn., adv
dir
Same, asst adv mgr in chge prod adv, radio progs
adv mgr
Pan-American
World
Airways (Pacific- Alaska div), .S. F.,

/IdoeAiiU^u^ /i<^e4iJC4^ P'e/iAxi-^ui^ QUai'U^e4,
NAME

ir

Walton Butterfield
Damon Carter
C. H. Cottington
Wickliffe W. Crider
G. Potter Darrow
Frank E. Delano
Rodney Erickson
Clarence Fisher
Robert L. Foreman
William Frietsch Jr
Charles H. Furey
Nathan Goldenberg
George Guinan
Stuart Harding
Albert E. Hebert
Champ Humphrey
Josephine V. Keim
George E. Kelly
Annette Kennelly
W. T. Kilduff
Lillian Kirk
Frank J. Kivlan
Hall Lamb
Dan J. Loden
.Shirley Luby
Floyd B. Lyie
John Mc(^lean Jr
Mel Mohr
Thoitias H. Moore Jr
Miller Munson
Leslie Norins
Ray Oviatt
Ben Pearson
Jim Pease
Robert B. Pile
Arthur A, Porter
Kenneth Schlasinger
William F. Schnaudt
Willard Schroeder
James C. Sheridan
Henry L. Sondheim
Tyler Spafford
Jean Starr
Harold W. Steck
Nathan A. Tufts
G. M. Wagner
L. E. White Jr
Robert Wolfe
Charles J. Zeller Jr

APRIL

FORMER

NEW

AFFILIATION

H. B. Humphrey, N. Y., acct exec
McCann-Erickson, Boston
Erwin, Wasey, N. Y., vp in chge radio
BBD&O, N. Y., asst dir radio in chge TV
N. W. Ayer, Phila.
Young & Rubicam. N. Y.
Foote, Cone & Belding, N. Y.
John Freiburg, L. A., vp
BBD&O, N. Y., radio comml superv
McCann-Erickson, N. Y., media dir
Roy Durstine
Klein, Chi., acct exec
Hearst magazines
Foote, Cone & Belding, S. F.
Franklin Fader, Newark, vp
Gardner, St. Louis

Louis Robert Korn, Boston, acct exec
Same, vp
H'wood., radio dir
Dorville, Phila., vp
Foote, Cone & Belding, N. Y., vp
Young & Rubicam, N. Y., in chge We the People
.Same,
vp & Ryan, L. A., acct exec
Ruthrauff
Ralph H. Jones, Cinci., research, media dir
Peck, N. Y., radio dir
Kuttner & Kuttner, Chi., acct exec
Robert W. Orr, N. Y., acct exec
Blow, S. F., media buyer
Raymond, Newark, acct exec
Same, media dir
Same,
Dorland,vp N. Y., acct exec

Monroe F. l>reher, N. Y'., copy chief
W. Earl Bothwell, Pittsburgh, acct exec
Arthur Meyerhoff, Chi., timebuyer
WSAI, Cinci., sis rep
WGR, Buffalo

Olian, Chi., timebuyer
Kilduff & Co (new), Cinci., head
Adam F. Eby, Buffalo, acct exec
Peter Hilton. N. Y., acct exec
Charles A. White, Phila., radio, TV dir
Same, radio dir
Ben Sugarman, Toronto, acct exec
H. K. L., L. A., acct exec

Ruthrauff & Ryan, N, Y'., copywriter
KYW, Phila., acct exec
Van Sant, Dugdale, Balto.
McKellar Publications, L. .\., dir
Pedlar & Ryan, N. Y.
S. L. Fiess. N. Y.
WOR, N. Y'., prog coordinator
Erwin, Wasey, Seattle, mgr
Lockw'ood-Shackelford, L. A., acct exec
A & S Lyons, Beverly Hills, radio dir
Thor Corp, Chi., vp
Lactona Inc, St. Paul, adv mgr
Leo Burnett, Chi., acct exec
Frederic W. Ziv
WINS, N. Y., gen mgr
Young & Rubicam, S. F., acct exec
Raymond Spector Co, N. \.
Grant, Chi.
McCann-Erickson,
writer

AFFILIATION

Same, vp

N. Y., free lance radio script

W. Earl Bothwell, H'wood., West Coast mgr
Doe-Anderson, Louisville, prodn mgr
Gibbons, Tulsa, vp, radio dir
Kenyon & Eckhardt, N. Y., assoc radio dir
Guenther-Bradford, Chi., radio dir

Sullivan, Stauffer, Colwell & Bayles, N. Y'., acct eiec
Gunn-Mears, N. Y'., radio dir
Cowan & Dengler, N. Y'., radio, TV head
Ruthrauff & Ryan, N. Y., acct exec
Davis, L. A., acct exec
Hugo Wagenscil, Dayton, superv radio, TV div
Stemple-Oleneck, L. A., radio dept head
Salem N. Baskin, Chi., acct exec
Olmsted & Foley, Mnpls., acct exec
Same, dir media anal
Manson-Gold-Miller, Mnpls., media dir
Nolan & Twichell, Albany, radio dir
Ketchem, MacLeod & Grove, Pittsburgh, radio. TV dir
Wakefield, S. F., vp
Gerald Lesser, N. Y., media dir
Same, Dallas, acct exec
Pat Patrick, Glendale, acct exec
Same, radio copy dir
Same, vp
Same, media buyer
White Advertising Agency (new), Tulsa, head
Same, H'wood., head
Simtnonds & Simmonds, Chi., vp, radio^dir
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THE PEOPLE

LOOK

(Continued Jrom page 74)
One to two hours
14%
One-half to one hour
6%
Fifteen minutes to lialf liour 2%
I'p to LS minutes
1%
Don't listen
2%

in downstate
ILLINOIS

More Public Opinion survey respondents think that radio is fair on public
questions than believe that newspapers
are fair. They reported:
Radio
Fair

79%

.Newspapers
5.S%

The feeling of radio's news'unfairness
among those who are anti-broadcasting
(13%, since 8'^,y didn't hazard an opinion)
is attributed to advertisers (32%), station owners (269c'), and commentators
(18%). The balance, 24%, think the
guilty parties are "someone else" or just
"don't know." It's important to sponsors to realize that although the critics of

gottne

• That's how Lazy Bones, in
the person of Ted Chapeau.
starts his disc jockey show
every week-day afternoon on
WMBR and the only sleepy
thing about it is the drowsy
accents in which Bones plugs
his commercials.
• Local advertisers cant afford to fool around with their
advertising money. It has to
pay off in sales — and quick.
That's why the Lazy Bones
show and the other WMBR participating programs are sold
out solid 95% of the time.
• But when you want your advertising dollars to pay off in
Jacksonville sales, it's smart
to follow the lead of the local
merchants to WMBR.

NOW

5000

WATTS

radio's news are less than H^c, almost
one-third of these put the onus for slanted
news on the advertiser rather than the
station or other factors in broadcasting.
The actual anti-radio percentage of the
entire panel of respondents isn't high on
this question (26% of 1 3% is only 3% of
the whole) but it indicates, as did a recent
college survey of undergraduate opinion,
that it doesn't take too much to put the
finger on broadcasting. The so-called
intellectual minority is suspicious of all
advertising. Paul Lazarsfeld, who analyzed the survey, points out that while a
breakdown of the respondents on the
basis of education reveals that the

MT. VERNON, ILLINOIS

"critics" of broadcasting are preponderently in the college graduate group there
is a high degree of criticism in respondents

• /4e onlf indefiesuleHi

who have "some college" and who have
completed high school. The articulate
minority are anti-advertising. There is
also a marked increase in the criticism of
broadcast advertising in the higher income
groups. The combination of those who
"don't like advertising but will put up
with it" and those who would "cut out
all advertising on radio" in the monied
class amounts to 32% of this group.
Since the higher income group usually
earn or receive their incomes from indus-

one. Urn AM-^M

try, it's significant that 32% of them dislike broadcast advertising.
There are man\ favorable reactions to
radio in this second The People Look at
Radio report. Asked if they thought that
schools, newspapers, radio, local government, churches were doing their job, the
respondents report in the following
manner:
(Please turn to page 98)

fuUe

WMIX-AM

1,000 watts

WMIX-FM

15J00
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represented by
JOHN

E. PEARSON

COMPANY
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SPONSOR

J.

:

S'^-^e^a . . . it^^

WWJ-The Detroit lews
FIRST in PUBLIC SERVICE features for more than 27 years . . .
tirelessly working in the public
interest, constantly retaining
TOPS

in TALENT

. . . with

community confidence.

Detroit's best-known, best-liked
personalities, combined with the
world's finest through WWJ's
20-year-old NBC affiliation.

WWJ's leadership in PUBLIC
ACCEPTANCE is evidenced by
the results continually obtained
for its advertisers . . adding
prestige to their products, force
to their saJes messages, and
increasing sales through lowered
sales resistance.

FIRST

IN

DETROIT
Notional

Owned
K^presenlativti:

and
THE

Operoled
GEORGE

by
P.

THE

DETROIT

HOLLINGBERY

NEWS

Bosic

COMPANY

AM~950
xnocrcLts-sooo
waits
FM~CHANN(l
34*~97.l MCQACrCtrS
Associate

Teievision

Sfof.on

WV^JTV

NBC

Arr./.ole

I
PARTICIPATING

PROGRAMS

(Continued Jrom page 25)
recipe, home
furnishing, beauty, and
fashion information.
Today Craig talks of books, current
events, movies, theater, and living in
general. She block-programs her commercials, pie with coffee, rugs with curtains, soap with dishwashers, etc. She
also block-programs her editorial content.
She has found out, as most successful
program mentors have, that variety in
the program must be in the presentation,
not too obviously in the material. When

a program jumps all around the lot it
doesn't build an audience. The program
must be integrated so that the listener
does not have to do mental handsprings
to follow it.
Most successful programs on local
stations have, like wildflowers, just
grown. Program managers don't seem to
have the time to devote to building a
women's catch-all vehicle. Some of the
girls bemoan the lack of a guiding hand.
Time and time again local women broadcasters come to New York or Chicago to
ask help of the "names" in the field. They

w 9'YU.H
HoKE
THIS TOR
LI
MAIL- PULL?

don't know the available program material sources and they find it difficult to
fill their 15 minutes. Once they're established, they discover it's a matter of selection, not one of enough data. For the
most part participating program guardians are happy to be left to their own
devices.
A number of the programs have discovered that great time fillers, with unusual listener interest, are letters. Once
established any mc could fill up all her
programs just reading letters — and good
letters at that. Most of the mc's are
married, and many of them find that
references to the husband and other
members of the family are welcomed by
their fans. Some keep their private lives
far from the mike, but they are in the
great minority.
The backgrounds of the mc's also
flavor what they emphasize on their programs. Former fashion writers play up
fashion. Home economics specialists
stress cookery. However they all learn
not to teach, not to talk down, but to
share the fullness of their lives with their
listeners.
Sponsors who weigh the use of women's
participating programs from the cost
factor are often tempted to try to buy
one-minute spots near high-rated programs instead. The trouble with this is
that there are few one-minute spots
available next to high-rated programs.
If the station is a network affiliate, there
are no one-minute spots between programs (only 20-second station breaks).
If the station is an independent and has
some top-rated programs, one-minute
spots are about as scarce as hens' teeth.
In some cases, one-minute spxjts on
participating programs cost no more
than straight one-minute commercials.
In others the premium may run as high

c've been telling you for yars
and yars that Red River Valley
people really "go" for W I).\Y.
But here's a ease history that
surprised even us!
One of our WD AY advertisers recently put on a 28-station contest, using a lot of the best stations in Mid-America. At the
close of the campaign, the
Agency told us the various costsper-entry. WDAY led the list,
with a cost of .087. The average
cost for the other 27 stations
was $2.43!
Any \^ D.\Y advertiser can tell
you that VtDAY and the Red
River Valley are hard to beat.
But for an actual resident's advi«M'. f;sA' vftitr Inctil representative!
80

as 50%, although 20*^^ is a fair average.
It's generally more reasonable from a
result point of view to buy a participation
than it is to buy a one-minute announcement even if the latter were available,
which in most cases today it isn't.
There's no rule of thumb upon which
a women's participation program may be

FARGO, N. D.
NBC

■ 970
5000

KILOCYCLES
WATTS

"^Jp—

FREt'&PKTERS.ha
' N.iilo..r HifTi leittAtm

bought. A rating doesn't tell a sponsor
very much. Each participation must be
checked via some other sp)onsor's cash
register. Women's participating programs are basically salesmen. If they
sell they're worth a premium. If they
don't, the answer to adequate local
coverage for a sales message may be
chain breaks, a good local program, or a
top-flight open-end transcribed
tion.

produc**♦

SPONSOR

JOSEPH K.BURRIN
Pharmacist
Covington, ind., says • • .

K. Burrin, a graduate last June from Purdue Universit},
Joseph
his own drug store in September at Covington, Indiana.

bought

He's a strong believer in advertising. Burrin's Pharmac) ad\ ertisements
appear regularly in the local weekly paper and on the local theatre screen.
Although he does not have opportunity to use radio advertising, he knows
it works. ">X'hen the cold remedies started to move in the fall, " he reports,
"I noticed it's the brands the) hear about on the radio that people ask for."
890 Kilocycles

Mr. Burrin's reaction to radio is typical of most small-town merchants
in the ^"LS area. And radio in Fountain County means W'LS — for VC'LS
has the highest BMB in the count), 88% day and 919<- night. In 1946,

50,000 Watts
ABC Affiliate
Represented by

W'LS received 4,172 letters from the count)'s 4,530 radio homes — 92%
response! Here's ample proof of listener confidence in W'LS — confidence
built up in 24 years b)- giving listeners the kind of service they need,
entertainment they want.
Covington, 145
This county is an
79-5% rural. Retail
of it in food sales

John Blair & Co.

miles south of Chicago, is the Fountain county seat.
important market. Total population is 18,299, with
sales in 1946 were 121/3 million dollars, over 3 million
alone!

This important county is only a small part of the market intensively
covered by W'LS. In Covington and Fountain County, as in man) other
Midwest
communities,
is the leading
station
— most
listeners,
most influence
. . . and W'LS
the merchants
know radio
it ! For
further
details
about
W'LS — its audience, its market, its results — ask any John Blair man.
AFFILIATED IN MANAGEMENT
APRIL

WITH THE ARIZONA

NETWORK:

KOY, PHOENIX . . . KTUC,

TUCSON

1948

. . . KSUN,

BiSBEE-LOWELL-DOUGLAS
81

Big enough
to be smallest
Obviously, you've got the best in Radio
when you can spend money for a "big"
program and still get listeners at small cost.
That's why the shrewdest buyers of Radio —
the men who use Radio most and know it
best— so overwhelmingly prefer the two
top U.S. networks, the TYPE I networks,
the "big audience" networks.
Advertisers can afford to put a "big"
program on a TYPE I network because
these networks, with their stronger,
better-balanced facilities and stronger
schedules, deliver more customers in more
markets to their programs — producing tlie
lowest cost per customer in all Radio !
And more of the lumdred largest users
of JAudio prefer CBS to any other network.
For the unbiased figures show that CBS
delivers its LARGE audiences at LOWER
costs tluui ANY other network.
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40%

HOOPER SAYS whec share
OF LISTENING AUDIENCE IS . . .
*Combme<l average Morning, Afternoon,
and Evening Hooper Index for1947.

A ROCHESTER

NEWSPAPER

IN A RECENT

HOUSE-TO-HOUSE SURVEY ASKED, "WHAT IS
YOUR FAVORITE ROCHESTER RADIO STATION?"

39% O

SAID
26
12
11
8
4

ff

n

WHEC

PERCENT SAID, "STATION B."
PERCENT SAID, "STATION C."
PERCENT SAID, "STATION D."
PERCENT SAID, "STATION E."
PERCENT SAID, "STATION F."

N. Y.

itei
^c4eWATTS
of^B5,000
National
APRIL

1948

Representatives:

J. P. Mc KINNEY

&

SON,

Now

York,

Chicago, San

Francisco
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AM

the WATV Test-Pattern is now being telecast
daily in the New York area on Channel 13.
I \ the new WATV
r^i:^^J^

ht

Mobile Unit will begin remote

operations in April.

the WATV main Television Studio, the world's
largest, (84' x 82'), is rapidly nearing
completion.

A Winning Combination . . .

PROGRAMS

ON FM?

I (Continued from page 40)
of the second transmitter. Eventually
there will be a rate adjustment which
takes into account the fact that network
programs are being fed to listeners via
two stations in the area. Instead of a
separate rate for FM and AM there will
be a combined rate, such as WWDC and
WWDC'F.M has established, which will
be subject to a discount if the FM station
does not carry the program.
No rating service except the Pulse of
New York and its related Pulses in
Boston, Chicago, Cincinnati, New York,
and Philadelphia, is reporting any special
FM indices of network program listening.
Hooper is not asking a special FM question, but believes that respondents call
the FM affiliate of a network outlet by the
call letters of the AM station more often
than they identify it correctly. Since
Hooperatings are basically program ratings this does not affect the show reports.
Nielsen Audimeters can be adjusted to
record FM listening but practically no
FM-AM Audimeters are in the field at
There has been an increase in listening
present.
to
networks during the last two months.
It is, however, too early to ascertain
whether this increase is due even in part
to network programs on FM stations in
I areas that couldn't hear the programs of
one or more chains too clearly before.
A confidential survey among station
licensees just completed by a major network reveals that within a little over a
year 75^c of web service areas will be able
to dial their network programs on either
FM or AM. It appears that in two years
commercial duplication will be almost
100^, unless the musical or other union
problems should once again force nonduplication of network programing.

WAPO-FM...
Pioneers in Chattanooga
Affiliated with

National Broadcasting
Company
Represented by

H E A D L E Y-R EED

COMPANY

Many network stations, however, are
using their station time (periods during
which there is no mandatory commercial
network service) to program their FM
station differently from their standard
broadcast operation. There will be separate rate cards for local and national spot
advertisers for this operation. What it
will be, most stations report, cannot be
decided upon at present.
There is no question but that listening
audiences are being split up between AM
and FM, and where there is TV, by the
visual medium also. What is listened to
or viewed and who looks or listens is still
a to-be-researched field. There is a great
area in which the field of broadcast advertising knows very little; F.M has increased that area.
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SPONSOR

/yofi^^

The Most Demonstrable
Table Combination You've
Ever Had on Your Floor
and it's priced for volume business!
RETAIL LIST PRICE

MATCHING RECORD CABINET . . . $39.95
Ylei\ Coast Slightly Higher

Here is a new Zenith model designed to

$9995

walk off with the bulk of the business in
the important table combination bracket.
It is a quality set through and through.
NOTICE
SELLING
• COBRA

THESE
FEATURES

TONE

terrific performance, it is far ahead of any-

. . .

thing you have yet seen. You will want to

Zenith's new way to play records. Makes them sound better
—last longer.

advertise it, display it, demonstrate it . . .

• GLIDE-AWAY

ARM

With its tone quality, beauty of design and

COVER

. . .

Entire cover glides back so
phono unit is open for easy
loading.
• NEW

"DIALSPEAKER"

for this set has real features that your customers will see and like.

Keep An E/e On

. . .

New Zenith development for
bigger speaker— larger, easier-toread dial.
• SILENT SPEED CHANGER...

Quickly, gently changes 10 or
12-inch records.

^fuSi /^<^ (x^cnd^^i^ft' • ^00/ Z?xc^e^ //c^ • Ci^iu^ 39, c^^
APRIL

1948
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IN THE RURAL

INTEREST

serve, it is claimed, through six FM stations, 80',< of the farm audience within
New York State. The stations will use

(Continued Jrom page 34)
cooperatives. Men like Arthur Church,
head of the Midland Broadcasting Com'
pany of Kansas City (KMBC), realize
that something has to be done to serve the
farmer as a group apart from urban populations. A number of stations on the
West Coast have started thinking about
building a local chain to serve farm needs.
Up in New York State, ten farm organizations have underwritten a non-profit corporation known as Rural Radio Foundation. The foundation in turn owns the
Rural Radio Network,
Inc. which will

programs that are basically urban. Even
the comedians will avoid references to

Hollywood and Vine. This doesn't mean
micro-relays to pass along the programs that the gags will have hayseeds behind
from one to another. Each transmitter is
their ears, but that they'll be phrased in
on a fairly isolated peak in a rural area.
patois of the land, not Lindy's or hot
RRN hasn't set its program structure
The head of RRN is R. B. Gervan,
yet. It knows that it will be useless to
spots.
former!)' director of information for the
program after 10 p.m. Its audience isn't
awake at that hour, except on a Saturday Cooperative Grange League Federation.
night. It has plans that are vitally con- His was the responsibility of buying time
cerned with remotes — broadcasts picked and programs to get the message of the
up from rural church functions, grange co-op across to its members. He started
meetings, county fairs, and all the social with one program once a week on one
functions that are planned for the farmer. station. In his peak year he placed 3,000
It will sell no urban audience, have no time and program deals. This included a
daily program broadcast over a specially
linked network covering New York and
New Jersey. He discovered how hard and
expensive it was to reach the farmer by
himself.

WISCONSIN'S
/\/ecaei^ and

MOST
POWERFUL
RADIO

RRN will operate out of Ithaca, where
no doubt it will have the advice of Mark
Hanna, manager of WHCU, who has
made this daytime station of Cornell
University both a credit and a profit to
the educational institution. WHCU and
RRN are located in the same building,
which would seem to indicate more than
the normal degree of cooperation between
(Please turn to page 95)

STATION

deli'^rt,.

OMAHA
AFFILIATED

M. B. S

1070 Oh, iftui^ dud
MADISON

3, WISCONSIN

Represented by HEADLEy.REED
90

COMPANY

Council Bluffs
lus WATTS
BASIC ABC p•5000
Represented By
EDWARD PETRY CO., INC.
SPONSOR

PROMISE
SPONSOR

NO. 3

has buill a reputation for sure-fire issues, month in

and month out.

But t>vice before we've seen fit to give promise of

extra-special features in upcoming issues.
We've told you
about the FALL FACTS digest highlighted in the July 1947
issue; the NAB EVALUATION analysis in the September 1947
(NAB) issue.
You loved them both, and afterwards told
us so*.
This policy of advance notices of outstanding
features will continue. Right now SPONSOR is
interviewing sponsors and their agencies in a uniquely
meaningful study.
"What the sponsor asks of the NAB"
will be featured in the May (NAB) issue.
The issue will be
published two weeks before the Los Angeles
Convention, will be additionally distributed and
discussed at the Convention.
We believe that it will grip the
interest of sponsor, agency, and radio station readers.
The May (NAB) issue constitutes an exceptional
advertising opportunity.

Advertising forms close April 15.

Important reading for important people

* You wrote things like thii:
"Congratulations on your September (NAB Evaluation)
issue which is chuck full of ideas which will help us to make
monev for ourselves and our clients."
Richard Jorgensen
Richard Jorgensen Advertising

♦ ♦

•

"For the first time I have had the experience of picking up a
publication the contents of which, from cover to cover, impressed me as having been prepared for me andC. me
alone."
E. Hooper
C
E.
Hooper,
Inc.
* * ♦
"The July issue of sponsor is a knockout."

Howard Yeigh
J. Salter Thompson Co.

"Your July Facts issue is the best one of any trade paper at
any one time. You deserve hearty congratulations. I can
H. C. Wilder
use a couple extra copies."
^SYR

"I was gratified to notice the terrific amount of space that
you devoted to spot broadcasting in this
issue (July)."
WellsjH.
Barnett, Jr.
John Blair & Company

"Your current issue (July) is the best one yet. It has a
tremendous amount of information in it. If I were a sponsor
— heaven forbid — I wouldn't be without it."
Paul Denis, Radio Editor
New York Post

WWJ-TV received a 21% return on
its postcard survey of TV listening in
Detroit made during the period December 10 to January 14. The responses
came 65% from homes, 24' ^ from public
places, and 11% from dealers. The program receiving the greatest number of
"excellents" was the NBC Newsreel. It's
scanned twice weekly, at 8 p.m. Wednesdays and 3:30 p.m. Fridays. Out of 463
replies 237 homes, 72 public places, and
28 dealers rated it tops. Only one respondent tabbed it bad, 19 pxxjr. The
balance, 93, felt it was good.
In the order of "excellent," viewers
rated the balance of their viewing in the
following sequence:
Hockey Hi; "B" Pictures (motion pictures)
I.S.?; Junior Jamboree (juvenile) !4S; Fun and
Fables (cartoons) 147; Free for All (aud. participation i124; Point of \iew (round table) 108;
Comics (slides & skits 116; T\ Matinee home
economics) «7; Powers School (charm course)
70; Man on Street (Interview) 60; Sketchbook
(dept store mdse) 37.

The WWJ-TV survey also turned up
the information that the average television home in Detroit has five viewers
per set, the average tavern 43 viewers,
and the average dealer nine. It also revealed that when the station scanned the
Rose Bowl football game, in which the
University of Michigan participated, the
average viewers per home jumped to 11,
the public-place viewers to 128, those in
dealers' stores to 80. The Motor City is
sports-conscious plus.
♦ ♦ * By October 1948, Chicago will
be linked via coaxial cable with Mil-

More than half the FM stations in the
nation are using breaks between programs
to remind their listeners imany of whom
are hearing FM on a friend's receiver) to
'be sure your new radio has FM."
This
92

waukee, Toledo, Detroit, Cleveland, and
St. Louis, and several networks will be
feeding their affiliates visual programs by
that time. The Eastern link in the chain
(New York, Philadelphia, Schenectady,
Boston, Washington, and Baltimore)
will be extended to Richmond by December and at that time is scheduled to
join the midwestem Icxip.
* * * There will be over 190 applications pending for TV licenses by June
first according to present indications.
* * * Frank H. Lee Company (hat
manufacturers) will present Drew Pearson
on TV, as well as on the ABC network,
as soon as plans can be completed to give
the program a visual aspect.
* * * The Crosley Broadcasting Corporation (WLW, Cincinnati) will have
three TV operations on the air by the
end of 1948. WLWT in the Queen City
is now telecasting, WLWD (Dayton)
will be on the air sometime in November,
and WLWC's location in Columbus, O.,
is being cleared with the Civil Aeronautics
Authority now. Crosley hopes to be able
to cover a good part of its radio service
area through multiple ownership of TV
stations.
* * * While AP announced (at a
Hollywood convention) that it was dropping its immediate plans for a TV newsreel, INS and UP are going along with
their plans full steam. INS beat all the
theater newsreels with film on the Czechoslovakian crisis during March.
* * * RCA-Victor has brought its
booklet "What's your television I.Q.?"
up to date and expects to distribute well
over 1,000,000 this year.
* * * Besides his 10,000,000 feet of
stock film for TV, Frederic Ziv has some
75 full-length feature films for lease to
stations. Pictures include in their casts
such players as Alan Ladd, Bela Lugosi,
Doris Day, and Parkyakarkus.
* * * Duane Jones has combined the

is an FMA-inspired campaign.
* * * 483 FM stations were on the air
at the end of March.
* * * Ten regional FM networks are
either functioning on a pilot basis or plan
to be in operation within the next three
months. Regional networking for specific
sections of the radio audience seems
destined to be an important part of FM
service in the years to come. Stations
will themselves operate their own microwave relays and thus networking costs
will be kept to a minimum.
* * * Sevcnt\-fivc per cent of all FM
stations are owned by AM station oper-

fad of "Who Is It?" with jigsaw puzzles.
During the telecasts of Missus Goes
A'Shoppiy^g (WABD, New York), John
Reed King, the mc, builds the face of a
noted personality, piece by piece, while
viewers
are asked must
to identify
Who."of
The
contestants
write "Mr.
the name
"Mr. Who" and 25 words or less on the
subject "What changes television has
brought to your home," on the back of the
wrapjDer of any one of the sponsors' products. Duane Jones advertisers using the
program on a revolving basis arc SweetHear t Soap, Bab-O, and Mueller Macaroni products. The grand prize will bt a
Launderall Washing Machine. Results of
the contest are going to be judged b> the
advertisers, says the agency, on a costper-sale basis. Walter Ware, TV- director
for Duane Jones, feels the time has come
to make television in New York deliver
sales that justify telecasting expenses.
* * * Over 16,000 TV receiving sets
were in use in Chicago as March drew to a
close. At the beginning of the wind\
month Chicago passed the 15,000 mark
and WBKB's rates went up to a base of
$500 an hour. Captain Bill Eddy, director of the station and Balaban & Katz
television activities, stated that not onl\
were available viewers increasing by leaps
and bounds but that the switch was to
home receivers. Whereas a year ago a
majority of the sets were in bars and
grills, today only 22% are so located.
Residential installations account for
69.7% of the 1 6,000 sets in the area. The
balance are in use in dealers' stores.
WBKB's rate during the period in which
from 5,000 to 15,000 receivers were in use
was $375 an hour.
* * ♦ American Tobacco will have a
number of TV programs on the air this
spring. There'll be a mystery, Barney
Blake, produced by N. W. Ayer, Tonight on
Broadway produced by Martin Gosch for
Foote, Cone and Belding. and a number
of other to-be-announced vehicles.

ators. One-third are controlled b> newspap)er-AM station managements.
* * ♦ Cincinnati's WCTS-FM will be
serving trolleys and buses with five-minute radio packages— music, newscast, and
commercial. During a study made by
the Taft interests 96', of all riders in the
trolleys and buses noted on survey cards
that they approved of the idea. Baltimore and Washington won't be far behind
the Queen City and WilkesBarres WIZZ
may have its transitradio plan, called
Transcasts, in operation almost as soon as
WCTS. The latter are also affiliated with
the Hulbert Taft organization.
SPONSOR

CameVs Choice . . , NBC Television
Kighl now the R. J. Reynolds Tobacco Company is starting something —
what will he one of television's most elaborate, exciting developments
— The Camel Newsreel Theatre.
Naturally, when Camel decided to sponsor a new full-lengtb newsreel
each day. 5 days a week — naturally, the choice in television was NBC.
So . . . excuse this paraphrase of Camel's Choice of Experience clincher:
Let your own experience tell you why more sponsors are choosing
NBC Television than ever before.

Here's how

CAMEL

Telecasts the NEWS!

Result: more news, more
viewers, more Camels.

NBC Television
NATIONAL

BROADCASTING

30 Rockefeller Plaza, New York 20, N. Y.
A Service of Radio Corporation of America

COMPANY
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what
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rANT TO GET THE

promotional

dollar

MOST

in New

for yOUT

England?

Bend an ear, then, to this case history!
The advertiser's name. Tern Incorporated. The product, a liquid household detergent. The promotional plan,
offers of free samples during a 13-week
test period. The media, five prominent
New England stations.
Cost per inquiry ( including station
time, manufacturing, mailing and postage, and handling charges) ranged
from $4.35 for one station all the way
down to 30c for Mildred Carlson's
"Home Forum" program on WBZ.
Why
WBZ?

this sensational success on.
The advertiser credits it to

Miss Carlson's sparkling enthusiasm . .
and to her acceptance by thousands and
thousands of housewives throughout
the six New England states. Wherever
you go in New England, people listen
to WBZ..

WBZ

and

like what

they

hear.

WBZA
BOSTON

SPRINGFIELD

WESTINGHOUSE RADIO STATIONS Inc
KDKA

• WOWO

• KEX

• KYW

• WBZ

• WBZA

National Representatives, NBC Spot Sales — Except for KEX
For KEX Free & Peters

IN THE RURAL

INTEREST

advertiser had to say. The rural team
mate
of KMBC is KFRM.
(Continued from page 90)
The fact that the number of stations on
the units. However, Hanna does not plan the air has increased so much is one reason
to leave WHCU and has extensive plans why broadcasters are gradually getting
for that station and its full time FM away from the idea that all stations must
serve the great mass of listeners. While
affiliate.
For a number of years, Arthur Church the growing tendency to program stations
has been studying the difficult problem of exclusively for the farmer is more dramatic perhaps than other examples of protrying to serve two masters in Kansas
graming for minority audiences, there is
City — the great metropolitan area of KC
and the great rural area of which KC is an increasing number of outlets that are
logically the hub. Being program con- thinking in terms of individuals instead of
scious he knew that he was building a millions of homes. Oldest of these is the
station,
WQXR
(New
number of programs that would enter- "good music"
tain both rural and urban Kansas, but he
knew that his urban and rural audience

York), now owned by the New York
Times. There are, however, a great number of other examples that have been
doing a similar programing. WHN (New
York) and WHDH (Boston) are leaders
in the field of reaching sports listeners.
News and music stations abound throughout the United States and while they
make little attempt to supply something
for everybody, their audiences are great
and in some areas like Memphis
(WHHM), the sum total of the so-called
minority listeners frequently adds up to
more ears than major network outlets
deliver.
♦ ♦ »

didn't listen at the same time. After
mature consideration he decided to make
application for and build another station
—a station in the middle of rural Kansas,
but which would be programed where the
talent was available, in Kansas City. To
the casual observer this would appear as
though Church was cutting his KMBC
audience into two pieces. He was, but
only from a transmitting point of view.
Church was planning for advertisers a
"team" operation, through which they
could reach both urban and rural Kansas
at the time each wanted to hear what the

The Texas Rangers transcriptions
of western songs have what it
takes! They build audiences . . .
they build sales. The price is right
—scaled to the size of the market
and station, big or little. Standard
or FM. And The Texas Rangers
transcriptions have quality, plus
a programming versatility that
no others have.

Wire, write or phone for
complete details.
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THEy GAVE

Retail Sales in

WPTF's Primary
Market Exceed

BILLION
$$

A YEAR

n

More Proof That

No. I Salesman
in North Carolina
the South's

No. 1 STATE

FREE & PETERS
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(Continued from
direct mail and
at least in the
were using these

AWAY

page 43)

newspaper advertising way that the Sanditens
mediums back in 1932.
The three brothers didn't jump right
into broadcasting with all their advertising cash. Maybe, they thought, the
cigar lighter offer results were simply a
fluke. No sense in disrupting a proved
success formula. So they conferred and
came up with $1,000 to spend in radio.
They bought spot announcements, and
the year being 1932 they were able to
buy very good spots. They experimented
with different commercials. They checked
different time availabilities. No matter
what they tried, they found that broadcast advertising sold auto accessories.
Some ideas sold more than others, but
regardless, radio moved their merchandise. The second year the radio advertising budget was upped to $2,000. No
big gamblers the Sanditens.
The third year it was decided to spend
a little real advertising money on the air.
Station KVOO was employed to build a
30-minute variety program for OTASCO,
as the Oklahoma Tire and Supply Company was becoming known. The program
was also fed to WKY (Oklahoma City),
to which the Sanditens were beginning
to spread their business.
Variety was satisfactory in so far as
the merchandise in their stores was concerned. It sold merchandise but not
enough. It convinced OTASCO that
newscasts were a better vehicle for their
selling. Starting with their fourth year,
the firm has concentrated their selling on
newscasts. This doesn't mean that
throughout the Southwest they haven't
used every type of program known to
broadcasting, but just that after every
test of another program form, they returned to news.
Ten years ago (1938)— six years after
they had purchased their first commercial— the Sanditens were spending more
than half their advertising budget in
radio.
And they were averaging a new store
a month.
By 1941 they had 110 stores and a
radio budget of $40,000. They were buying newscasts on 16 stations. With the
coming of World War 11, they fell heir
to the greatly increased news audiences.
The occasional news-broadcast follower
became a regular and OTASCO reached
more and more ears with its sales mesages. At the end of the war, their radio
budget had reached $70,000. Despite
materials freezes the Oklahoma Tire and

MM ID
PEORIAREA

with

LIVE
TMINT
WMBD has a larger share
of the audience than all other
Peoria stations combined
(Hooper Station Listening
Index,major
Dec. reason
'47— Jan.
One
for '48
this1.
dominance is LOCAL PROGRAMING with LIVE
TALENT.

35

. . . FULL TIME personalities! Out of a total stafif
of 65, over half are exclusively talent and programing
personnel. This personal
touch in news, sports, farm
information,
programs, musicwomen's
and variety
shows represents genuine
community service. Combined with top-notch CBS
features, it keeps WMBD
"First in the Heart of Illi-

nois."

Supply chain had grown to 123 stores.
SPONSOR

It was time to take advertising stock.
When they first started, broadcasting
was a wide open merchandising medium —
but one which, according to authorities
of the time, should be used only institutionally. The Sanditens hadn't agreed.
For their type of operation advertising
had to sell directly. They broke down
the resistance of many station managers
to mentioning price on the air. They
even developed a radio signature that
stressed price.
All their programs open with the musical clang of the cash register — and the
announcement, "Thank you, here's your
change. Remember you always save at
your friendly Oklahoma Tire and Supply

in 1948. Definite plans call for 196 by
the end of the year. The program keystone will still be newscasts, at breakfast,
lunch, and supper, when, D. C. Sperry,

sales from California to Wyoming. These
sales are the bonus that radio delivers.
They're also in effect surveys which tell
the Sanditens where it may be profitable
to open a new store. If there are a great
many mail orders from an area maybe

advertising manager believes, "the entire
family listens, is relaxed, receptive, and

that area hasn't a tire and supply store
which is filling the local needs.
Plans for 1948 call for more and more
radio. The budget for broadcasting is
$100,000. They have not dropped all

most likely to become customers."
Reversing the usual formula in which
sponsors go from spot announcements to
programs, OTASCO expects to go into
spot announcement buying this year.

other media. They're still using newspapers and direct mail, although the air
does get the major portion of the budget.
The chain hopes to grow to 200 stores

They're going to combine their cash
register slogan and their daily specials
into a chain break and try to buy as many
prime availabilities as they can find. * * *

Store."
Two items are sold directly on every
broadcast, no more, no less. One hundred
words of selling copy are used on each.
Each is a special, a leader, at what
OTASCO believes to be a bargain price.
Generally the item is one not advertised
in any other medium. The stores — there
are 175 stores now — have check lists on
which they tally the sales of the radio
specials. The company thus has a day-today record of the efficacy of every program and every station they are using.
They also have a record of direct mail

Sales
Costs
can be

Little Ones
too
"tm^HM^.

WDSU

WTAR-NORFOLK's audience
delivery per advertising
dollar
does
it... and
here's how:

WDSU broadcasts 5000 watts
from the French Quarter to
the Gulf and South Louisiana listeners.
From daily association with time-honored
fiew Orleans hntilutions WDSU has
developed a high quality of integrity.
WDSU devotes program time regularly
and exclusively to the St. Louis Cathedral,
the International House, Moisant International Airport, Tulane University,
Union Station, the Municipal Auditorium,
Symphonies and Operas.
WDSU's dominate Hoopcrating proves that honoring local institutions
creates high listener
loyalty.

V
o^tfa.

'

^
NEW
ORLEANS
1280

WDSU

kc

John Blair & Company,
APRIL

ABC
Affiliate
5000
Walts

Representative

has the greatest metropolitan area
population gain in the nation. 1947 over 1940 ... 43%
more customers, 61% more new households to supply, says
Bureau of Census. And . . . WTAR keeps right on delivering
the BIG share of this healthy market . . .
NORFOLK

-7J

MARKET

Let us give you more
about buying power
coverage. TKey show
WTAR-NORFOLK does

tacts
and
why
such

a thrifty job on your sales
costs, with such handsome
increase in profits.

NBC AFFILIATE
5,000 Watts Day and Night
Operator, WTAR-FM
National
Representatives:

97.3 Megacycles
Edward
Retry &

Co
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TV PROMOTION

gory report "don't know."
The public generally report they don't
want radio in the hands of the govern-

(Continued Jrom page 70)

part

out-of-town

NBC-TV promotion is concentrated on its programs. It finds

Kleig-lighted gala openings such as it

can look in, too. Thousands visit the exhibit daily, get a better idea of how TV
works. Since these visitors are for the
most

by The
video.NBC-Television tour of its New
York studios also sells the visual medium.
Thousands take this escorted walkathon
monthly.

The balance of respondents in each cate-

ment. They don't want newspapers government controlled either. They responded to this question on six different

letum to their homes intrigued, at least,

sightseers,

they

staged for the Theatre Guild's presentation of John Ferguson very effective.
NBC concentrates on publicity and advertising with very little exploitation
being done at present. The recent appointment ofDick Hooper Cex-RCA-TV)
to head an exploitation division of NBCTelevision indicates that this hole is being
The networks are prolific picture
plugged.
sources for all national consumer publications. Many publications call daily upon
the networks' picture files for material.
Thus far they've been able to fill most
requests and television reports in the
press have been well illustrated.
Point-of-sale promotion by sponsors
during the past six months has been
scant. This phase of TV promotion was
a facet of the earlier days of visual broadcasting. Several sponsors state that

they'll soon be promoting. At present
it's the stations' burden — and they're
» • •
carrying it well.

SELL

ALABAMA'S FIRST MARKET
covereAldbamians
1,833,430
d by

Concentrated

You CAN

believe your eyes when

prove that Central New

buying power

figures

England's average income is 13%

larger

than the nation's per family average.* Nor is it an illusion that
this gain over the nation applies to more than half a million
people in the trading area of WTAG — the one station which
completely and efFectively covers all of the prosperous Central
New England market.
National and local WTAG advertisers are quick to recognize that their advertising, aimed at this $549,083,000 income,
brings profitable returns.
"So/ei Monagemenf

WTAG

580 KC

9t

with

lh«

5000 Wo»H

CO. Nolionel Solti Reprntniol,yti
Worc«it*r

Ttlvgrom

—

WKAX
BIRMINGHAM, ALA.
1000 Watts

900 KC.

Ganus C. Scarborough
Gen. Mgr.

Power

WORCESTER

RAYMER

PAUL H
y^Jfjl) AfTilioltd

Surrey of Buying

Power

HERSHEY McGILlVliA, INC.
NATIONAL REPRESENIAIIVES

Cozetle

SPONSOR

PEACE— IT'S WONDERFUL!
{Continued from page 14)
a matter of negotiation. Petrillo nevertheless gave an indication of being more
than reasonable about the matter by
agreeing to the scanning of the NBC
Symphony on March 27 without any
extra fee at all. Future video presentations of the Symphony, if NBC should
want to continue to telecast that
great musical organization, would not increase the musicians' scale very much.
It was understood that the prohibition on
the TV use of theater musical motion
picture films stands. It was agreed, however, that the networks will be permitted
to serve their affiliate stations with filmed
transcriptions of their TV programs, thus
enabling the chains to service outlets that
may not be connected to the webs by
coaxial cable or microwave relay, for a
long time.
A number of stations have cut their
musical staffs during the past year, under
the protection of the Taft-Hartley act.
The fact that the networks did not try to
reduce their staffs was one of the reasons
why Petrillo in negotiation was more
agreeable than he has been since he
assumed the mantle of president of the
union. There were other factors as well.

record. The more live music is on the air,
creating
and building musical hits that
tually, to work towards "getting as much
have not been recorded, the nearer the
live music on the air as possible." Instead of using just a token amount of record industry comes to the day when it
music on TV there will be a sincere effort will have to come up with a disk solution
to devise programs in which music is a that is satisfactory to Petrillo. The new
vital visual part. The networks are also Petrillo — he even posed for newsreels and
committed, it is understood, to feeding still pictures playing the buffoon with a
their FM affiliates a block of live music to horn in his mouth — is ready to reverse his
show how good music sounds on this full- "we will never make records again"
dictum.
range distortionless medium.
Broadcasting will have all the music it
No, he hasn't gone soft. He's simply
wants, needs, or desires, at no increase in looking for ways in which he can make
cost. Whenever and wherever music is
more jobs for AFM members. That's
called for it will be available, except on
what he's paid for.
♦ • •
The networks agreed, though not contrac-
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Leads by as much as 4.8
points of a 22.9 totol.

Local businessmen back
this local station (soon 5000
watts) because they know
the important; Capital District market has'the'/iab/t of
leaving the^dial tuned to
Albany's Pioneer Station.
GOVERNOR
DONGAN
BROADCASTING CORP.
HOTELIWELLINGTON
ALBANY, N. Y.

National Representa/wes
LORENZEN

& THOMPSON,

GIVES YOU PRIMARY COVERAGE
OF A BILLION DOLLAR MARKET
Retail sales in the primary coverage area of
WSBT totalled Sl,009,269,()00* in 1946! The rich
counties of northern Indiana and southern Michigan which comprise this billion-dollar market
have a combined population of 1,300,500*. And
there are 414,700 radio homes in this area
(BMB report). Remember — this is all primary
coverage! WSBT secondary coverage blankets
two-thirds of Indiana, stretches well up into
Michigan, and extends into Illinois and Ohio.
•Sales Management's

1948
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I
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No. 1 Mailiet
"Greatest Story Ever Told" and WLW were
voted, respectively, the best program and
best promotional operation of 1947 by the

IN THE

uth'ste
o
S
No. 1 Sta
WINSTON-SALEM
GREENSBORO
HIGH POINT

WITHIN OUR

PRIMARY

Colicj^c of the City of New York. Plaques
will be presented to both on April 15.
Fit St awards in their respective divisions
of the annual CCNY competition went
to WAAT, Newark, N. J.; CBS; Frederic
Ziv; and Rayshow, Inc., for programs.
Promotion "Awards of Merit" went to
CBS; CBS- Pacific; KLX, Oakland, Calif,
(two awards); WKY, Oklahoma City;
Arthur Kudner, New York agency;
KELO, Sioux Falls, S. D.; KMBC,
Kansas City; MBS, Cincinnati; and
MBS. Honorable mention went to a
number of othei entiies.

An ash tray with a WDRC microphone engraved on its base is one of the regular
awards in that station's Shopping by
Radio daily contest of the station.
When a bear was born during the winter
hibernation to a large black bruin,
listeners to WMT (Cedar Rapids, la.)
were given the opportunity of naming the
offspring. The prize-winning name was
Bezoo, for Bever Park Zoo where the cub
was born.
Although the Denver Post is not noted for
its radio cooperation it has tied up with

KLZ (Denver) in one of the most farreaching newspaper-radio promotions
A clip of pie-throv^ing stunts which are a
regular part of the Borden program ever consummated in the Rocky Mountain region. Five $500 awards in a soilCounty Fair were included in a recent
Pathe News. CBS and County Fair le- conservation competition will be made on
a state-wide basis.
ceived generous credit in the footage.

+ AREA

210,200 PERSONS
$179,469,000
IN RETAIL SALES
^

$283,685,000
IN BUYING INCOME

We Lead Day and Night
in this Rich Tri-City Market
WRITE FOR OUR BMB DATA FOLDER
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by

is first or second

7S%
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to the latest Cincinnati, Ohio
CONLAN
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R«pr«s«nt«d

HEADLEY-REED
100
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Records are sold direct from the studio turntable at WJHP, Jacksonville. Disk
jockey Wayne Farrell spins a program
called Radio Record Shop over WJHP
and listeners are urged to order their
favorites delivered to their homes the
next day. The station takes orders by
phone and has sold 10,000. The program's
Hooperating has also jumped during the
period that this sales record was made.

MASON

CITY

IOWA

1946 RETAIL SALES

$33,148,000
•

TALL
CORN
affiliate for
one of the
RICHEST farm
areas in the
nation

Corn Toasties are printin3 MBS "House of
Mystery" thrillers on their packages. A niyS'
tery is told in eight captioned drawings
appearing on the back of each box. The
solution, written on a card enclosed in
the package itself, is invisible until a
piece of wet paper is rubbed over it. The
stunt turns every box into a direct promotion for the program. Twelve different
thrillers are pictured — one to a box — so
that even finding the different tales becomes a game for the youngsters.
WKBW appears to have proved that listeners
will take practically anything. Foster Brooks,
who runs WKBW's Million Dollar Ballroom, decided recently that he liked Art
Mooney's Baby Face. He played it consecutively for 45 minutes on the program
(approximately 15 times). Result tied
up the switchboards of WKBW and for
no apparent reason all the rest of the
station switchboards in town. Most of
the calls which got through said they
liked the tune. Buffalo sales for the tune
jumped to a new high for a new disk.
Broadcast tickets are added attractions for First
Piano Quartet concert. When the Edwin
Fadiman-NBC First Piano Quartet played
San Antonio, newspaper advertisements
were headed "Save Your Stubs." The
ads called attention to the fact that stubs
of tickets for the concert would serve as

FIRST
in the

QUAD

y?

The 40th retail market

DAVENPORT
ROCK ISLAND
M 0 L I N E
EAST
MO LINE

"FIRST to broadcast from a
State Legislature."

admission
to the Quartet's Saturday
afternoon broadcast.
There were 2,500 persons at the concert
and over half that number turned up for
the broadcast
originated
over WOAI.

MR. SPONSOR

ASKS

(Continued from page 49)
service would be rendered everyone concerned. The networks find it feasible, so
should the representative.
If national spot radio is to continue
and grow, which it can do with the ever
increasing number of AM, FM, and TV
stations, representatives will have to lend

MASON

CITY
IOWA

their support to maintain the sponsor's
desire to use spot radio. By giving the
same degree of service after he takes the
order, the spot representative is insuring
his position in the future of this Big
Business called broadcast advertising.
Lillian Selb
Timebuyer
Foote, Cone & Belding, N. Y
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who insisted on "not a single word of commercial," who presented his network program as a public necessity at a time when
the world needs to understand Christianity more than ever before, is reaping a
rich sales reward.

He inclines to the opinion that advertisers apathetic to radio's virtues need to
be reminded of their shortcomings. He
writes, "Doesn't a successful educational
process depend as much on the willing-

There's only one Greatest Story. We
can't tell sponsors where to look to find
something that will accomplish a like result. But the Goodyear experience reminds us that there is a generous harvest
to be reaped for the sowing of more initiative, farsightedness, and real understanding of public relations in radio programing. The sponsor must call the turn.
We're reminded, too, that "bread cast

other
We medium."
concede radio's virtues. We believe that radio has a better story to tell
about its merits than any other medium.
What Mr. Keller overlooks is a simple
little fact that has been consistently overlooked by sellers of radio time generally
Namely, that advertisers are people.
People, no matter who or where, like
to learn (and buy) the easy way. The
easy way for radio to make its presence
felt by potential sponsors is via a process
of easy-to-understand, easy-to-apply education that doesn't feel like education at
all. The way to make them buy is to do
some friendly but aggressive and convincing selling.

ness to learn as the ability to instruct?"
The purchase of Goodyear products is He points out that commercial radio has
being boosted in unexpected quarters. developed information "on circulation,
audience, cost per thousand families, etc.
An appreciative public says "thanks" in a
way that does something to that sales to a higher degree of accuracy than any
curve.

SPEAKS

upon the waters ..."

Good Samaritan
Each week new honors are heaped on
The Greatest Story Ever Told, sponsored by
the Goodyear Tire and Rubber Company.
Last September sponsor selected Paul
E. Litchfield, Chairman of the Board of
Goodyear, as its "Sponsor of the Year."
Since then scores of newspapers, magazines, religious groups, schools, and organizations ofmany descriptions have cited
the program as an outstanding example of
public service. This issue of sponsor includes an item concerning the latest
tribute (page 100).
Therein lies a remarkable advertising
story. For the sponsor who dared to
venture into uncharted program waters.

r

The Apathetic Advertiser
How far should an advertiser extend
himself toward acquiring a know-how
and appreciation of broadcast advertising?
Robert S. Keller, president of the radio
sales-promotion firm bearing his name,
maintains that a lot of potential sponsors
aren't extending themselves at all. He
says so with vigor and feeling (see "40
West 52nd," page 6).
We concur in this conclusion. Advertisers— thousands of them—haven't seen
fit to educate themselves radiowise.
But having agreed to this extent, we
part company with Mr. Keller.

follow-up. The other media haven't
Newspapers, magazines, billboards, and
direct mail are cashing in on radio's
negligence. It happ>ens every day.
There are signs that broadcasters have
learned their lesson. It isn't too late.
Advertisers are always willing to put
their appropriations in the places that
they're convinced will net the best return

1

Applause
DAYLIGHT

SAVING

Daylight saving time, while helpful to the country as a
whole, has not been an unalloyed blessing. Farmers, whose
days go by the sun, find that daylight time means merely
that the clock reads an hour earlier when they start work —
and their day is an hour longer. The entertainment world
finds that it cuts into the box office for people generally wait
until it's dark to go to motion pictures or the legitimate
theater. To the sponsor using network time, it also has been
a headache. With key cities on daylight time, his programs
have frequently hit non-daylight areas at hours that were
not right for his selling. He has frequently run into conditions where local advertisers in standard time areas refused
to give up their time to permit the network airing an hour
earlier than during the winter. Such refusals required recording the program off the network line and setting up a
new time schedule. In many cases it further reduced program
audiences. This year, the networks generally have agreed to
10S

Sellers of time have neglected a const! uctive, industry-wide, medium-selling
program of promotion, publicity, and

NO PROBLEM

NOW

forget their prejudices against putting recorded programs on
the air and are networking most programs twice over specially
leased telephone lines— once live and once recorded. The
stations on daylight time will take the program live. Those
on standard time will take the program when it's networked
the second time. ABC, CBS, MBS are paying the costs of
the second telephone line. It's expected that NBC will solve
the problem in its own way. Network broadcasting has
recognized that it has a responsibility to sponsors and to the
public in this matter. It has also recognized that the habit
of listening is so important that to disrupt it is to lose listeners— who are radio's stock in trade.
ABC led the fight for the dual service that brings the
nation's commercial network programs to the nation at the
same hour on local clocks. The advertising fraternity owes
the Ed Noble web a deep debt of gratitude. Sponsors, the
public, and web affiliates themselves also have cause to
thank ABC.
SPONSOR
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CINCINNATI'S FIRST COMMERCIAL
TELEVISION
SERVICE
WLWT
Crosley Broadcasting Cor-

able will, within a few weeks, be

poration's television service "for
Cincinnati, began commercial operation on February 9 and on February

sending the sight-and-sound of
WLWT. This new transmitter plant

WLWT,

15 a special T-Day celebration was
observed throughout the Queen City.
Television is not new to Crosley
or Cincinnati. We established one

will deliver one of the strongest effective radiated television signals in
the world, assuring an even finer,
more dependable service.
The Crosley Broadcasting Cor-

of the first television stations in the

poration is proud to have established the first television service in

United States in April, 1939, under
the call letters W8XCT.

Experimental

television broadcasting
conducted

has been

continuously since that

date, interrupted only by the war.

Ohio

and Cincinnati. We

believe

television inevitably will become

the

world's greatest medium for mass
communication. And not only can it

Now, after years of experimenta-

be expected to provide the greatest

tion— training personnel, developing

and most effective advertising me-

programming and technical techniques— we are ready to provide
Greater Cincinnati with the finest

dium yet conceived, it must also contribute immeasurably to the broad
fields of entertainment, education

television service possible under an

and religion within the home.
WLWT Rate Card No. I , and we

expanded, commercial operation.
The newest, most modern
sion transmission

equipment

televiavail-

believe television's most unusual rate
card, is now available upon request.

WLWT)
TELEVISION

SERVICE

OF

THE

NATION'S

STATION
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/he only formal thing about WJW's
AIA.\ WITH THE HAT program . . .
1:00 to 1:15 P.M. across the board
... is the producer's costume. Versatile
Dick Hatton . . . the Man With the Hat
. . . has a ready tongue and a lively wit.
Whether he's on the sidewalk or in a
store, his show . . . taped for reproduction on the following day so the participants as well as their friends can hear it
. . . attracts scqres of shoppers.
On a regular rotation . . . with a different store
playing host every day . . . more than 130 representative independent drugstores participate in the
program. Combined . . . these strategically located
stores are a powerful selling force . . . represent
five priceless advantages to drug manufacturers
who need special coverage in the Great Cleveland
market.

>X'JW's MAN WITH THE HAT offers the opportunity for immediate c/istrihutioti . . . prompt point of
sale display . . . expert hehi>ic/-t he-counter sales help . . .
complete co-operatiou from drug wholesalers . . . and
a highly responsive audience. We've prepared a brief,
but complete, written presentation on this potent
program. Your nearest Headley-Reed office or a
WJW representative will be glad to show it to you.
BILL

BASIC

ABC Network
REPRESENTED

ONEIL,

President

CLEVELAND
NATIONALLY

BY

HEADLEY-REED

850

5000
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Watts

COMPANY
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AMA REPORTS
ON BUYERS'
MARKET

60' , of manufacturers surveyed recently by American Marketing Association reported there was definite switch to buyers' market during
past six months.
20% reported no shift from past year's sellers'
market but indicated they expected shift in 6 to 9 months.
-SR-

RADIO HERE
TO STAY

Radio industry now believes that sound broadcasting will not be
eliminated entirely even when TV becomes nation-wide.
Leaders in
manufacturing end of radio emphasize that while radio may suffer
setback during early days of TV it will come back as phonographs did
after ownership of radio sets was widespread.
-SR-

SAVINGS UP IN
N . Y . AND N.J.

Savings bank deposits in New York and New Jersey reached an all-time
high in 1947. Increase was 7% over 1946 while 1946 showed 11%
increase over 1945
Life insurance sales hit new levels also.
-SR-

ACTORS' EQUITY
FOLLOWS SCREEN
GUILD

Actors' Equity Association has followed lead of radio's Screen Guild
and will produce series of programs for TV, profits to go into
Actors' Fund.
-SR-

HIGHEST-PRICED
N. Y. CO-OP &
E. T. SHOWS SOLD

Kate Smith, highest-priced co-op program for New York, and Ronald
Colman's "Favorite Story," highest-priced transcribed program for
same market, have been sold. Smith is being sponsored by Hudson
Pulp and Paper Corp. and Colman is being given pre-commercial spin
on WJZ. Announced cost of each is said to be $1,000 a week.
-SR-

SUMMER LISTENING
TO BE STUDIED
IN 1948

Suraraer listening, never before thoroughly researched, will be given
complete going-over by Psychological Corp. this year. ABC, CBS,
NBC, are splitting cost of study which will be made in Peoria, city
also being used by four networks for over-all study of broadcasting.
-SR-

NON-TELEPHONE
HOME AUDIENCES
VIEW TV MOST

TONI SPENDS
$4,000,000
ON NETWORKS

94.5% of New York's nontelephone homes with television sets (40"r
of New York's homes have no phones) reported using their television
receivers "yesterday" in March survey of The Pulse Inc. Only 80.6%
of telephone homes made same report. New York March program preferences, in order of viewing, were hockey (WCBS-TV) , basketball
(WCBS-TV), boxing (WNBT), "Birthday Party" (WABD) , "Small Fry" (WABD) .
-SRToni's (home permanents) gross time bill on CBS starting April 1 is
$2,500,000 a year. Its radio time bill on ABC and NBC combined
exceeds $1,500,000.
The $4,000,000 pays for five hours weekly.
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CHESTERFIELD'S
99% LOYALTY

RE PORTS... SPONSOR

R

Chesterfield, according to Vergil D. Reed, J. Walter Thompson's,
associate director of research, has greatest brand loyalty of all
mass-produced cigarettes on market. Of Chesterfield smokers in
1943, 99'"o are still smoking them today, according to Reed.
Loyalty
to other well-advertised brands runs to as low as 20.1^7-SR-

BEAUTY SHOP
RADIO RECEIVERS

Radio-receiver equipment installed inside dryers in beauty shops
will increase afternoon radio audiences.
Over 500,000 women visit
beauty shops daily.
Over 60% use dryers. Inventor of radio
set for dryers expects that 5% of dryers will be radio-equipped in
two years.
-SR-

GOEBEL BREWING
BUSINESS UP
50% IN 1947

Goebel Brewing Company's 1947 business was 50% higher than previous
year. Goebel uses biggest special regional network for daily broadcasts sending Detroit Tigers games throughout Michigan and several
surrounding states. Goebel also sponsors two Tiger telecasts a
week. (See Baseball: 1948, page 23.)

LOCAL STATION
LEADERSHIP
TOLD BY BMB

-SRHugh Feltis, Broadcast Measurement Bureau president, is pointing out
at NAB district meetings that in one-station areas local stations
ranked first in daytime in 65% of cities, second in 23%.
At night
local stations ranked first in 52% of towns, second in 32%.
-SR-

FC&B ADDS NEW
BUSINESS BUT
CUTS STAFF

Foote, Cone & Belding has cut staff by 50 and may release another 30
unless pending accounts are signed. It has regained $2,500,000 of
billing it relinquished when it resigned American Tobacco Co.
account. One new account alone, Glass Container Mfrs. Institute,
will spend $1,500,000.
-SR-

CBS STARTS
SELLING HPL

Housewives Protective League, which CBS bought recently, is now
being offered to non-network-owned network stations.
First
affiliate to sign is KIRO of Seattle. CBS is first network to
syndicate a women's participating

TV WEB MUSIC
SCALE 75% OF
RADIO NETWORK

NEW NAME
FOR SPOT

script program.

-SRTV network scale for musicians will be 75% of present chain radio
wage. Local stations will pay $9.20 half hour for side men and
$13.80 for leaders and soloists
Scale includes half hour rehearsal
time .
-SRAll-Canada Radio Facilities Ltd., biggest privately-owned broadcasting firm in Canada, has joined advocates of new name for spot. In
letter to industry, All-Canada endorses Paul Raymer's "selective
radio" and requests confirmation or additional suggestions.
SPONSOR
believes new term is needed and has frequently devoted editorial
space to an appeal for a new name.
SPONSOR

... at CONSUMER
MOVEMENT

PRODUCT
The Oklahoma

BUYING.
OF GOODS.

TRENDS

City Consumer

in Oklahoma City

Panel not

only gives advertisers a new look at the quartermillion-person Oklahoma City metropolitan area,
but an over-the-transom view of the behavior of
their own products in today's market against
today's competition.
It is a continuing and precise analysis of
consumer buying and consumer use of food and
drug products in 40-odd classifications.
Quarterly tabulations for each classification are
available without charge to advertisers showing
by brands the number of families buying,
dollar volume, place of purchase and other
signficant information.

complete biographical material. The special
information available from this bonanza of
market data is available at actual tabulating cost.
The maintenance of the Oklahoma City
Consumer Panel at an annual cost of S50,000 is
one of the many services offered advertisers by
Station WKY and the Oklahoma Publishing
Company to help them do a more profitable
selling job in the Oklahoma
City market.

The 30,000 or more individual purchases
each month by the 400 representative panel
families are coded on individual
cards with

OWNED
A.\D OPERATED
THE
FARMER-STOCKMAN

BY

THE
—

OKLAHOMA
PUBLISHING
KVOR,
COLORADO
SPRINGS

COMP\NY:
KLZ,

THE
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TIMES
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ASKS OF NAB

COMPARAGRAPH
SPEAKS

I noticed on pajjc two of the April issue
of SPONSOR an article with reference to a
paper prepared by a Dr. Paul Lazarsfeld
entitled The People Look at Radio. This
paragraph indicated that a survey had
been made showing that listeners who like
advertising most like singing commercials
least.
This is a subject which has had considerable thought here recently and I am
wondering if you would be good enough to
tell me how I might obtain a copy of Dr.
Lazarsfeld's paper.
Joseph R. Rollins
Advertising manager
Atlantic Refirting Co.
Philadelphia
^ A copy of Dr. Lazarsfeld's report toftether
"ilh a copy of the National Opinion Researcii
Council report. "The People Look at Radio."
has been sent Mr. Rollins.
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I note in the April issue of sponsor in
program listings (on page 83) the Sun Oil
Company radio program is listed as the
"Sunoco Sun." I would like to point out
that the correct name of this program is:
Sunoco 3-Star Extra.
F. S. Cannan
Assistant advertising manager
Sun Oil Co., Philadelphia

134

ESKIMOS

BACK

We enjoyed reading your article on
Soft Drink Leadership in your January
issue, particularly, of course, your reference to the Clicquot Club Eskimos.
It might interest >ou to know that the
Eskimos are now back on the air with the
characteristic signature and Harr\' Reser
and his banjo in a series of quarter-hour
transcriptions which are being presented
cooperatively in local areas through
Publubed monthly by SPONJOR PUBLICATIONS INC. Executive,
Editorial, and Advertising Officei: 40 West 52 Street, New
Yorkl9,N.Y. Telephone: Plais 3-6216. Chicago Office: 75 E.
Wackcr Drive, Tdephone Financial 155C. Publication Offices:
6800 North Mervine Street, Philadelphia 41, Pa. Subscriptions: United States $5 a year; Canada $5.50. Sinclo copies 50c.
Printed in U. S. A. Copyright 194S SPONtOR PUBLICATIONt INC.
Preaident and Publisher: Norman R. Glenn. SecretaryTreasurer: Elaine C. Glenn. Editor: Joseph M. Koehler.
Associate Editore: Frank Bannister, Charles Sinclair. Art
Director: Howard Wechsler. Advertising Director: Le«tcr
J. Blumenthal. Advertising Department: III liert IJ. Side
(Chicago Manager) Kay Brown; (Los Angeles) Duncan A.Scott
4 Co., 448 S.Hill St.; (San Francisco) Duncan A. Scott A Co.,
Mills BIdg. Circulatioo Manager: Milton Kaye.
COVER PICTl'RE : NAB prfsident Ju.itin Miller represents
broadcasting licforc the court of trade and public opinion.

Clicquot's franchise bottlers and in
Clicquot's own New England territor\ by
the parent compan>-. The)' are currently
being run by about a dozen stations across
the country, largely in daytime spots.
E.xpcrience thus far indicates that the
public has indeed a very long memory and
appears to be welcoming the Clicquot
Club Eskimos back on the air with enthusiasm. When we made these transcriptions at NBC and Reser was re(Please turn to page 6)

♦That's what happened when
WWSW pulled together the sponsor
of its National Record Hits disc
show, the distributor for Mercury
records, and the local agent for
Frankie Laine, and put on an hour
show that had the whole town
di.sc
talking!
Over 8,000 requests poured in for
tickets before WWSW hung out the
SR O sign. Some 800 music fans
were turned away because there
wasn't even "standing room" left
on the day they broadcast. RESULTS: Pitt.sburgh's three local
papers gave the story a two column
spread; the more than satisfied sponsors beamed, for as a result of the
show Frankie Laine record sales
boomed. Even Mr. Laine himself
remarked . . . "Fve been in the
business 18 years, but nothing like
this happened before!"
But BIG STORIES are typical with WWSW
. . . the station that's wise THREE BIG
WAYS . . . PROGRAM . . . SALES . . . AND
PROMOTION! That's why local and national sponsors time and time again
have found WWSW to be a sure sales
winner in the Pittsburgh market. And
that's also why Pittsburghers point to
WWSW as the station that truly leads
in
SPORTS
. . . MUSIC and SPECIAL EVENTS!
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Map Correcfed to Show Mail Response to 4/1/48

whatever

you sell — whether it

appeals to farmer or city dweller,
KCMO

reaches your market in

Mid-America.
powerful

with

50,000

non-directional,

beams

KCMO,

station,

watts daytime,
your

Kansas City's most

to 213 counties

sales message
KCMO's

within

V^ millivolt measured
Inside this

area

and far beyond.

area

are over five million consumers—
And mail
urban.
rural and 46%

54%

response from

407 counties in six

plus 22 other states not tabulated, proves your customers listen
to KCMO.
Ask for proof of this
states,

unparalleled coverage
how economically you
KCMO's

powerful

and find out
can

put

selling force to

v/ork for your product!

50.000 Watts DAYTIME Non-Direttional
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Set off call letters
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National Representative: John £. Pearson Co.
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hearsing his band in the signature number, it was interesting to have many a
NBC executive pop into the studio upon
hearing the strains of music through open
doors, expressing keen interest in the
familiar melody that for so many years
was on their network.
Frank Weston
Advertising director
Qicquot Club Co.
Millis, Mass.
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TEXT BOOK

As a senior in newspaper and radio publicity at the University of Oklahoma, I am
doing considerable research in newspaper,
advertising, publicity and sales promotion.
Over 1,200 of the enclosed mailing
pieces have been sent to manufacturing
concerns, advertising agencies, newspapers and radio stations throughout the
United States. More than 300 answers
have been received, including 75 application blanks, 8 outright offers of employment, and almost 100 very promising
public relations and promotion oppwrtunities. In addition, numerous gentlemen have forwarded information towards
the expansion of my ideas. Among these
were two old copies of your magazine,
SPONSOR.

The purpose of this letter is to secure
additional copies of your publication, particularly the *48 February and April
editions. I would also like to know if you

10,000 WATTS • 710 KILOCYCLES • FULL-TIME

have a special research, education subscription offer for graduate students. If
so, start my subscription today.
You might be interested to know that
SPONSOR has the respect and admiration
of many broadcasters, advertisers and
students in this area. You are certainly
to be commended for the outstanding
service you are performing for the radio,
advertising and their related teaching

Coverage maps available on request. See your John
Blair man and join the Swing to VC'HB!

professions.

The merry month of May! Those dynamic new salesboosting extras WHB has promised are here at lastgreater power, a better frequency, increased coverage,
full-time operation! After years of planning, months
of building, weeks of testing, Kansas City's Dominant
Daytime Station goes full-time — and in a Big Way!
Watch us swing with —

10,000

WATTS

IN KANS4
f «f SIDENT

DON
JOHN

NETWORK

• 710

KILOCYCLES

• 5,000

^

MANACfff

WATTS

^

► Subscriptions arc available at $3.00 a year
throuilh instructors who order them in bulk
for all or part of their classes.

^

T. SCHILIING
CENFffAl

MUTUAL

DAVIS

Herbert True
Oklahoma City

^

NIGHT

WOMEN'S

PARTICIPATING

SHOWS

I read your article on Women's Partici'
patinii Programs (Part One^ just yesterda\ , and felt a great satisfaction to see so
(Please turn to page 52)
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The voice of Man has long .struggled to defeat space.
The "magic horn" of Alexander carried his voice almost three miles!
Now, Radio towers like that of ffCBS at the left,
send Mans voyaging voice everywhere.

io we go from here. . .
One frontier in Radio is almost entirely gone: the frontier of space.
Wherever Americans live, they now own a radio and listen to it.
Today the Radio set is an intimate furnishing of the lives of 93%
of all the families in America. What frontier, then, is left?
It lies in what Radio can say, rather than where it can go.
It lies in the nature and quality of Radio's programs ... in the
limitless field of Man's imagination and responsihility.
The evidence accumulates that CBS leads
all Radio in pushing back this frontierbringing 99,000,000 listeners each week
CBS-produced programs which stake new
claims on the American people's desire for
entertainment, knowledge and inspiration.
As the New York Times put it in its annual
summary of Radio's progress— '7n original
programming— CBS teas far and aivay the
leader. In a year marked by vapid talk . . .
CBS actually did something . . ."

OETTMAN

This "something"' includes the CBS Package Programs, the most
exciting new hits in Radio. Such sponsored shows as Arthur Godfrey,
"My Friend Irma," Abe Burrows, Edward R. Murrow, "Strike It Rich";
such sponsorable ones as "mr. ace and JANE," Mickey Rooney
in "Shorty Bell,"Hoagy Carmichael, "Studio One," and many others.
Sponsored CBS Package Programs currently average 40%

less

in talent costs than other network programs.
So, for large audiences at low cost... at the lowest cost in network
Radio today. . . see CBS.

Columbia Broadcasting System
— where 99.000.000 people gather every week
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Wealth
THE RICH
DOWNSTATE
ILLINOIS
MARKET

WMIX
"Southern Illinois' Most Powerful
Radio Voice"

SERVES THAT ENTIRE
RICH AREA
940 kc, AM

94. I mc, FM

No. 2 Radio Center, Mt. Vernon, III.
Your John E. Pearson man will be slad
to discuss avaiiibililies and
rales with you.

lloi;%ard >l. 4'hapin
Director of advertising. General

The

Foods Corporation

advertising methods of General Foods have always been simple.

Its many products are never sold as a "line," but always as separate
and distinct identities. Each major product group has its own budget and
ad manager, who is free to use the media he thinks will produce the most
sales at lowest cost. This is where unassuming, straight-thinking, Yankee
Howard Chapin comes in. His newly-acquired job is that of connecting
link between the various product advertising men, which for him involves
endless conferences and decisions necessary to keep all GF advertising
producing sales. It is Chapin's firm hand that guides a $13,000,000 budget, largest food ad budget in the country, of which at least 65'"c goes to
broadcast advertising.
Chapin's job is a vital one. General Foods' profit margins are down
although gross business is up, and advertising know-how is being counted
on to stimulate higher total sales. The 1 1 GF air shows on three networks, plus television and periodic national e.t. spot campaigns, will carry
the lion's share of the burden. Chapin, who researches a medium thoroughly before he recommends its use, feels that air advertising will continue to do a job for the big food firm. The various product ad budgets,
arrived at by multiplying the number of advertising pennies per case by
projected case sales, will be money well spent. Television will receive
many General Foods ad-dollars this year, since Chapin is well aware of
its selling potential after heading the client-agency group which prepared
a video survey during 1947 for General Foods. The medium, however,
must continue to sell itself, as Chapin points out that the final decision
to use TV will still have to come from the division ad-managers.
Chapin has been with General Foods since 1929, when, out of Dartmouth College for just one year, he landed the job of export advertising
manager. Since then, he's served as assistant to the president and has
been 'theadvertising manager of two of the GF product divisions. During
the war, he did a hitch as a lieutenant colonel in the OSS, Mediterranean
Theater. The secrets he's working on now are those that will place more
and more General Foods products on more and more pantry shelves.
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Complete Coverage of the Pacific Northwest
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.Xow tlcvolopiiK'iifM on SI*OXSIIIt stories
(Sec "Candy on the Air," SPONSOR,

March 1948, page

36.) What are radio's less-than-national candy sponsors
doing? What is their current thinking about broadcast
advertising?

The saturation technique of some of radio's biggest cand>' advertisers is
being used successfully on a regional basis. And like national advertisers
of the Mars'Schutter-Wrigley-Life Savers calibre, regional advertisers are
now using both spots and programs.
New England Confectionery Compan> is selling its varied line with

p.S.

Strategically
spotted —
— immediately followins the 6:00 P.M.
local and world news, the 15-minute
Sports Picture by Chris Schenkel hits the
sports audience when they're most eager
to listen. It's the outstandingly complete
roundup in the area . . . rich in potentialities for the advertiser or space-buyer
who wants a whale of a lot for his dollars.
Sports Picture also includes a complete
resume
tracks.

of race results at all north-eastern

by

//

//

Sports Picture
CHRIS SCHENKEL
Monday

thru Saturday

6.15 to 6.30 P. M.

heavy spot schedules in major eastern and midwestern markets. Radio's
slice of the new 1948 Necco budget, called the "greatest sales and advertising program" in Necco's 100-year history, is going for 30-second and
1-minute e.t.'s, placed on 36 stations. A major objective of this milliondollar campaign is to push distribution in spotty territories, since Necco's
distribution, technically national, is actually concentrated in the northeast U. S.
Spots constitute the basic radio approach of the Fred W. Amend
Company, makers of the nonchocolate "Chuckles." Amend, which once
sponsored Fibber McGee and Molly in Chicago, is using Bugs Bunny spots
in a new 13-week regional campaign on 20 stations in east and midwest
markets to do a selling job. Their spots tie closely into carcards and other
media used, and are being promoted heavily to jobbers and dealers.
"We feel definitely," says Amend ad manager C. E. Rogers, "that, properly
used, spot radio announcements can do a good job for us, and we plan to
give them ever>' test." One Amend test will be to use spots alone in a
major market to see what kind of job they can do b>' themselves.
Local programing accounts for about 60'^ ( of the advertising expenditures of the Sweet Candy Company of Salt Lake City (no relation to
Sweets Company of America). Occasionally they use spot announcements, but their main radio effort consists of three transcribed shows.
Ziv's Wayne King and Bcjrry Wood, and Ira Cook's Meet Your Music
Makers, running now on nine western stations. The Sweet agency
(Gillham, Salt Lake City) prefers to buy time next to similar-type network features, which gives their client a flow of program audience resulting
in ratings averaging lO's and 12"s. Sweet Candy is hesitant about giving
major credit to any medium, but the firm's thinking hinges on a year-in,
year-out radio effort. The growing distribution of the varied Sweet Candy
line of bar and packaged goods, now covering 1 1 western states, bears out
this thinking.
Candy is being sold on the air successfully; it is being done by consistency of effort — which is the closest approach so far achieved to a
formula for success.

(See "Road to Results," SPONSOR, May 1947, page 17.)
Why did the electric companies drop Phil Spitalny? Will
they use radio next year? Does Spitalny have another
sponsor?

Frankie Carle, who takes over with his band May 9 from Phil Spitalny

5000 WATTS
DAY
& NIGHT

WALLACE A WALKER, Gen. Mgr.
PROVIDENCE, The Sheraton Biltmore
PAWTUCKET, 450 Moln St.

Repreivnlolivci:

THE

12

KATZ

AGENCY

and the Hour of Charm, will travel, but Carle's plans, although not yet
settled, don't contemplate the extensive touring that took the all-girl
orchestra into every corner of the country. The sponsor. Electric Com-

P.S

panies' Advertising Program (ECAP), is underwriting only the weekly
broadcast (CBS Sunday, 5:30 5 p.m.), as was true with Hour of Charm,
which is being dropped with the Ma>' 2 broadcast. While several prospective new sponsors have indicated an interest in the show, nothing is
yet beyond the talking stage.
Neither the electric companies nor the agenc>' (,N. W. A\er & Son,
New York) was dissatisfied with Hour of Charm as a vehicle for the sponsor's
institutional messages, and the parting with Spitaln\- was friendly. The
decision to drop Spitalny's show, according to the electric companies,
(Please turn to f>age 14)
SPONSOR
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22 continuous years of constant trial, expen.

mentation and study, we of KWKH

know we \now the ways

to the hearts, minds and confidence of Southern radio Hsteners.
Our 50,000 watts are, of course, a prime reason for the fact
that our Daytime BMB

Map shows 105 counties in Arkansas^

Louisiana, Mississippi and Texas. But its KHOW'HOW
that ma}{es us the eighth CBS station m America, m the morning
— the ninth in the afternoon — the sixth in the evening (Hooper
Station Listening Indexes, Mar. -Apr., 1947).
The KWKH daytime area alone accounts for nearly 2*^ of
all U. S. potential sales. It should account for that much of
your clients' sales, too . . . May we talk with you about it?

KWKH
Texas

SHREVEPORT f LOUISIANA

50,000 Watts

CBS

The Branham Company

Arkansas
Mississippi

Representatives

Henry Clay, General MaHagcr
Dean Upson, Commercial Manager
MAY

1948
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|1»N«

y.eu axe amdiati^
invited ta meet . . .

ART
BAKER

of

{Continued from page 12)

was an economy move. Talent cost for a 54'person musical organization
like the famous all-girl orchestra is relatively high, involving more money
than the electric companies feel justified in spending for radio in 1948-49.
It's true that some companies improved their cash positions in 1947
but others did not, and this year finds a number of requests for rate increases before state utility commissions. Electric company worries over
a radio advertising budget aren't due primarily to the cost to any one of
them^ — spread among the sponsoring group the cost is relatively small.
It is a fact, however, that utilit>' commissioners in rate hearings seriously
question all nonoperating expenses, and are even more inclined to question
the spending of advertising dollars in cases where a compan>' isn't in a
position to fulfill current demands for service.
The Frankie Carle show will originate from Hollywood over the current ECAP network of 155 stations. ECAP definitely plans to continue
using radio, but no decision has yet been made on continuing Carle beyond

''An Baker's Notebook"

the summer season. He's far less costly than Spitalny. However,
summer listeners will decide whether or not Carle will be on the air
this fall for ECAP.

(Sec "The Ratins Touches Bottom," SPONSOR, April
1947, page 41.) What caused American Cyanamid Company cancellation of "The Doctors Talk It Over"?
American Cyanamid through with radio?

Is

and

JIMMY
SCRIROR

Despite the fact that The Doctors Talk It Over did the public relations job
for which it was created, it has been dropped. Despite the fact that top
executives of both American Cyanamid Company and its Lederle Laboratories division are thoroughly sold on radio as a public relations medium,

P.S.

the program will not be resurrected. It's a casualty of
among these same top executives.
The decision to drop the show last October after
broadcasts was the first step in implementing a basic
American Cyanamid public relations policy. The move

divided opinion
156 consecutive
realignment of
had nothing to

do with financial "retrenchment." Officials state categorically that

creator of

''SLEEPY

JOE"

business is "good."
"Tell it to the doctors" sums up the concept out of which grew The
Doctors Talk It Over. Its adherents believed the doctors themselves and
others directly concerned with Lederle products whom the doctors might
normally influence comprise the target group for public relations via the
airwaves. "Tell it to the people" sums up the exactly opposite viewpoint
of highly placed executives who are convinced that the public is a vitally
important objective of Lederle and American Cyanamid public relations.
They have had no quarrel with the selling of Lederle to the doctors via
radio, but rather with selling it to the doctors alone. They are convinced
that a program of popular appeal would include in its audience perhaps
as many doctors as The Doctors Talk It Over attracted.

at the

0 A R D 1H L
COMPANY
6000

SUNSET

BLVD.

(ON

RADIO

ROW)

HEmpstead

14

1177

Before the surprise notification to the American Broadcasting Company that the program would not be renewed in October, American
Cyanamid had completed a reallocation of its advertising budget. According to company officials, plans called for spending about the same amount
over-all, without radio. They state, however, that the decision to drop
radio was not influenced by the differing views among the management on
how to use radio. They point out further that radio will be included in
the comprehensive, long range program for all its units which the company
is now developing. But it will be some two or three years before they are
ready to go into radio again, according to present thinking.
Efforts of American Broadcasting Company to interest other "logical"
prospects in the value of reaching the highly vertical audience of The
Doctors Talk It Over ran into a hard wall of indifference, despite the proved
responsiveness of the audience. Sponsors, or potential sponsors, are leer>'
of a network program whose rating touches bottom, no matter what its
specialized impact.
SPONSOR

most vital
freedom.

He was

conceived

v^ith the Declaration

pendence and is a unique figure in a world
ships have thrived only through
Even

in America,

Free Speech

in which dictator-

the absence

Mike

of free speech.

is unpopular

with certain

groups — folks who have a distorted idea of their own
or who have been swayed

of Inde-

greatness

by strange philosophies born overseas

— men and women who would destroy American liberty to further their own selfish ends. True Americans see m the freedom
of radio and the press an assurance

of the privileges and oppor-

tunities found only in the American
affiliated stations, WGAR,
hope, through Free Speech

50,000

Way

Cleveland, and

of Life. WJR
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and
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Los Angeles,
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scious of the true principles of Americanism.
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Ordinarily, we don't try to sell our advertisers on the idea
that we regularly serve their customers who live 497 airline miles

s

from our transmitter.
time on KVOO

But, when

listeners from that distance buy

to advertise to their own folks . . . well, we thought

other advertisers ought to know about it!

r"

The Chamber

of Commerce

out

in Clovis,

New

Mexico,

497

airline miles from Tulsa, now sponsors a half-hour "Clovis Campfire"
program on KVOO every Saturday night to tell and sell their friends
and our friends on Clovis, the "Cattle Capital" of the west!
Produced
in Clovis, this show is designed to invite people from all
over the west to visit Clovis on business and pleasure.
The first broadcast drew mail from

16 western states

so evidently a lot of folks like to gather 'round the
KVOO Clovis Campfire on Saturday nights to hear
a swell show!
Thanks, Clovis, for inviting us to be "pardners"
with you in sending the "Clovis Campfire" to your
friends and our friends ail over the west'
EDWARD

RETRY

National
NBC

16

&

COMPANY,

INC.

Representatives

AFFILIATE

^

UNLIMITED

TIME
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new and renew
i

New National Spot Business

^U
^[SPONSOR

PRODUCT

Clyde Beatty Circus

Circus

Benrus WatchlCo

Watches

STATIONS

AGENCY
Ted H. Factor

(will expand as circus travels)
les)
g o ur6-7
t
t c ren schedu
)
(may e-x5pand
2 n
g
i
a
t
p
(tesrfucmaemd
four shn)ew
pe
hairbr

(addin

j;jD. Tarcher
Buster Brown Shoes Leo Burnett

Brown Shoe Co
Cosby Brush^& Import Co

Kent of London
hairbrushes

Needham &
Grohmann

General Foods Corp
(Calumet-La France Div)
Griffin MfgCo

La Francejbluing
flakes
Allwhite Shoe
Polish

Bermingham,
man & PierceCastle-

Jerseymald Milk Products
(Los Angeles)
Nestle's Milk Products

Young & Rubicam

Ice cream

Mogge-Privett

Nestea (instant tea)

Doherty, Clifford &
Schenfield
Ruthrauff & Ryan

Orange Crush, Old
Colony beverages

Orange Crush Co

CAMPAIGN,

(major50-1m0k0ts only)

dge 0-6a0l* rthwairgn)
nalg
mo(fviin stsaea4sonof nocampa
2
30*
(may expand0 in Calif.)
5
ign)
t
y
r
t
a
(m
sta 50a-s10t0es c5a3m*pa
al ampaign)
(may run as season
c

start, duration

wks
Spots, breaks; Apr-May-Jun; 2
Time spots, breaks; Apr 15-May
1 ; 52 wks
"Barry Wood Show" e.t.'s; AprMay; 13 local
wks programs, spots,
Variolas
breaks, etc.; Apr-May; 13 wks
E.t. spots; Apr 19-May 26; 6 wks
Various local programs, spots, e.t.
breaks, etc; May-Jun; 13-18 wks
Spots; Apr 15-May 1; 13 wks
E.t.
breaks; May-Jun;
26 spots,
wks
E.t. s spots, breaks; Apr-May;
wk

1326

♦Station list already set.

New and Renewed on Television

^_-SPONSOR

All Weather Products
(insulation, roofing)
American Chicle Co
American Tobacco Co
Barney's Clothes, Inc
Bibletone Records
Bulova Watch Co
Davega-City Radio, Inc
Uisney Hat.'Co

STATION

AGENCY
Badger
and Browning
& Hersey
Foote, Cone &VBelding
Emil Mogul
Direct
Blow
Grey
Silberstein-Goldsmith

WNBT,

Weather Report; MTWTF

N. Y.

Film spots; Apr 5; 13_-wksl(n)
Tonight on Broadway; Tu 7-7:30; Apr 6; 3-52 wks (n)
Film
Oct spots;
3; (n) Apr 4; 13 wks (n)
Film spots (before, after Dodger telecasts); as sched; Apr 16;

WABD, N. Y.
WCBS-TV, N. Y.

Oct 3; (n)
Participations
in "Small Fry"; Fri 6:15-6:45 pm; Apr 2; 4 wks (n)
9 time signals (before, after Dodger telecasts); as sched; Apr 16;

WNBT, N. Y.
Stop Me If You've Heard This One; Fri 8:30-9 pm; Mar 26 (n)
WNBT, N. Y.
News of Week in Review; 10 min as sched; Sep 1; 13 wks (n)
WNBW, Wash.
WRGB, Schen.
WPTZ, Phila.
WBAL-TV, Balto.
(all otheron NBC
fillates
air byTVJafSep)
WLWT, Cinci.
Dugout
before all Cinci. Reds home games; Apr 23;
season interviews;
(n)

Ruthrauff &piyan
Direct
Redfield- Johnstone
Gourfain-Cobb

Pepsi-Cola^Co (Evervess)

Young & Rubicam

WABD, N. Y.
WABD, N.JY.
WNBT, N. Y.
WNBW, Wash.
WRGB, Schen.
WPTZ, Phila.
WBAL-TV, Balto.
WCBS-TV, N. Y.

Cecil & Presbrey

WCBS-TV,

Oct
Film
Oct
Film

seasonAlbum;
(n)
Sports

WCBS-TV,

N. Y.

U. S. Rubber Co

WFIL-TV,

Phila.

orks
Q|^SPONSOR New On Netw
AGENCY
GUlette.Safety Razor Co
(Toni Co div)
Lever Brothers Co
Nash-Kelvinator Corp
(Kelvlnator div)
PLllsbury Mills Inc
R. B. Semler Co

Spots; Apr 2; 13 wks (n)
Boxing Bouts; Tu 9 pm to close; Apr 6; 52 wks (n)
The Nature of Things; Th 8:15-8:30 pm; Apr 1; 13 wks (n)

N. Y.

F & M Schaefer Brewing Co BBD&O
CampbeU-Ewald

time, start, duration

7:45-7:50 pm; Apr 5; 13 wks (n)

WCBS-TV, N, Y.
WABD, N. Y.
WCBS-TV, N. Y.

Dodge;Dealers-Assnlof Cinci.
Herman Cleaners
Howard Clothing^o
Motorola, Inc
(TV sets, radios)

Ronson Art Metal Works

PROGRAM,

WPTZ, Phila.

NET

Foote, Cone & Belding

CBS

Needham, Louis & Brorby
Geyer, Newell & Ganger
Leo Burnett
Erwin, Wasey

CBS
ABC
NBC
MBS

3; (n)
spots (before, after Dodger telecasts); as sched; Apr 16
3; (n)
spots (before, after Dodger telecasts); as sched; Apr 16
5 min as sched with Dodger telecasts; Apr 23

At Liberty Club; Tu 8-8:20 pm; Mar 30; 13 wks (n)

STATIONS
162
164
163
131
438

PROGRAM,

time, start, duration

Crime Photographer; Th 9:30-10 pm;IApr 1; 52 wks
t This Is Nora Drake; MTWTF 2:30:2-43 pm; May 10; 52 wks
Junior Miss; Sat 11:30-12 n; Apr 3; 52 wks
Edwin C. Hill; MTWTF 7-7:05 pm; Apr 26; 52 wks
Bob Trout; Sun 4:30-4:35 pm; Apr 4; 52 wks
*BiUy Rose, MWF 8:55-9 pm; Apr 12; 52 wks

67

MA Y 1948

^

Tuckt-r Corp
Inlti'd F.ltctrkal Kadi.. &
Maclilne WorkiTs

Roy S. nurstlne
Wi'instein

Kxpanded network

Speak I'p America; Sun 4-4:IS pni; Apr 4; S2 wks
{Arthur Cacth; Mon 10-10:15 pni; Apr 19; 52 wks

ABC

115

fAlso broadcast on another network

IFormerly on another network

iFifly'hro uteks grnf rally means a 13-week anilrnct with nplionx fur 3 sitrcessirr f3-u-erk rrneit'ah.

^^BRy

JC$ gubjeet to conrellation at the end of any 13-treek period)

Renewals On Networks
NET

AGENCY

SPONSOR

STATIONS

PROGRAM,

NBC

AiiUTican
IVIi-plione and
IVIettraph Co
American Tobacco Cx)

BBD&O

\. \V. AyiT

Harbasol Co
Lever Br<ithers Co

Erwin. Wasey
Ruthraufl & Ryan

l.lbby
McNeill & I-ibby
Mars Inc
Metropolitan Life Insurance Co
Miles Laboratories Inc
I'harmaco Inc
I'hilip Morris & Co Ltd Inc

J.
Walter 'I'hompson
Grant
Younft & Rublcam
Wade
Ruthrauff & Ryan
Cecil & Presbrey

NBC
MBS
CBS
ABC
NBC
NBC
CBS
MBS
MBS

151

time, start, duration

Telephone Hour; Mon 't-'):M) pm; Apr ll; 52 wks
Jack Benny; Sun 7-7:30 pm; Apr 4: 13 wks
Your Hit Parade; Sat 9-9:30 pm; Apr 24; 52 wks
Billy Rose; TT S:55-9 pm: Apr 13; 26 wks
Aunt Jenny: MTWTF
12:15-12:30 pm; Mar 22; 52 wks
My True Storv: MTWTF 10-10:25 am; Apr 12; 52 wks
Doctor I. O.: Mon 9:30-10 pm; Mar 29; 52 wks
Eric Scvarcid; MTWTF 6-6:15 pm: Apr 1 ; 39 wks
News of the World; MTWTF 7:15-7:30 pm: Mar 29; 52 wks
Official Detective; Tu 8:30-8:55 pm; Mar 30; 15 wks
Heart's Desire; MTWTF 11:45-12 n; Apr 26; 52 wks
Queen for a Day; MTWTF 2-2:30 pm (all 15 minutes);
Apr 19; 52 wks

162
59
16S
202
HI
4SK
142
327
22
130
458

New Agency Appointments
PRODUCT

SPONSOR
Allied Artists. Il'wood.
..
American Merchandlsinft Co. Montgomery, Ala.
American Tobacco Co. N. Y
(American Cigarette & Clear Co div, N. Y.). . .
Augusta KnittinC (^orp. L'tlca, N. Y
Bank & Aftent Auto Plan. New Haven
Ueverwyck Breweries Inc. Albany
Robert Bruce Knitwear Co, Phila
CarosantI Inc. Beverly Hills
Cleveland & Sandusky Brewlnft Corp. Cleveland
Cumberland Brewing Co. Cumberland, Md
DafiCett & Ramsdell Inc, N. Y
D'Arrifto Brothers Co. Boston
Diamond Fertilizer Co. Sandusky. Ohio
firace Brothers Brewery, Santa Rosa
Hawthorn-Mollody Farms Dairy. Chi
Hollywood
Stars.Co.H'wood
Keelev Brewlnft
Chi
Koenfft Coffee Co. CincI
Koerber Brew infi Co. Toledo
Kuster Laboratories Inc. S. F
Lan-O-Tone Products. N. Y
A. J. Lehman Co. Cliicl
Leon's Jewelry Inc. N. Y
Longines-Wlttnauer Watch Co, N. Y
Maywood Park, Chi
McGaufth Hosiery Mills, Dallas
J. B. McKie. L. A
Meletio Sea Food Co (Golden Dipt dIv). St. Louis.
Milrose Products Co. N. Y
New Phila. Brewing Co. New Phlla., Ohio
Northeast .\lrlines, Boston
Pacific Wines. L. A
Padi Clothes. Phila
Powell & Campbell Inc. N. Y
Powers Furniture Co, Portland, Ore
Procter & (;anible. Clncl
Roosevelt Raceway. N. Y
Sayman Products Co, St. Louis
Shaw's. .Santa Monica
Silvertex Clothes. Phlla
Spectator .Sportswear Co. Chi
Sportsmen's .Show Inc. L. A
Squirt Inc. Beverly Hills
Staminire Corp. New Haven
Sta-Rite (;innle Lou Inc, ShelbyrlUe. Ill
Stern & Stern Inc. N. Y
Sweet Co of Calif
Swopes .Sausages. L. A
Ian Bark Club. L. A
36th Disi Agric .\8sn. Dlion. Calif
\ ogarell Products Co. L. A

AGENCY

(or service)

..Song
of My house
Heart
Mai Boyd. N.H'wood.
. Mall order
Chemow.
Y.
.Lucky
Strike
cigarettes
BBD&O. N.
Y. (except
T\"> & Bayles. N. Y.
.Pall Mall cigarettes
.Sullivan,
Stauffer,
Colv*elI
.Joses Quality Health & Haps underwear. Peter Hilton. N. Y.
.Auto financing. Insurance
Wilson. Halght & W'elch, Hartford
.Beer
McCann-F.rlckson,
Y'.
-Knitwear
Harry
Feigenbaum. N.Phlla.
.Perfumes, colognes, men's toiletries. . . .Makellm. H'wood.
.Crystal Rock. Brewmaster Premium
beer. Old Timers ale
Powell-Grant. Cleveland
.Beer
Harry Feigenbaum. Phila.
Cosmetics
Erwln, Wasey. N. Y.
.Frozen fruits, vegetables
James Thomas Chirurg. Boston
.Fertilizers. Insecticides, fungicides,
mineral feeds
Gregory & House. Cleveland
.Beer
Frank Wright. S. F.
.Dairy products
.Schwlmmer & Scott, Chi.
.Professional baseball team
Hunter. L. A.
.Beer
.Schwlmmer & Scott. Chi.
.Everfresh coffee
Keelor & Stltes. Clnci.
. Beer
Bai^on .\lexander. Toledo
.Flavor-True Meat Magic
Jean Scott Frickelton. S. F.
.Shampoo
Shaw, N. Y.
.Tom Collins Jr
Leonard M. SIve. Cinci.
.Jewelry
.Seidel. N. Y.
.Watches
Victor A. Bennett. N. Y.
.Trotting races
BBD&O. N". Y.
.Airmald nylons
Capka & Kennedy. H'wood.
.Coffee-making equipment
Irwin-McHugh. L. A.
.Ready mixed breading
Oaklelgh R. French. St. Louis
.All purpose cleaner
Frederick-Clinton, N. Y.
.Beer
Julian .\. Krupnick, Columbus
Air travel
Pedlar & Ryan, N, Y.
Pluma Wine
■
Fritz, Carlson & Cash, H'wood.
.Clothes
Harry Feigenbaum, Phlla.
.Shoe mfr. distr
Tracy. Kent. N. Y.
.Furniture
Randolph T. Kuhn. Portland
.Tide
Benton & Bowles.. N. Y.. for Perry Mason .Sho\»Trotting races
BBD&O. N. Y,
.Jitter Bug insect repellent
Krupnick. St. Louis
.Jewelry
Bass-Luckoff. H'wood
.Clothes
Harry Feigenbaum. Phila.
. Sports shirts
Stuart Potter. Chi.
.Sportsmen's Show
Ted H. Factor. L. A.
.Soft drink
Harrington. Whitney & Hurst, L. A.
.Surfacing matls mfr
J. M. HIckerson. N. Y.
.Bead-F;ttes; bobby, hair, wave set pins. .Schwlmmer & Scott, Chi.
.Jewelry
Moss & .\rnold. N. Y.
.Cake Box baked goods
John Freiburg. L. A.
.Sausages
Irwin -McHugh. L. A.
.Seventh Annual Natl Horse Show
Roche-Eckhoff. L. .\.
.Solano County DIst Fair
Lisle Sheldon. L. A.
. Proprietary products
Erwln, Wasey, L. .\.

Sponsor Personnel Changes
NAME
K. Kiiluird i;arlier
Howard M. Chapin
Kdwin Kbel
Seynjour Margules
llenrv M. .Swariwood

FORMER

NEW

AFFILIATION

Continental Can Co, N. V.. adv mgr. sis prom
(Jeneral Foods Corp (Jell-O-Minute Tapioca div).
N. Y.. sis. adv mgr
.Schenley
Distillers Corp (Three
Feathers
div). N. Y.. natl sis prom mgr
Kaiser ('o. adv. pub rcl consultant

Dlst

AFFILIATION

Jacob Ruppcri. N. Y.. adv mgr
CJeneral Foods Corp. -N. Y.. adv dir
Florida Citrus Comm. Lakeland, adv mgr
Sweets Co of .\mer Inc. Iloboken. adv. sis dir
Kalser-Frazer Corp. Willow Run. Mich., adv dir

(Please turn to page 72)

IT TAKES
imORE THAN

UJl\JMI

-^f ^tW•
^v^i?r'^
^^^^''V^i^'=

(which we have!)

to dttrdct dnd hold
dn dudience/

^ai^AcouSlti:^^^''^
JL he best^"step" a radio station can take is
to put more, more and still more emphasis on
skillful programming

in the public interest.

^'"HO was founded with that concept, and has
stuck to it. The result shows up again in the
ring of 31 counties at the right — which average
approximately 100 miles from our transmitter,
and which are closer to many stations than to
^ HO.

In those 31 counties, according to the 1947

Iowa Radio Audience Survey, WHO''s percentage of
total listening, from 5:00 a.m. through 6:00 p.m., is
actually 47.1%!

WH®

There is only one answer to such listenerpreference. That

answer is Top-Notch Pro-

gramming— Outstanding Public Service. Write for
Survey and see for yourself.

*for Iowa
DES MOINES

PLUS +

. . . 50,000 WATTS

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
FREE

MAY
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& PETERS,

INC., National Representatives
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mn

GROWING

MUSIC

REPERTOIRE

FOR EVERY

NEED-BMI

which had

enough music for the entire needs of broadcasters in 1941, has since increased its ref>ertoire of music by more than 450%.

foi

SERVICE

In American
tionably first as
In every other
songs, foreign

COMPETITION

serious and semi-classical— the BMI-AMP repertoire provides both the quantity and QUALITY
of music to fill every program need.

GROWING

REPERTOIRE

folk music, BMI is unquesit is in Latin-American Music.
classification — current p>opular
music, dance music, hot jazz,

COMPETITION

SERVICE

BMI emphasizes its Service in Music through
a wide variety of practical programming and
research aids.

BMI has had the hearty support of music users
from its very inception, not only because its
combined catalogs
store of great music
strong competition
field of performance

Today, 2,120'-' stations are making good use
of such special BMI services as— COPYRIGHT
RESEARCH - CONTINUITIES - HOLIDAY
MUSIC LISTS -PIN UP SHEETS -NEWSLETTERS-SONGS OF THE MONTH -PIN
UP PATTER-RECORDATA-MUSIC
MEMO -GRATIS MUSIC -RECORD PURCHASING ASSISTANCE, etc. These and
other helps are available to all broadcast
licensees.

With its current licenses running imtil 1959
BMI more than ever stands as enduring proof
of the power and determination of American
enterprise to create and maintain the right of
free trade in a competitive market.

*As of April 26. I<>4S.

WHEN

contain a well-rounded
but because it has created
in publishing and in the
rights.

IT'S

BMI

Broadcast

IT'S YOURS

Music, Inc.

580

FIFTH

AVENUE,

NEW

YORK

• CHICAGO

NEW
•

YORK

19

HOLLYWOOD

i^a

AVAILABILITY AND

Since 1940 BMI has been television-minded.
It grants the unrestricted right to telecasters

First in Television Music

to perform its music from any source — live,
filmed or recorded — with assurance that BMI
music, recorded or filmed now, may be used
in the future.

MUSIC IS HEARD AND NOT SEEN. THIS SIMPLE
POINT OF VIEW IS THE REASON BMI MAKES
NO DISTINCTION BETWEEN THE USE OF ITS

From BMI you can get long term performing
rights to a vast catalogue of music of every

MUSIC BY AN AUDIO STATION OR A TELE-

type — television music today for television's
tomorrow.

VISION STATION.

SIMPLE LONG

ASSURANCE

TERM

LICENSE

FULL SERVICE FOR TELEVISION

The BMI television license runs until March,

BMI's many services to the broadcasting industry have already been adapted to video

1959- Broadcasters are thoroughly familiar with

requirements. In addition, we have created a

its terms and conditions for it is the same as

new Television Service Department to take
care of special needs. We

our audio license. Its cost, similarly, is based

are constantly in

touch with station and agency personnel so
on identical percentages of the revenue from

that BMI may keep pace with every phase of

net time sales.

the day-to-day progress by the industry.

AN

INVITATION

BMI cordially invites inquiries on the subject of Music In Television, in its broadest
or most specific applications, at any time.

Broadcast

Music, Inc.

580

FIFTH

AVENUE,

NEW

YORK

• CHICAGO

NEW

YORK

19

• HOLLYWOOD

'mi •;!' '

There's a lot more to it than this . . .
In fact, there's a complete story behind this picture. The man is a
Weed & Company representative. He's almost always welcome
wherever he goes . . . Why.^ There's a lot to it that doesn't show
in a receptionist's friendly smile.
There's training and timing, associations and experience . . .
There's a lot of knowledge backed up by a lot more hard work.
Basically . . . there's the fact that he never wastes time.
He means business ... he talks business.

Weed
n d

22

company

He knows specific markets like the back of his hand
and he talks effective coverage in them. He kfious
how to get maximum results from every penny you spena
for advertising ... he ialks Spot Radio.
Spot Radio is a highly complicated as well as a highly profitable
medium. The expert knowledge required to use it correctly makes
Weed and Company service indispensable to any radio advertiser.
]

rad^o station representatives
new
san

y o rk
Francisco

boston
•

•

Chicago

atlanta

•
•

detroiC'

hollywood
SPONSOR

i

Listening ivas up 25 per cent last season.

Witli TV and FM

in tiie picture tiie spiral is bound to continue
Seven million dollars will be invested by advertisers in broadcasting baseball play-by-play,
game re-creations, and baseball newscasts
during the current season. Roughly
another $1,500,000.00 will be spent in
direct promotion of the commercial underwriting of these games in newspapers,
broadsides, and point-of-sale advertising.
How much will be spent in indirect promotion cannot be estimated.
®

Play-by-play airings will be heard over
more than 350 standard broadcasting stations. Approximately 175 FM stations
will be either duplicating the baseball
broadcasts heard over AM stations or airMAY

1948

ing games exclusively over their facilities.
All the major league teams with the exception of the Pittsburgh Pirates will be
seen on TV. A few of the minor league
teams, Baltimore Orioles, Los Angeles
Angels, and Hollywood Stars will be
scanned.
In a majority of the presentations the
games will have two sponsors. Typically
the Athletics and the Phillies will be sponsored over WIBG and a specially-linked
network by the Atlantic Refining Company and the Supplee-Wills-Jones dairy.
The same games will be telecast over
WPTZ with some evening games being
seen over WCAU-TV when WPTZ has

network commitments. Atlantic will
sponsor both radio and telecast versions
of the games. Its cosponsors on the visual
side will be Philco and Davis Buick (auto
distributors) .
This sharing of the bills through dual
sponsorship was inaugurated by General
Mills many years ago. For years they
controlled the broadcast rights of most of
the teams that were on the air. As these
rights become more and more costly,
General Mills' agency, Knox Reeves, set
up a tiny office in New York to obtain cosponsors. During this time General Mills'
research department developed sponsor
identification information which indicated
S3

that while multiple advertisers do not
realize 100';:c of the value of complete
sponsorship, they frequently achieve
just short of that. Their research also revealed that in most cases (major leagues
only) the costs per multiple sponsor were
more than 50% of that billed a single
sponsor. Today with few exceptions multiple sponsors cut up the cost of rights
themselves. Only in the case of the
World Series do costs of rights pyramid as
the number of spxansors for the series
scanning or sound broadcasts increases.
Rights this season will run from $3,2(X)
for the Durham Bulls (Carolina League)
games for the season to over $100,(XX) for
major league teams in New York. The
cost for time for the games is seldom as
high as the rate card since card rates
would make both the broadcasts or telecasts beyond the budgets of even the
greatest advertisers. The big blocks of
time involved justify spiecial discounts.
The trend is away from one -station presentations and Atlantic Refining, Burger
Beer (Cincinnati), Standard Brewing
(Cleveland), Goebel Brewing (Detroit),
Narragansett Brewing (Boston), and
Rieck Mcjunkin Dairy (Pittsburgh), will
underwrite the game broadcasts over networks ranging from the 11 -station Pittsburgh hook-up to the over 80 stations that
are linked to form the Goebel Brewing
network out of Detroit. The ball clubs
like these regional networks because they
build box-office business from out of town
in every case. Few of the club presidents
regard play-by-play radio as competition
to live attendance at the parks but a
sizable number signed TV agreements this
year with their fingers crossed.
Clark Griffith of the Washington Sena(fop) Wilkcs-Barre baseball fans gather in sponsor's show-room to hear "Baron" broadcasts
(bottom) Joe Hasel's 15-minute round-ups on WJZ are typical of many diamond reports
Broadcasting booth and other field landmarks are shown on WHN

Dodger diagram give-away

tors is quoted as saying, "When baseball
pictures get as good as fight pictures, we
are not going to allow our games to be
televised." General Manager Billy Evans
of the Detroit Baseball Company has
agreed to only two scannings a week by
Goebiel despite the fact that the brewery
presents the entire season of the Tigers on
radio. There isn't even a single Detroit
evening game TV-scheduled as sponsor
goes to press, although it's fairly certain
that one "experimental" visual airing will
be permitted. In Baltimore the Orioles
are sponsored on radio b> Gunther Brewing but only two games a week will be seen
on TV. The visual presentations will be
underwritten
ment store). by Hecht Brothers (departNo television commitments, as far as
can be ascertained, extend beyond the
current season. Even the leagues, both
major and minor, are uncertain about
what will happen as more and more teleSPONSOR

gCuf^Au

tvCMuC

rV

MAP — SchenecUdy, Boston,

Pittsburgh, and Cleveland, thoush
shown, may miss sir-view in 1948
(right)

NY

Yankees [ere televised

vision receivers go into the homes, bars,
and grills. There is almost the same reaction to television as radio received when
it was first suggested that baseball be
covered play by play on the air. It took
a number of years to wear down the managers of major league teams. Now, with
practically no exceptions, they agree that
broadcasting brings in customers, develops new customers.
Of the major league teams, only the
Pittsburgh Pirates will not be seen in
their home town this spring and summer.
The reason for the exception is that
DuMont, the only licensee in the Smoky

ting, and the Boston Braves and Red
Sox while friendly haven't come to final
terms with the Westinghouse organization (owners of WBZ-TV). Regardless of
whether or not these teams will be seen on

Beer, 26.0%; Oil, 23 8%; Tobacco. 14.3%; .-Xuto,
14.3%; Dep't. store. 7.2%; Milk, 4.8%; Food, 2.4%;
Bakery. 2 4%; Radio, 2.4%;and Pub. Utility, 2.4%.

The dollar volume of each individual

a regular schedule in Boston and Cleveland, they will be scanned a number of
times this year, according to the best
advices available.

firm's investment in play-by-play baseball
broadcasting is difficult to ascertain since
in many cases the costs are distributed
between advertising, sales promotion, and
sales. The net cost to the advertiser who

Despite gasoline shortages and a demand that's higher than current supply,
oil companies are still second in the sponsorship of baseball this season. First in
the number of teams sponsored are
breweries and tying for third are tobacco
firms and automobile manufacturers.
City, won't be on the air in time. The
schedules in Cleveland (WEW) and Bos- Rank order of sponsors by number of
ton (WBZ-TV) haven't been set at this games sponsored, rather than by dollar
writing. The Cleveland Indians are said expenditure, presents the following picto be asking $150,000 for rights, which is as 100%):
ture (total of games on the air is figured
more than the New York teams are get-

controls the rights for the games is frequently more than it is for the second
sponsor who handles none of the presentation details and simply goes along for the
advertising ride.
Rights for the big-league games are
generally controlled by the advertiser, following the precedent set up years ago by
General Mills. In Boston, Bill McGrath
broke away from this pattern by signing
up the Braves and the Red Sox for the
(Please turn to page 106)
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KITCHEX

L'TEXSILS

SPONSOR:

Gimbel Brothers

CAPSULE

CASE HISTORY:

PRODUCT:

Pressure cooker

This advertiser marked its

52nd week on W'PTZ an April 15. Program has glib Jack
Creamer demonstrating gadgets and merchandise. Show is
last word in simplicity. Unit sales on items like mops,
toasters, and mixers hate run into thousands. Last September, Creamer demonstrated a standard item, an expensive aluminum pressure cooker. Resulting sales started
next a.m. (Saturday) and continued right into December.
STATION: \^ PTZ, Phila.

The label **ox|ierini<^iital is
bc'iu^ liftod fr«»iii the visual
air hy provable sales facts
.^^^

Two hundred and thirty advertisers used TV air

^MiW^^^

time on 19 stations during the month of April.
Most visual broadcasting is local — there are only
19 sponsors on the limited networks now operating in the East.
Because of the local aspect of telecasting it's logical that onethird of the visual advertising on the air is underwritten by retailers. Another one-twelfth of the commercials on TV are sponsored by wholesalers and jobbers who are backing the sales efforts of their local retailers.
There are almost as many brewers on the TV air as there
are distributors of all other products. Apparel manufacturers
also represent major users of the medium. With the latter,
this reverses the industry trend since clothing sponsors have
not been an important factor in the use of radio air time.
Another type of sponsor who has not been heard much in
radio, the investment and insurance broker, is using TV to sell.
Most buyers of TV airtime are obtaining direct results from
the medium. Results are a proved fact in cities that have been
transmitting pictures for a year or more, areas like New York,
Schenectady, Philadelphia, Chicago, Los Angeles, Washington,
D. C. New TV areas, such as Milwaukee, St. Louis, and Detroit,
are surprising advertisers, who have bought time for promotion
rather than direct sales. The dollar volume of TV-inspired sales
indicates that telecasting, even with today's limited set distribution, can be compared with most other mediums on a cost-persale basis, although not all television advertisers are as yet on a
direct-result basis. Many are still satisfied with the novelty of
being on television, or are using the air for promotion. Firms like
Union Oil, feeling the need of improved consumer and stockholder relations, use TV institutionally. Union Oil filmed their
annual financial statement and on the day of their annual stockholder meeting had the film scanned over nine stations.
Although this was the first time in investment history that a
financial statement received such "publication," the video
screen has previously been used for spreading facts about big
businesses. NBC, for an extended period, presented a public
relations film of a great corporation or industry each week.
This was Industry on Parade.
Despite the fact that TV has entered its selling phase, it, like
radio, is still best used when the selling impact is combined with
good promotion and institutional public relations.
26

PROGRAM:

"Handv Man"

FOOD
SPONSOR:

C. F. Mueller Co.

PRODUCTS:

Macaroni, noodles

CAPSULE

CASE HISTORY:

While daytime "Missus Goes

A-Shopping^'' was conducting a "A/r. Who''' jigsaw puzzle
contest, Mueller, one of the program'' s four rotating
sponsors, offered free recipe booklet on two shoivs. First
mention, February 19, brought 522 requests. Sext ueek''s
offer brought 1,540 requests, indicating responses to TV
offers spiral as they do in radio. Cost per inquiry,
according to Duane Jones agency, $.08.
STATION: WCBS-TV

PROGRAM:

"Missus Goes A-Shopping"

FOOU
SPONSOR:

Hanneil Food Corp.

CAPSLT.E CASE HISTORY:

PRODUCT:

Pepcorn Chips

Four weeks of advertising in

daily newspapers did not produce acceptance for this
neic product among dealers. Two spots preceding sportscasts were bought on TV as last resort. During three
following weeks over 2,750 new outlets were signed by
Pepcorn salesmen. Selling approach, "as seen over CBS
Television,"" is credited by advertiser for the change in
dealer acceptance.
STATION: \^ CBS-TV

PROGRAM:

Spots before sports

nEVERAC.ES
SPONSOR:

Geltelman Brewing Co.

PK01HC;T: Beer

CAPSULE CASE HISTORY: Brewery b<-gan underwriting
of ivrest ling telecasts with station opening. Sports films preceding Marquette I '. basketball games as icell as three Golden Gloves matches and two spot announcements uvre shortly
added. On January 17. after si.x weeks, their agency.
Kramer-Crasselt. found by suney that all set owners intervieiced correctly idcniif'ted sponsor of the wrestling. Gettelman added (>() (U'<ih'rs icilhin first thrt^' months on Tl air.
ST\TlON:

W IMirV.

Milwaukee

PR0(;RAMS:

Sports

*■

TEEX-AOE
SPONSOR:

FASIIIOX!ii

Jay-Jay Junior, Inc.

PRODUCT:

Dresses

CAPSULE CASE HISTORY:
Sponsor, to check viewing
of its eivnin^ dramatic program, offered women a novelty
poeketbook mirror free on request.
Provision uas made
for 400 requests uitli hope that 200 would write.
8,600
requests were received — or response from
total sets installed in metropolitan area
was made.

over 10% of
at time offer

A|TTOM4»KILES
SPONSOR:

Ford Motor Company

PRODUCT:

Trucks

CAPSULE CASE HISTORY:
During Dodger baseball telecast Ford scanned some rough-road and high-speed deepwater tests. President of Adam Groll & Son, truckers, was
so impressed by truck performance that he ordered his first
Ford truck without further demonstration.
Groll saluted

\

'

the commercials and Dodger telecasts with, "/ purchased
my first Ford because your programs convinced me you
made a good car."

STATION: WARD, N. Y. PROGRAM:

"Mary, Kay & Johnny"

STATION:

WCBS-TV,

N. Y.

PROGRAM:

Brooklyn Baseball

^

REAL
SPONSOR:

ESTATE

Previews, Inc.

PICTURE
PRODUCT:

Homes

CAPSULE CASE HISTORY:
Broker sponsored a 15-minute
skit including three minutes of pictures of homes for
sale.
Price range $24,000 to $200,000.
Viewers were
invited to phone for inspection.
By noon next day, 21
prospects had called, ten wanting to discuss purchase of
homes and 11 desiring services of Previews,
Inc., as
brokers.
Copies (agency) claim TV produced lowest
cost-per -inquiry in client'' s history.
STATION:

WARD,

1 MEX'S
SPONSOR:

N. Y.

PROGRAM:

Comedy drama

PRODUCT:

Jerry Costigan

CAPSULE

CASE HISTORY:

PRODUCT:

«

Walco Giant Lens

On December 28

Costigan

bought a one-minute spot over this station for his Walco detachable magnifier for television. He had 100 lenses at $70
available. Over 2,000 telephone calls regarding the lenses
were received in 48 hours, selling the $7,000 in lenses.
Cost to sponsor was $50.
One week later calls were still
coming in at rate of 150 a day. Two spots over WBKB in
Chicago in November did the same kind of job.
STATION: KTLA, Los Angeles

PROGRAM:

One spot

FOOD

CLOTHIXCi

Knox Hats

SPONSOR:

MAGNIFIERS

Men's $35 slacks

CAPSULE CASE HISTORY:
During a January sportscast
from Madison Square Garden, Knox offered 50 pairs
of men''s $35 slacks at half price.
Within next two
days, 106 phone calls were received, $750 worth of slacks
sold.
This was a controlled test tvith no counter displays
or any point-of-sale advertising.
Knox points out that
quality slacks are not generally in demand in January.

SPONSOR:

Kraft Foods Co.

PRODUCT:

McLaren Cheese

CAPSULE CASE HISTORY:
Kraft has been presenting
program for 50 weeks (as of April 28, 1948) and towards
the end of 1947 devoted commercials to a cheese not advertised in any other medium.
The commercials uvre shifted
to Kitchen-Fresh Mayonnaise when it developed that after
two weeks dealers had none of this expensive Kraft cheese
left. (No material on this ha^ been released by sponsor,
agency, or NBC.)

STATION: WCBS-TV, N. Y.

' PLUMBIXG
i

:

Sports

XOVELTY

...

SPONSOR:

PROGRAM:

Arbee Food Products

PRODUCT:

Scrap Trap

STATION: WNBT,

N. Y.

PROGRAM:

Kraft Theater

TOYS
SPONSOR:

Lionel Corporation

PRODUCT:

Toy trains

the program, and offered one-month^s supply of paper
bags for the gadget as premium for orders telephoned to
station at conclusion of the telecast.
Stvitchboard urns
swamped.
Over 200 traps were sold at $2.19.

CAPSULE CASE HISTORY: Demonstration of model trains
was part of a General Foods commercial telecast. A representative ofLionel was on the program as guest of Harriet
Van Horn (N. Y. World -Telegram radio editor), star of
show. During and follotving the scanning 600 telephone
calls re the trains came into NBC.
Over 265 direct sales of
trains were traced to the demonstration.

STATION: WBKB, Chi.

STATION:

CAPSULE CASE HISTORY:
Arbee participated in one
program of series sponsored by The Fair Store of Chicago.
It demonstrated its disposal device. Scrap
Trap, on

PROGRAM:

"Ride a Hobby Horse"

WNBT,

N. Y.

PROGRAM:

"Open House"

|

listeners
are people . . .
It'N tiiiK^

for a iK'1%' and

ni4si»«iir4'iii«^nt

of

ra«lu»*!<

Radio homes are no longer an
acceptable base upon which
to report broadcast advertising coverage.
Although the family has been an accepted unit for this purpose for most of the
past 26 years, advertising researchers are
now finding that multiple-set homes and
TV are breaking up listening homes into

over-oil

people.
These analysts realistically claim that
the "radio home" has always been a misnomer. The home is one thing during the
before-8 a.m. hours, another in the spans
between 8 and noon and 1 and 5 p.m., still
others at noon, from 5 to 6 p.m., and
between 6 and 1 1 p.m. Clearly, with each
change of the available audience, the
radio home, for the purpose of counting listeners, changes.
The radio home concept has resulted in
the underpricing of the 7 to 8 a.m. hour in
most station rate structures. Without a

iiKire

realiNtie

aii«lioii4*o

reported in terms of readers. Lz/e, Saturday Evening Post, many weeklies and
monthlies have spent hundreds of thousands discovering just how many readers
they have per copy.
The family has in the past been an accepted measuring unit because broadcasting isinvited into the home. It still
enables the Columbia Broadcasting System, for instance, to claim that it is the
network where 99,000,000 people gather
every week. This 99,000,000 figure is
simply the number of families who listen
each week to CBS multiplied by the
median number of persons per family
(3.15) reported for the U. S. by the last
U. S. Census. This median, broken down
by area type, indicates that the urban
family is composed of three persons, the
rural nonfarm menage has 3.12 persons,
and the rural farm unit has 3.71 persons.

V^

mass of programs are within the narrow
range of Lum and Abner's 2.03 and the
Gene Autry Show's 2.96. There are ver>'
few programs that have radio families
identical in composition listening even if
the total number of listeners is used as a
denominator. When the "total" figure is
dissected into terms of women, men, and
children the radio "family" becomes more
and more of a phantom measure.
Onl>' ten programs on the networks
average one or more men among their
listeners. These are Satn Spade with one
man among its 2.76 listeners per listening
set. Fitch Bayidwagon with one man
among 2.67 listeners, the Gillette Parade of
Sports with the top in masculine attention, 1.17 males for its Friday night segment of 2.32 listeners, and Drew Pearson
(Lee Hats) with 1. 10 men out of a 2.50
audience. There is one man among 2.63
listeners for Gang Blisters, which recently
has found a new sponsor. At the time

However, a check of C. E. Hooper's
last audience composition figures (March
ing habits, it's impossible to decide what 1948 quarterly report) indicates that only Hooper's survey was made, Waterman
other hours of the day are also under- one program. The Shadow (MBS), hit the (fountain pens) was the advertiser. Out of
full national family figure in listeners per Jack Benny's 2.84 listeners per listening
priced — or overrated.
Although research thinking has been set. The Shadow was reported at that set, 1.02 are men. Other programs which
along these lines for a number of years, time to have 3.08 people listening per appear to have masculine interest include
advertising agencies have evinced little if radio home with a set in use. This 3.08 Coca-Cola's Pause That Refreshes on the
any interest in discovering what would figure is better than the median size of the Air (CBS), with a male audience of 1.03
happen to the ratings of their programs urban family, which according to the out of 2.85 listeners, The Shadow (MBS),
were they translated into listeners instead census is composed of just three. The mentioned previously, with 1.06 males,
and Walter Winchell, with 1.08 men out
of homes. Newspapers use "families" as Hooper 36 4-network ratings are made
of his 2.67 dialers despite the fact that he
a circulation index device (with which only in cities.
The low for listeners per home in this is selling a cosmetic line.
agencies have been satisfied), despite the
fact that media research men know that Hooper study was recorded for Lora
Although 80^ of the buying of airthe pass-on readership of a newspaper is Lawton (NBC), a daytime serial which advertised products is done by women,
seldom of full family proportions, cs- averaged 1 .28 listeners per set. The great products
like men's
clothing
(Drew
p)ecially morning papers.
Magazines in general have been realis- "Homes" overshadow most radio thinkins. BeFore NBC's 4-networlc rating board. Ken Dyke,
tic. Most "slick" publication claims are administrative vp, and Mel Beville, research director, are thinking in terms of listeners

comprehensive study of individual listen-
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Only children, 8-149 have listening habits like these

txe'^''

I ••••

ALL CHILDEVELOP THE
DREN DON'T
SAME LISTENING HABITS
7-00 AH

8:00 AM

SmAM

HEIGHT
OF
MORNING'S

0 Children
available

10«IAM

IlilOAM

%v\*«

1^00 N

AVAILABILITY
OF SATURDAY
CHILDREN REACHED AT 10 A.M.

list
ldrenen
(2) Chi

Autry's rating among males under 35
was 30, while females rated him 48.
Abbott & Costello's EQ with males under
25 was 57 while men over 36 rated them
34 — 23 points lower. When Electric
Auto-Lite was sponsoring Dick Haymes
*The EQ is a rating txiseti upon the reaction of listeners
to a program rather than the numt>er of its listeners.

Otvcc

tes's
rien
vodr
® Ch
fail
ONLY THE 8 TO
14 YEAR OLDS
COULD HAVE
VOTED THEIR FAVORITES IN THIS
RANK ORDER

1. Lone Ranger
Blondie
2. Lux Radio Theatre
3. Archie Andrews
4.
Let's Pretend
5.
6.
7.
Gang Busters
Frank Merriwell
8. Baby

Snooks

sets per home, far under Salk's 1.8.
Hooper stresses that this multiple set
figure is based upon sets which were in use
during the week that his diary record was
kept, not upon number of sets in homes.
WTiere there was one set in the home,
the location of that set as reported by
Hooper was:
Living Room
70.9%

17.7
11.0

n.o
10.1

7.5
9.6
9.7

12-13
Age

Saturday

Pearson-Lee Hats), Blue Coal {The they felt they were reaching a male audience. The EQ of Haymes was 63 with
Shadow), Gillette Blades (boxing bouts),
Fitch Hair Tonic (Bandwagon) must females under 25; with men over 36, a
sell the men. This points up why it is vital buying segment of Auto-Lite products, the EQ was 26 points lower, 37.
important that actual individuals who
listen, not families, be reported.
Gallup's EQ ranking emphasizes the
Rating figures so far released (Hooper need for definitive information.
and Nielsen) do not give this figure, still
The need is further emphasized by recent reports on multiple-set homes.
retaining the fictitious "radio family" as a
base. Hooper does, as indicated previ- Audience Surveys' (Bob Salk) most recent diaiy studies indicate that 1,800
ously, report audience composition figures
diaries are required to cover 1,000 homes
quarterly. These are "average" (over a
three month period) figures and while • — in other words that there are 1.8 sets
helpful do not permit the advertiser to per home today. Hooper's figures on
ascertain his listeners until it's too late to multiple-set homes, which were also developed from diary studies he has been
correct a program bias towards the
wrong sex or age group.
making in order to report national coverage figures for programs, indicate that
When Gallup recently made his first
19.4% of American homes have two sets,
report on the EQ (Enthusiasm Quotient*) 7.1% have three sets. His average is 1.34
of radio personalities he pointed up the
fact that the appeal of many stars is not
what some advertisers think it is. Gene

every
liftaning

%

Kitchen Bedroom
Playroom
13.7% 11%
0.2%

Others
4.2%

make sales
0 Children

51.2
14

8-9
54.3

10-11

Where there were two sets in a home
and one was in the living room, the second
set was in the:
Hcv«^
Kitchen
47%

Hcdroom
Playroom
Other Rx>oms
.12.1%
3.4%
17.5%

Where there were three sets in a home,
and the first set was in the living room,
the other two sets were distributed as
follows:

Kitchen
65.8%

Bedroom
72.1%

Playroom
5.1%

5.5
5.1
5.0

12. TruthorConsequences
13. Red Skelton

4.8
4.7

14. Bob Hope
15. Jack Benny

4.7
4.6

Others
57.0%

These multiple-set homes increase daytime listening; the diaries indicate that the
housewife turns on one set after another
as she moves around the house. In the
early morning hours and after 6 p.m.
multiple-set homes increase listening by
making it possible for more than one
member of each family to satisfy individual listening desires.
Nielsen has reported multiple-set listen'
ing in his ratings but he does not show
who listens, and two sets in use in the
same home are reported as two homes (if
they are tuned to different programs at
the same time). During the past winter
Nielsen made a study of listening in multiple-set homes as compared with sets in
use in one-receiver homes. The figures,
which covered a two-month pjeriod, indi{Please turn to page 126)
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25.0
liilanert to Prograr
All Litlanari

7.5

9. Superman
10. Jack Armstrong
11. Dick Tracy

53.7

60.1

14.6

4.6
WHEATIES

CREAM

(J«cl< Atmjtrong)

OF WHEAT

(Let'j Pretend)

CHEERIOS
(Lone
R<nger)

Spot ilnnonncemente can
be more effective

Station breaks do a better job
for advertising and public ivhen
they fit into their surroundings

spot

Some stations do a good job
with
spot
announcements,

some don't. And what determines how "good" the job is is not the
quantity of listening, BMB coverage fig'
ures, or similar statistics, but the stations'
advertising effectiveness. More and more
advertisers are becoming aware of the
fact that sales results differ amazingly on
stations supposedly covering markets of
the same size with the same power, at the
same cost, and in theory with the same
audience impact.
Spot availability information has taken
on a new dimension. How the commercial is handled is becoming just as im-

break and other announcement forms, he
didn't feel justified in refusing this form of
business. Moreover he didn't feel that
listeners instinctively disliked advertising
but rather that they disliked what broadcasting was doing with it. Ergo — develop
a new approach.
Since many commercials were spotted
on participating programs, the first regulation established was the rewriting of all

Scheduling:

it's often wiser to permit sta-

tions to place spots where they think they'll
do the best than to Insist upon specific
availabilities.

portant as where it's used. A growing live announcements to fit the mood and
number of stations are handling spot anpersonality of the program conductor.
nouncements as though they were some- This was done whether the program was a
thing besides income-producing evils.
Even transcribed announcement spots are women's participating program, a disk
scheduled, introduced, and signed off in jockey segment, or a catch-all type of
show.
program fashion. Live announcements
For transcribed announcements, anon a station with the new look at comother regulation prescribed a few words of
mercials reflect, even when of the irritant
lead-in and a word or two of lead-out, the
variety, an integrated feeling which
copy to be in the program mood.
avoids making them stand out like a blot
These regulations solved the problem of
on broadcast advertising's escutcheon.
spot commercials on programs designed to
It has long been the feeling of men like
carry them. They left still unsolved the
problem of what to do with announcements in station-break time between
wOpy. Where
a participating
better how to
than does any

an announcement i$ to go into
program the mc usually knows
phrase it to fit his personality
agency.

G. Emerson Markham, broadcasting head
of General Electric in Schenectady, that

programs.
Markham decided upon a number of
policy rules to clean up the station-break
problem. First, announcements were not
to be used between programs which were
out of mood with them. No double-

the public's negative reaction to commer- spotting — no announcements would be
cials in general, and spot announcements placed back to back. Sometimes refusal
in particular, can be traced to their of a station break to an advertiser who
handling and acceptance by the stations. wanted it because of the large audience
As long ago as two years he started study- reached by programs on both sides of the
ing the problem. Since a great part of break caused ill-will. Most advertisers,
a station's income comes from station- however, discovered that another stationMAY

break period could produce good results
too and came to realize that they too profit
by selective spotting of their own as well
as all the station's announcements. WGY
has had letters from listeners who have
noticed the difference in commercial
handling — and advertisers are collecting
upon that favorable atmosphere.
One of the first stations to realize the
impact of integration of spot commercials
was WNEW (N. Y.) with Martin Block.
Until recently it did nothing about
integrating the hundreds of its other commercial announcements. Lately program
vp Ted Cott has been trying to show announcement advertisers how they can
make their commercials more effective by
recording them in different moods to fit
the program surroundings. It is
feeling that a singing commercial
effective should be done in as many
cal moods as possible. If the same

IVIOOQ. When

Cott's
to be
musiappeal

spots are recorded in various

musical tempos and types, they'll Rt into
block sequences and hold the listeners.

were handled in Latin rhythm, in bebop,
in swing, and in sweet phrasing, then it
would be possible to integrate the spot
into any type of program or have it adjoin any type of program. "That way,"
says Cott, "the listeners aren't jarred each
time a commercial comes up. If the commercial isin harmony with its setting it
won't arouse the automatic negative reitotherwise
might."
How sponsefar
a station
can go in making
commercials part of the program is best
shown by a show scheduled at 4:30 p.m.
over Chicago's WGN by Two Ton Baker.
Baker writes and spins little stories which
build to climaxes that use transcribed
{Please turn to page 46)
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Broadcasting is full of give-away brokers.
VIP, George Kamen, Prizes Inc., Brent
Gunts, Dave Alber, and John Wylie make straight and
profitable businesses out of securing products for quiz
and gift shows. At the same time, press agents, producers, manufacturers, advertising agency men, and
network sales and promotion executives solicit or place
gifts as part of their jobs. It is a big-time business.
Twenty-one network shows give away more than
$7,000,000 worth of brand-name merchandise every
year. Local programs will present nearly $2,000,000 in

over-all

gifts in 1948.
The give-away broker has a real and definite place in
radio. Generally speaking, his responsibility begins
with procuring merchandise prizes for a give-away
show, and ends with the expediting of shipments,
usually from the local dealer or distributor on larger
items, of the winning contestant's loot. Between this
alpha and omega, the gift broker must see that a constant flow of gifts go to a show as promised, provide the
manufacturers and concerns with some type of "proof
of performance," sell prizes for which a winner has no
use, exchange wrong sizes and colors, and buy gifts
(when he can't promote them) to fill commitments for
special promotions. For this he gets paid either at a
flat rate by the show or a "per air credit" by the manufacturer, or a combination of both.
The producer of a half-hour, five-a-week give-away
show pays anywhere from $100 a week (for a sustaining
show in a local market) to $1,000 a week (for a sponsored network show) for a gift broker's services. The
saving to him in time runs anywhere from 30 hours to
two days, and as much as $500- $600 in mailing, telephone, and express charges. He also avoids the rat race
of chasing after the makers of expensive gifts which will
increase the name value of his prize list, and the equally
onerous job of brushing off manufacturers who offer
him cut-rate, unexciting items in return for plugs. The
brokers, such as Kamen, Gunts, and Alber, who sell
plugs, generally charge anywhere from $25 to $200
away.
apiece, plus the free merchandise which will be given
There are few major manufacturers who have not
been approached, usually through a station's advertising manager or sales promotion manager, with a pitch
SPONSOR
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they're a big business

brokers. pro€lii«*€^rs. publicity men get free air credit
for manufacturers in muiti-million-iioiiar operation
for placing their products on a give-away
show. A few firms consider the give-away
operation a legitimate phase of their overall promotion and publicity activities. A
handful of firms consider it an effective
form of reminder advertising, or as a
"fill in" between seasonal campaigns.
The biggest users of give-away channels
read like the "Who's Who" of the ad business. Such firms as Philco, RCA, Bulova,
Oshkosh Luggage, Champion Outboard
Motors, Kaiser-Frazer, Westinghouse,
Kelvinator, Stromberg-Carlson, Ronson
Art Metal Works, General Electric,
Kimball Pianos, and Columbia Diamond
Rings are plugged several times every
broadcasting day as winner after winner
carts away anywhere from $25 to $25,000
worth of merchandise.
Although the brokers do everything
they can to ensure adequate brand-name
mentions plus a descriptive plug at the

time of presentation, even to the point of

"family" audience than the give-away
show which is largely interviews and the
sending along prepared "copy" with each
prize, there is still an element of a gamble simplest of questions. The give-away
for a manufacturer whose product is being brokers promote all types, plus the
given away. Sometimes the plug is special contests on shows which do not
buried in a conglomerate, rapid-fire listing ordinarily hand out gifts.
Not all manufacturers make a product
of many prizes. Sometimes, particularly
in a jackpot stockpile of gifts such as the that can be a good give-away. Items
"Walking Man" gimmick on Truth or which consumers often like to select for
Cot^sequences, or a contest promotion like themselves, such as jewelry, clothing, cosmetics, and fashion accessories, generally
ABC's Paul Whiteman Club, the contributing firms get a tremendous free ride, fall flat. So do "unknown" brands of
with special promotions, publicity, tie-in merchandise. The items which usually do
ads, repeat plugs, and extra air-mentions. best are household items like washers, reMore often than not, a manufacturer has
frigerators, waffle irons, toasters, electric
to take a chance. There is a difference clocks, radios, lamps, sheets, and blankets.
too in whether or not a show is a straight A few luxury items, where consumer
"give-away," like Queen for a Day, Bride brand choice is usually not of prime con& Groom, and Welcome Travelers, or a
sideration, rate high with winners.
VIP, one of the largest and oldest of the
"quiz" show like Winner Take All, Grand
Slam, and Stop the Music. The quiz-type brokerage services, prefers to deal in
show usually develops a more general. prizes in the $10-$30 bracket for run-of-

Washing machines are still very much the number one listener request
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Vacation via air is one of the special appeals to young

marrieds
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Kool Vent Metal Awning

Co. opens Pittsburgh market with "Housewives

Holiday" give-away show

the-mili give-aways, and $40-$250 for
special offerings. They work on a
straight contractual arrangement with
shows such as Give and Take, Win at
Home (regional), and Tell Your Neighbor,
plus several local stations which carry
their package, Cinderella Weekend. The
basis on which they sell a manufacturer is
that he will receive valuable promotion in
return for giving free merchandise, but
VIP's William J. Murphy admits that no
manufacturer has ever given him any
tangible evidence of sales successes as a
result of planting prizes on the air.
Murphy adds that nearly 90% of the
manufacturers and businessmen he deals
with themselves promote the fact that
their products are used as give-aways,
usually by sending broadsides and displays to dealers, or running ads to the
trade featuring the show on which their
product is given away. This, he claims,
is where the pay-off comes in, and the
value to a manufacturer of his give-away
operation is in direct proportion to the
amount of promotion he does, as well as
the amount of straight advertising he does
in other media. One cigarette lighter
firm, Zippo, which had been supplying
VIP with lighters for a year, found their
give-away operation proving so successful
with their dealers and distributors that
they scheduled a series of paid radio spot
campaigns.
Unlike its carbon-copy competitors,
John Wylie (Hollywood), and Prizes Inc.,
VIP is shooting mainly today to extend

CBS producers Mark Goodson

and Bill Todman

corral own give-aways for "Winner

Take All"

its give-away package operation. Cinder'
ella Weekend, at the local level in major
markets. Prizes Inc. works mainly with
small stations, and makes its money out
of volume trade. While the prizes are not
as elaborate as those of the give-away
shows on the networks, the Prizes, Inc.,
programs do well for stations, since they are
within the range ofmost program budgets.
George Kamen, on the other hand, confines his operation to a contractual arrangement with network shows. He
works both ends against the middle,
usually charging a manufacturer $50-$l(X)
per plug (one show is considered one plug)
and the producer 10% of the retail value
of the merchandise he comes up with.
Kamen maintains offices both in New
York and Hollywood to handle the three
shows
Queen forfora Day,
Desire,
and
RFD America
which Heart's
he is the
contract
"merchandising counsel." Heart's Desire
gives away, as part of the program gimmick, the object that listeners say they
want most, but with a set of prizes built
around it, which include the items made
bv Kamen's
clients.
The other two

Give-aways
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en

masse

have

pushed

"Truth

or Consequences"

to the

topmost

Hooper

slot

{Please turn to page 78)
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Barbara Welles (Florence PritcheM) introduces suest on her WOR

women's participating prosram as announcer picks number From

question bowl

Women's participating programs

part
I Going beyond the call of microphone-duty, program
two
j me's obtain distribution as ivell as sales i^hen needed

What the mc of a women's participating program does at the
spot
microphone is important to her
sponsors. What she does (most of these
mc's are women) in addition to her broadcasting iseven more crucial to them.
Her effectiveness can often be weighed
in terms of the number of appearances she
makes at her advertisers' sales-promotion
gatherings and dealer meetings. If she
retires to an ivory tower between broad:asts there may well be a big question in
an advertiser's mind about the propriety
of buying a schedule of announcements on
her program.
Over 40% of the time purchases on
women's participating programs are inspired or ordered by local regional managers for the national advertisers.
In
MAY

1948

most cases the program mc is brought
along by the commercial manager of the
station to help close these time sales. She
can tell the prospective sponsor just how
she will build his local sales. Since few
salesmen and fewer advertising managers
listen in the daytime, it's logical that the
same personal qualities which spell credibility to a listener or prospective customer
will appeal to a prospective advertiser,
and are necessary to his understanding of
this program type. Most daytime programs in the service category, and
women's participating shows generally include "service" as part of their appeal,
often have to be explained to advertising
men who cannot see their value.
As a matter of record the majority of
these mo's of participating programs who

have contracts, have clauses in them
which require that they "visit" prospective clients with station time salesmen
when necessary. Similar special clauses
also call for personal appearances at
dealer meetings. When a new advertiser
buys a spot on a women's program, he
fails to get the most out of the buy if he
doesn't throw a party for his retailers — a
party at which they meet their new airsaleswoman.
The extent to which this type of promotion can influence an advertiser or his
dealer is sometimes astonishing. The
Berkeley Furniture Company of Newark,
N. J., had been thoroughly sold on the
original format of Barbara Welles (WOR,
N. Y.), and on the personality of Florence
Pritchett, who is Barbara.
The program
35

format included reviews of movies, books,
plays, news commentai> with a feminine
slant, and some glamor notes. Miss
Pritchett had gone with the WOR salesman to the Berkeley plant and had several
sessions with the management on how
Barbara Welles could help them.
When the program changed its format
to an audience participation show, in
which the studio audience is given glamor
and beauty advice, Berkeley balked and

salesmen to move a product than all the
p-m-ing* in the world.
The Grennan Cake Qjmpany of Kansas
City had been facing unsuccessfully the
problem of obtaining a better display for
their cakes and a better sales effort on
the part of the men behind the counters.

Crennan was a sponsor of KMBC's
Happy Kitchei\, so the problem was
tossed into the lap of Kitchen's mc, June
Martin. Miss Martin, in presenting the
told the station management, "That isn't program day in and day out, had become a
what we bought." Despite the fact that real authority on the manufacture and
the program's rating didn't sufler from the distribution of Grennan cakes. She had
new format, Berkeley wouldn't be con- spent hours at their plant and followed
vinced that Welles could continue to do the product from the oven to the home.
the job she had done for them before.
Miss Martin's listeners trust her judgThey cancelled.
ment. They write and tell her so. They
After a frantic staff conference at the
buy the merchandise that she recomstation, Berkeley was offered and sold
mends. They write and tell her that also.
Florence Pritchett under her own name in There was no question in the minds of
a format similar to the original Barbara Grennan executives that she was selling
Welles. The sponsor was happy, WOR Grennan products to the purchasing agent
and Florence Pritchett had a new 15- of the home.
minute program sponsor.
So Miss Martin was assigned the job of
A visit with the advertiser and his
getting better dealer and retail salesmen
dealers frequently works such magic, but cooperation. She visited store after store.

when the simple visit doesn't prove an
open sesame to sales, the girls really go to
work. They attend luncheons, dinners,
travel with advertisers' salesmen around
their dealer routes, which frequently
does more to inspire dealers and retail

She told each store's personnel about hei
program, her listeners, and her mail.
When she left one dealer, he told his
Grennan routeman, "Happy Kitchen fans
*P-ni-ing U paymrnt by a manufacturer io retail sales'
men of a small sum for each sale of a specific product.

A multi-colored annual calendar is major promotion For WLW-WINS
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really seem to enjoy buying a June
Martin-recommended product." Another
dealer told the Grennan sales manager,
"June Martin made me feel that I've been
throwing away money by not making it
easier for her fans to buy more Grennan
items. She made me feel proud to carry
As either an expert or an authoritative
reporter in her field, the woman mc is
the line."
automatically
a public figure. She is a
much-desired speaker at luncheon clubs,
civic leagues, P. T. A.'s. Obviously the
number of such engagements which any
mc can accept is limited. Planning a good
participating program doesn't permit of
an extensive social or personal life. It's
only after the conductor of such a program has built an outstandingly faithful
audience that she can start ducking many
dates for personal appearances.
The mc's who avoid public appearances
are rare. Most commentators feel from
experience that a public appearance,
which gives listeners the opportunity of
seeing as well as hearing them, forges
closer audience bonds. Station promotion
heads know that it's a highly important
stimulus to word-of-mouth advertising.
These personal appearances may have
little if an> measurable effect on a program's audience popularity rating, but the
( Please turn to page 1 20)

women's participating "Morning

Matinee."

Listeners request thousands
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CKLW makes 'em REACH for your
product in the Detroit Area
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CKLW
YOU GET a clear channel signal beamed
via the Great Lakes water route to an
eight million population primary area.
YOU GET a market with a radio homes
and buying power percentage second to
none in the country.

YOU GET the power of 5,000 watts
day and night and a middle of the dial
freuqency of 800 kilocycles.
YOU GET a station with alert, aroundthe-clock programming keyed to the
trend of this market's listening habits.

7^ 'XouW reach more buyers for less because CKLW has
the lowest rate of any ynajor station in this market!
Guardian Bldg., Detroit 26
J. E. Campeau, President
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Adam J. Young, Jr., Inc., Nafl Rep.
H. N. Stoifin & Co., Canadian Rep.
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Ronson's radio brain trust, headed by Fred Van Deventer, includes

wife (Florence Rinard), son (Bobby McGuire), and outsider Herb Polesie

Making pod with a specialty
llnce llonKon made hundreds of items. Today one
product antl one radio program build a fortune
Ronson's millions are the resuit of specialization. In
1920, when the Art Metal Works went
through the bankruptcy courts, the products of the then 25'year'Old fashioners of
metal products ran the gamut from a
sparking pistol to elevator doors. It was
about this time that Alexander Harris,
now president, joined the organization
and started the now-completed trend
towards a basic product, automatic ciga-

over-all

rette lighters. Harris didn't pioneer the
Art Metal Works' stress on promotion and
advertising, for the founder of the firm,
electroplater-metal worker Louis V.
Aronson, was a fiim believer in the
efficacy of advertising dollars. He also
had a strong partiality for the color
maroon, which explains why to this day
Ronsons are packed in maroon boxes, delivered in maroon trucks, and written
about on maroon-printed stationery. His
invention of the first automatic lighter
receives tribute in the name of the product
itself, Ronson (A ronson), and the present
name of the corporation, the Ronson Art
Metal Works. The corporate title was
changed in 1945 to more completely
identify product and manufacturer.
Ronson lighters are of many types and
38

forms, and range from the $6.(X) pocket
model to table and de luxe gold pocket
pieces that bring $200. The lighters,
despite the $20,000,000 business which the
firm did in 1947, are still being allocated to
retailers. It's expected that in 1948 production will overtake demand, although
advertising is being directed towards
keeping consumers wanting more lighters.
For most of the first 46 years of the Art
Metal Works' history lighters were a
seasonal item. Sales peaked at the gift
seasons (Christmas, graduation, and
Easter). Ronson's advertising was likewise concentrated in these months. Thus
one year a series of five-minute transcriptions by Ed East, one of the original Sisters of the Skillet, were used in 12 markets
as gift reminders. The following year
John Sebastian, harmonica virtuoso,
made another series of five-minute recordings, also used in a number of key markets. These transcriptions increased Ronson gift business, but that is all they did.
It was in 1941 that Ronson decided to
fight the seasonal bugaboo. Paul Sullivan
was the fair-haired newscaster of that
period and they placed him on CBS starting April 1 1 . The United States was then
rapidly approaching war and many firms.

especially those in the metal-working
field, were shifting slowly over to a war
economy. In June of 1941, Art Metal
Works dropped sponsorship of Sullivan
and began to taper off its advertising
campaign. In 1942 it spent nothing for
advertising. In 1943, realizing the need
of keeping the name of Ronson alive,
advertising was started again ($56,890
budget), but it wasn't until the end of
1945 that Ronson started getting back
into the consumer lighter field. That year
the advertising budget rose to $135,344
and Ronson was advertised over CBS on
Christmas
day $12,985.
with Ronson's Christmas
Musicade, cost
Around the middle of 1946, president
Harris felt that Ronson production justified extensive advertising. The budget
was upped to $5(X),(XX) and a network
program, Twenty Questions, was purchased on MBS. The quiz show had been
on Mutual about five months when it was
bought by Ronson. The fact that a game
played by a family (the Van Deventers)
could be expanded by that family so that
MBS' biggest Saturday night audience
could be attracted to it was a surprise to
everyone in radio. The cast includes Mr.
(Fred) and Mrs. (Florence Rinard) and
SPONSOR
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Ronson's business brain trust Includes (I. to r.) Leslie McDouall, Israel Greene, president Alexander

Harris, vp Alex Aronson, Ben Zukerman

the young man of the household (Bobby
McGuire). To this line-up is added Herb
Polesie, director-producer and years ago a
CBS comedian, mc Bill Slater, and one
guest a week. The program averages a
Hooper of eight in rated cities. On the
Don Lee Network, where it is heard on
Sundays, it jumps to 12 and 14, and in
Canada, where Ronson has a very active
subsidiary corporation, it hits a 20 frequently in the Elliott-Haynes index
(Canadian equivalent of a Hooperating) .
Canada loves semi-intellectual quizzes

Ronson didn't jump on board Twenty
Questioyis in a big way to start. The program was purchased over 17 stations. The
network went to 168 stations in six
months and is now 255. The smaller
MBS stations are not used because the
market for lighters is not like the market
for food and other products that are
bought weekly.
Ronson, however, is not satisfied when
a man buys his first lighter. It is out to
sell multiple lighters in a home. It pushes
table lighters on the program, in printed
and there's less competition at all times in advertisements which appear in home
magazines like Good Housekeeping and
the provinces.
Twenty Questions was a Ronson success Better Homes & Gardens, and through its
almost from the start. It's the type of press agents, Yolen, Ross & Salzman.
program that permits frequent commer- Table settings are "planted" with women's
cial name credits (a Ronson lighter is
page editors and editors of women's magazines. Intensive selling is put into getting
given the listener who sends in a subject
table
lighters
into motion pictures, anfor Twenty Questions that's used on the
other facet of the YR&S job. Use in a
air). If the panel of experts is stumped,
the listener receives one of the more ex- motion picture wouldn't do very much to
pensive lighter sets for the table. How sell the average lighter but Ronson, being
well the game has caught on is indicated a one-handed lighter^'Tress, it's lit!
by the fact that from 40,000 to 50,000 Release, it's out!" — is self-selling. In
letters are received by the program every several pictures a Ronson lighter has been
week. And the letter writers know the virtually a part of the plot. In The Other
name of the sponsor beyond the shadow Love Barbara Stanwyck reaches for a
of a doubt. They're writing in order to cigarette and fumbles for a light. A hand
win a Ronson Lighter. Hooper's Febru- reaches into the picture with a lighter. At
ary report of sponsor identification figures once the audience realizes that all is well.
indicated that Twenty Questions has a 58.6 The lighter is one that Stanwyck had
sponsor identification, which is better given David Niven earlier in the picture,
than 60% of all programs on the air.
before girl lost boy. The camera pans to
Every magazine advertisement placed Niven. They clinch — all is forgiven. The
by Ronson has a credit line calling atten- lighter is a beautiful all-gold Ronson.
tion of the readers to Twenty Questions.
The press agents also place Ronsonson as
Cecil & Presbrey, the present Ronson ad- many give-away programs as possible, actvertising agency, estimates that Ronson
ing as brokers in this case (See Give-aways:
advertisements appear in magazines total- They're a big business page 32) .In some
ing 100,000,000 circulation.
weeks as many as 6,500 air mentions have
MAY

1948

Ronsonsare sive-aways IIon i"Ladies
Be Seated"
(
Ronsons were a seasonal item before radio
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been checked by Ronson, which keeps a
master log of where their lighters are
given away — and how.
Ronson's first job is to sell lighters —
then Ronsons. Gags about lighters that
don't work almost wrecked the lighter industry some years ago. (The match business contributed not a little to the antilighter campaign but inexpertly-built
lighters helped it along.) While Ronson
appreciates free mentions on give-away
programs, in motion pictures, in magazines, and even in other firms' advertising
(Revlon's full color page for nail polish in
which the model is looking into her highly
polished Ronson, is typical), they have no
illusions that publicity sells of itself. They
contend that if they didn't advertise both

to the public and to the trade, the publicity would be flattering, but not financially resultful. Their publicity increases
the effectiveness of their advertising.
They merchandise every big publicity
break they get. Since lighters are sold not
only by jewelers and tobacco merchants
alone, but also by men's wear, drug, and
department stores, Ronson must sell a
great part of the merchants of the U. S.
and Canada. They sell Twenty Questions
and their advertising in Life, Saturday
Evening Post, New Yorker, Vogue, Es'
quire, Mademoiselle, Good Housekeeping,
Better Homes & Gardens, Bride's Magazine, and American Weekly, in trade
papers reaching all the fields in which they
sell. A typical trade advertising schedule

TV for vie\% ers $ not dead
Television as a service which the public will pay for directly,
as originally suggested by Zenith's president Eugene McDonald, is
not a dead issue. The greatest interest in the possibilities of having
the consumer pay for certain entertainment which will be received
on his TV receiver is now found in the offices of motion picture
producers. Both Paramount Pictures and 20th Century-Fox are
working on an idea which will permit them to bring into the home
feature-length motion pictures which will be paid for by the viewing family. Both firms have experimental equipment (receiving
sets) of this type under test. Fees, type of pictures, collection
routine, and a host of other details, haven't even reached the conference stage, but the idea of sending top-drawer entertainment
through the air to be paid for by the viewer has high priority among
motion picture producers.
Paramount of course expects to have motion picture theater audiences also paying for big-screen television in the theaters which it
owns or services. During April it presented prize fights at the NewYork Paramount Theater which were taking place at the same time at
the Brooklyn YMCA. The pictures were not as clear as regular
motion pictures but improved quality waits only on further laboratory work, according to Paul Raibourn, Paramount's vp in charge of
TV. The outstanding use of Paramount's theater TV is in its making
available film footage of local news events within 66 seconds after the
events have taken place and the fact that this footage can be included
in all showings of newsreels during any day. The TV-transmitted
pictures are photographed off the face of the receiving tube and are
available for projection on the screen at any time after the picture is
received via the air. Since it will seldom be feasible to interrupt a
motion picture showing just because something newsworthy is happening, the Paramount film method of handling TV reception has
untold theater advantages. Regular newsreels generally reach
theaters from three to six days after the happening they report.
In the case of great sporting events, like the coming Louis-Walcott
return championship fight. Paramount looks ahead to theater showings at special admission rates, while the fight is taking place. It
doesn't think the fact that the fight will be available in the home via
TV without charge will keep people from coming to the theater to
see it and to pay a sizable admission charge.
• • •
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was one with which Ronson opened their
1948 "Biggest Advertising Campaign in
'Lighter' History." This ad appeared in
two jewelers', one drug, one tobacco, and
one men's wear trade paper. It lumped
all their printed advertising into one paragraph and gave "plus" play to Twenty
Questions. One reason for this may be the
fact that the program is budgeted for
more than half the total adveitising expenditure for the year. Time cost alone
for 1947 was (gross) $497,843. The program isnot expensive but nevertheless the
52 programs add up to $1 30,000 a year.
It cost Ronson roughly five advertising
cents to get a dollar's worth of business in
1947. This means, since $1,500,000 has
been set aside for advertising in 1948, that
Ronson expects to sell $30,000,000 worth
of lighters and accessories during this
year. In 1947 they outsold the number
two brand of lighter, Zippo, three to one.
In a recent American Legion Magazine
lighter-preference survey Ronson ran first
('51.9^7), Evans second (14.8'^'{), and
Zippo third (M.l^r )• Evans is manufactured under license from Ronson (same
action, etc.).
Television is receiving considerable
attention frc m Harris, Ronson president.
The automatic lighter action of the product makes it ideal for visual advertising
and TV spots are being placed in many
markets — N. Y., Washington, Detroit,
Chicago, Philadelphia, Los Angeles, Baltimore. This interest in television isn't
new with Harris. Back in 1939 when
WNBT was W2XBS, on September 29
the Ronson Light Opera House was
scanned. The program was a musical
revue with Ronson's own theme song,
You're the Light of My Life, featured.
Twenty Questions will be supplemented
by intensive spot campaigns where they
are needed. Ronson will continue to
sp)end more than 50*^7 of its advertising in
broadcasting. And it will spend it itself.
It makes no dealer cooperative advertising allowances. Advertising mats and
continuity are being supplied to dealers
but the dealers spend their own money
when they use them. The Ronson theory
is that when it sf)ends its own advertising
dollar it knows what it's getting.
Saturation of the market is a long way
off, according to the sales manager, P. W.
Osgood. When everyone who smokes has
a lighter in his fK)cket or her pocketbook
and each room in every home sports a
table lighter, there'll still be millions of
new smokers each year to sell — and it's
likely that when that day comes Ronson
will still be using the air to condition the
consumer for their dealers to sell.
• • •
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For the third consecutive year, the promotion efforts of KMBC have been
adjudged by The City College of New York as the best among regional radio
stations throughout the nation. And . . . speaking frankly . . . we're pretty
pleased about it.
We're pleased because our last year's effort, for the most part, was based
on promotion of KFRM, KMBC's new 5,000 watt daytime associate for rural
Kansas with an effective radiated power to the southwest of 12,500 watts. Qualified, impartial judges rated our promotional efforts as finest among regional
radio stations in the country.
This third award, together with the 1947 Billboard award, gives advertisers and sponsors a renewed guarantee that, year in and year out, they get
the best in promotion when they buy The KMBC-KFRM Team.

KMBC
of KANSAS

MAY

1948

CITY

Free Sl Peters, Inc.
National Representatives

KFRM
for KANSAS

FARM

COVERAGE
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Will radio have its
Tli«'r<^ siro liiiiiilrofl^i 4»f a warily
but no iii4liiNtrv-\viil4» Irihiite

There are three existing types
of major awards in broad'
casting. There are awards given by colleges — viz., Peabody, Ohio State, CCNY.
Awards are given by foundations and
clubs — du Pont, Newspaper Guild, National Conference of Christians and Jews,
Freedom House, Safety Council, National
Headliners Club, Overseas Press Club,
Phi Beta, and the American Public Relations Association. Finally there are trade
awards given by trade and consumer publications and trade associations, generally
with an eye to the publicity (and advertising) resulting from the accolades.
Variety, The Billboard, Radio Mirror,
Motion Picture Daily, Advertising and

over-ail

sentment among stations and networks
over the increasing number of annual
awards which require presentations as
part of the entrance requirements. The
cost and time consumed in making these
promotional entries in order to compete
for awards for promotional efforts for
broadcasting have of necessity detracted
from these very promotional efforts.
There is no gainsaying the fact that
winners love awards and that awards can
be and are used to obtain more business
for the stations, networks, and agencies
which receive them. It is likewise true that

a number of awards bring more free airtime to the giver of the award than they
do publicity for the program, station,
Selling, Direct Mail Advertisers' Associa- agency, or network which receives them.
tion, National Retail Dry Goods Associa- Besides the legitimate awards there are
tioh, Radio Best, Advertising Clubs literally hundreds given locally and na(Boston, Pittsburgh, Denver are repretionally bypublications and organizations
sentative), and the Art Directors' Associa- unknown to listeners and to a great part
tion are 12 representative trade award of the bioadcasting and advertising industries themselves until they make their
givers — and most of them give awards in
several classifications.
awards.

These three groups include a considerable number of publications, educational
institutions, and clubs or associations
interested in paying tribute to the field of
broadcasting. There are nevertheless
many men and women in the industry
who await the day when an award will be
established which will have the standing
of the Oscars in the cinema world and the
growing stature of the Donaldson Awards
in the theater. Frank Stanton (president
of CBS) is a strong advocate of the establishment of a radio Oscar if but for one
reason, the consumer publicity attendant
on the making of these awards each year.
At the same time there is a growing re-

There are also definitive awards presented for accomplishment in small
phases of broadcasting, such as diction.
Some of these, like the H. P. Davis announcer trophy, have stature, as do
awards given advertising agencies, networks, and even sponsors for station program promotion. It is standard procedure among certain advertising agency
promotion men and women (Cari-Cari of
Gardner, St. Louis, Hal Davis of Kenyon
& Eckhardt, and Henry Legler of Warwick and Legler) to initiate competitions
between the stations of a network on
which one of their programs is in need of
outstanding promotion.

Awards in these station program promotion competitions run from a certificate
to an automobile. These promotional
contests do increase the individual station's awareness of the program and while
there is a natural tendency on the part of
a station to taper off its efforts for a program after a contest is over and the
winners announced, such promotion seldom sinks to the level of mediocrity of
run-of-the-mill promotion of a network
commercial. 'A good example of this is
the work most Tom Mix MBS outlets do
on this program throughout the year, due
in part to the annual Gardner agency promotion awards.
Also in this categor>' are the American
Broadcasting Company's annual awards
to its own stations for outstanding promotion. This will be the fifth year during
which ABC has asked agencies and sponsors to vote for three stations in each of
four different population groups — over
500,000, 100,000 to 500,000. etc. The
stations treasure the winning of these certificates and they give ABC sponsors a
fairly accurate index of the promotional
prowess of stations over which their programs are heard.
Among the awards made by educational
institutions the Peabody, Ohio State, and
College of the City of New York awards,
in that order, mean most to broadcast
advertisers and the industry itself. The
Peabody Awards, originally inspired by
the National Association of Broadcasters,
stem from listening groups throughout the
United States. These groups arc organized with the help of NAB's little sister.
Association of Women Broadcasters.
(Please turn to page 68)
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Awards accepted by Eugene Wilkey for WCCO
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(Peabody); CBS' Edward Murrow

in

railio

kill

no
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(duPont's $1,000) and Irene Beasley(Song Hits Magazine monthly plaque)

Judges at work on The Billboard annual promotion competition (left to right) Tom
Revere; J. Ward Maurer (Wildroot Co.); George Potter (Prudential
Life insurance Co.); Ray Sullivan (Sullivan, Stauffer, Coiwell & Bayles); Linnea Nelson (J. Walter Thompson). These five were part of committee

Trade citations are given James Gaines (Variety); "Twenty Questions" (Dramatics Magazine); and Sam Fuson for Kudner Agency (CCNY

Award

of Merit)
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600 Radio Stations say, ^^Soup's on!'' 600 Lang^
Worth affiliates make available a NEW and specialized commercial program service for advertiser
and agencies —

Come

and get it!

The following Radio Stations are Lang-Worth affiliates

UNITED

FLORIDA

STATES

ALABAMA
Anniiton
■itminghom
trewlan
Dothon
Cadtdcn
Huntt«ille
Mobile
Mobile
Monlgomery
Sylocaugo

WHMA
WBRC
WEBJ
WDIG
WJBY
WFUN
WKAB
WKRG
WAPX
WMLS

ARIZONA
Flagstaff
Mho
Phoenii
Phoenii
Tucson

KWRZ
KARV
KOOL
KPHO
KCNA

ARKANSAS
Fort Smith
Helena
Hope
Hot Springs
Little Ro<k
Magnolio
West Memphis

KANSAS

KFSA
KFFA
KXAR
KTHS
KLRA
KVMA
KWEM

CALIFORNIA
•lomeda
Baketsfield
""'honk
'>■'"''>«
f'""
Hollyood
Long Beoch
Long Beoch
Los Angeles
Los Angeles
Los Angeles
'«<"'">•
Ookland

KONG
KAFY
KWIK
KRDU
KYMO
KNPC
KFOX
KGER
KECA
KFVD
KNX
KTRI
KWIR

0'»»i'le
,
•""sodeno
Red Bluff
Richmond
Socromenle
Jon Diego
Son Diego
Son Francisco
San Froncisco
Son Luis Obispo
San Moteo
Son Rofoel
Sonta Barbara
Santa Mario
Santa Rosa
Vallejo

KDAN
RXLA
KBLF
KRCC
KXOA
K50N
KUSN
XJBS
KSAN
KPIK
KSMO
KTIM
KTMS
KCOY
KSRO
KGYW

Visolio

RTKC

Crestview
Doytona Beach
Gainesville
Hollywood
]ockson«ille
Miami
Miami Beach
Ocolo
Orlando
Polatka
Pensacolo
Quincy
Sonford
Sorosoto
Tampa
Tempo
West Palm Beoch
GEORGIA
Atlanta
Atlanta
Atlonto
Augusta
Brunswick
Cortersville
Columbus
Oowson
Fitigerold
Coinesville
Mocon
Rome
Savannah
Thomasvillc

WCNU
WMFJ
WRUF
WINZ
NJHP
„ W6BS
WLRD
WTMC
WLOF
WWPF
WUR
WCNH
WTRR
WSPB
WALT
WFLA
WIRK

WAGA
WBCE
WCST
WROW
WM06
WBHF
WSAC
WDWD
WBHB
WC6A
WMAZ
WR6A
WTOC
WKTG

KVNI
KRLC
KFXD
KSEI
KTFI
KWEI

WOKZ
WMRO
WJBC
WBV$
WCMT
WAIT
.WBBM
WEHS
W6NB
WHFC
WSOY
WCRA
WJOL
WLPO
WSIV
WMBD
WGEM
WTAX

COLORADO
Boulder
Colorodo Springs
Denver
Den»er
Grand Junction
Greeley
Pueblo
Trinidad

K60L
KRDO
KMYR
KVOD
KFXJ
KFKA
KCSJ
KCRT

INDIANA
Bloomington
Evonsville
Fort Wayne
Indionopolit
Richmond
South Bend
Terre Haute
Vincennes

WTOM
WEOA
WGL
WIBC
WKBV
WJVA
WTHI
WAOV

CONNECTICUT
Horllord
New Hoven

WTIC
WEL|

DELAWARE
Wilmington
Wilmington
WASHINGTON,
Woihinglon
Wothington
Woihinglon

WILM
WAMS
D.C.
WINX
VVOlT
WTOP

IOWA
Cedar Ropids
Council Blufli
Dovcnport
Des Moines
Des Moines
Fort Dodge
lowo City
Keokuk
Mason City
Sioui City
Waterloo

Tepcko
Wichito
Wichito

WIBW
KANS
KFH

KENTUCKY
Lexington
Louisville
Louisville
Owensboro
Paducoh

WKLX
WAVE
WGRC
WOMI
WPAD

LOUISIANA
Aleiondria

KSYL

Bastrop
Baton Rouge
Lake Chorles
New Orleans
New Orleans
Ruston
Shreveport
Shreveport

KTRY
WCLA
KWSL
WJMR
WSMB
KRUS
KTBS
KWKH

MAINE
Bangor
Portland

WGUY
WGAN

Annapolis
Baltimore
Bethesda
Bradbury Heights
Hogerstown
Silver Spring

WANN
WASA
WBCC
WBUZ
WJEJ
WOOK

Minneopolis
Minneapolis
St. Cloud
Worthington
MISSISSIPPI
Brookhoven
Greenwood
Hattiesburg
Jackson
Jackson
Lourel
McComb
Meridion
Notchei
Vicksburg

WMT
KSWI
woe
KCBC
WHO
KVFO
KXIC
KOKX
KSMN
KSCJ
KAYX

WJMB
WGRM
CP
WJDX
WJXN
WLAU
WAPF
WTOK
WMIS
WVIM

Columbia

KFRU

Formington
Jefferson City

KREI
KWOS

Joplin
Kansas City
Kansas City
Lebanon
St. Genevieve
St. Louis
St. Louis
St. Louis
St. Louis

WMBH
WHB
KCKN
KLWT
KSGM
KMOX
WEW
KWGD
WIL

Springfield

KWTO

MONTANA
Anaconda
Billings
Boiemon
Butte
Great Foils
Heleno

KANA
KBMY
KXLQ
KXLF
KXLK
KXLJ

Livingston
Missoula

KPRK
KGVO

NEBRASKA

Boston
Boston
Boston
Brockton
Foil River

WEEI
WHDH
WMFX
WBET
WSAR

Lincoln
Lincoln
Norfolk
North Plotte
Omoho

Holyoke
Pittsfield
Salem

WHYN
WBEC
WESX

Reno

Springfield
Wolthom
Worcester

WSPR
WCRB
WORC

MICHIGAN
Battle Creek

WELL

Bay City
Benton Harbor
Dearborn
Otiroit
Dalrail
Detroit
Detroit
Detroit
Flint
Flint
Flint
Crond Ropids
Grand Rapids
Iron Mountain

WBCM
KHFB
WKMH
WXYZ
WWJ
WDTR
WJR
WJBK
WFDF
WAJL
WTCB
WFUR
WOOD
WMIQ

Ishpemtng
Lansing
Marquette
Port Huron
Saginaw
Soult Ste. Marie

WJPO
WILS
WDMJ
WHLS
WKNX
WSOO

MINNESOTA
Bemidji
C'ookston
Duluih
Eveleth
Grand Ropids
Monkoto

KSTP
WCCO
KFAM
KWOA

MISSOURI

MASSACHUSETTS

ILLINOIS
Alton
Auroro
Bloomington
Canton
Centrolio
Chicago
Chicago
Chicogo
Chicago
Cicero
Decatur
Effingham
Joliel
La Salle
Pekin
Peoria
Ouincy
Springfield

KGNO
KWCB
KVGB
KWBW
KIND
KSEK
KSAL

MARYLAND

IDAHO
Coeur d'Alene
Lewistown
Nompo
Pocatello
Twin Foils
Weiser

Dodge City
Coodlond
Great Bend
Hutchinson
Independence
Pittsburg
SoliiM

KBUN
KROX
KDAL
WEVE
KBZY
KYSM

KFAB
KOLN
WjAG
KODY
KOAD

NEVADA

NEW

NEW

NEW

Durham

WDUK
WCNC
WWNF
WBBO
WGNC

Henderson
High Point
Jockjonville

WHNC
WMFR
WJNC

Kannopolis
Kinston
Lenoir

W6TL
WFTC
WJRI

Lexington
Morgonton
New Bern

WBUV
WMNC
WHIT

Wilkes Borre

Roanoke Rapids
Rockinghom
Salisbury
Torboro

WCBT
WAYN
WSTP
WCPS

Providence

Washington
Waynesville
Winston Solem

WHED
WHCC
WAIR

NORTH

DAKOTA

Mandon

KGCU

OHIO
Akron
Alliance
Ashland
Ashtobulo

WADC
WFAH
WATG
WICA

Canton
Cincinnati
Cincinnati
Cleveland Hts.
Columbus
Columbus
Coshocton

WCMW
WKRC
WCPO
WSRS
WCOL
WHKC
WTNS

Dayton
East Liverpool
Findloy
Lima
Marietta
Middletovrn
Sondusky

WING
WLIO
WFIN
WLOK
WMOA
WPFB
WLEC
WIZE
WSPD

WLOB
WKXL
WFEA

WTOD
WRRN
WRFD
WKBN
WHIZ

MEXICO
KVER
KGFL

Buffalo
Buffalo
Elmiro
Ithaca

WEBR
WBEN
WENY
WHCU

New York City
New York City
Niogoro Foils
Niagara Falls
Rochester
Rome
Schenectady
Schenectady
Syracuse
Syracuse

WCBS
WNEW
WHLD
WJJL
WRNY
WKAL
WGY
WSNY
WNOR
WSYR

Troy

WTRY

Meodville
Norristown
Philadelphia
Philadelphia
Scronton
Sunbury
State College
Sharon
Washington

RHODE

ISLAND

Providence
SOUTH
Gaffney

CAROLINA

I

Anderson
Chcrleston
Florence
Orangeburg
Greenville
Rock Hill
Spartonburg
Sumter
SOUTH

DAKOTA

Sioux Foils
TENNESSEE
Chottonoogo
Bristol
Cleveland
Johnson City
Cookeville
Kingsport
Knoxville
Knoxville
Moryville
Memphis
Memphis
Memphis
Nashville
Tullohoma
Paris
TEXAS
Alice
Abilene

OKLAHOMA

Alburquerque
Roswell
NEW YORK

Homesteod
Johnstown
Loncoster
McKeesport

Foyetteville
Forest City
Costonio

Toledo
Warren
Worthington
Youngstown
Zonesville

WJLK
WFPG
WOHN
WWOX
WWBZ

Erie
Connetlsville

DuBois
(rreensburg

Elizabeth City

Springfield
Toledo

JERSEY

Asbury Pork
Atlontic City
New Brunswick
Paterson
Vlnelond

WISE
WSKY
WBBB
WAYS
WCKB

KOLO

HAMPSHIRE

Cloremont
Concord
Manchester

NORTH CAROLINA
Asheville
Asheville
Burlington
Charlotte
Dunn

Amorillo
Athens

Muskogee
Oklahoma City
Oklahoma City
Okmulgee
Shawnee
Tulsa
Tulso
Woodword

KMUS
KBYE
KTOK
KHBG
KGFF
KAKC
KTUL
KSIW

OREGON
Astoria
Bend
Corvollis

KAST
KBND
KRUL

Corsicono
Corpus Christi
El Compo
Oalhort
Dallas

Eugene
La Grande
Medford

KUGN
KLBM
KYJC

El Poso
El Paso

Oregon Ci'y
Prrtlond
Portland
Porllond

KGON
KGW
KWJJ
KXL

Austin
Borger
Beaumont
Breckenridge
Brenham
Brownwood

Fort Worth
Fort Worth
Goose Creek
Houston
Houston
Houston

PENNSYLVANIA
Allentown
Altoono
Attoeno
Broddock
Butler

5

WKAP
WFBG
WVAM
WLOA
WISR

Jacksonville
Littlefield
Longview
Lubbock
Lufkin
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KMAE
KOSF
KECK
KOLE
KTSA
KMAC

Kinney
cogdoches
essa
rt Arthur
1 Antonio
Ii Antonio
..phenville

KSTV
KSST
KTEM
KGKB
KRGV
KFDX

^phur Springs
inple
nsloto
(•(thita Falls
ji

UTAH

(Jden

KOPP
KNAK

kit Lake City

HAWAII
Hilo
Honolulu
Honolulu
Maui

KIPA
KHOH
KPOA
KMVI
PHILIPPINES

Manila

KZRH

CANADA

WSKI

Jntpelier

CFCN
CFRN
CJOC

Kelowna
Fort Alberni
Vancouver

CKOV
CJAV
CKWX

MANITOBA

VIRGINIA
WPIK
WEAM
WKLV
WBTM
WFVA
WLVA
WHYU
WMBG
WRVA
WXGI

|t|i xondria
iington
Ackstone

Ifiville
jfderieksburg
idchburg
Muport News
ll^mond

ilhmond
•Vlimond
fhmond
f noke

WLEE
WDBJ
WROV
WLPM
WAYB
WINC

]'l ( noke

Solk

#'nesboro
V (Hester

VfASHINGTON
KXLE
KOMW
KING
KOMO
KRSC

E>nsburg
C]k
Sttle
Sitle
Sttle
Skene

KXLY
KREM
KVI
KUJ
KIMA

i'kone
romo

ria Walla
V ima

Flin Flon

CFAR

Winnipeg

CKRC
NEW

BRUNSWICK

St. John

CHSJ
NOVA

Anligoni;h
Halifax

CJFX
CHNS
ONTARIO

Kingston
Kirklond Lake
London
North Bay
Ottawa
Peterborough
Port Arthur
St. Thomas
Sarnia
Timmins
Toronto
Toronto
Toronto
Toronto
Wmgham
PRINCE

VIRGINIA

CKWX
CJKL
CFPL
CFCH
CKCO
CHEX
CFPA
CHLO
CHOK
CKGB
CHUM
CJBC
CKEY
CFRB
CKNX

EDWARD

ISLAND
CFCY

9UEBEC
WWNR
WHIS
WCAW
WBLK
WMMN
WSAZ
WWVA

Itlay
1 Held
L-leston
C ksburg
F mont
H tington
1ft eling

Montreol
Montreal
Quebec
Ste. Anne de la
Pocatiere
Verdun

CJAD
CKAC
CHRC
CHGB
CKVL

SASKATCHEWAN
WISCONSIN
WHBY
WEAU
WDUZ
WCLO
WLIP
WKBH
WLIN
WMLO
WMAW
WOBT

1 eton
E Claire
>i n Boy
Ic sville
K .sbo
L' rosse
l.ill
roukee
^oukee
Fielander

Its greatest endorsement is its success — first offering, THE
CAVALCADE OF MUSIC, announced March 1, 1948, is now
50%
sold out!

Moose Jaw
Regino
Saskatoon

CHAB
CKRM
CFQC

•
FOREIGN

As of this date, you can still sponsor ^^CAVALCADE" (via
transcriptions) in a few open territories . . . but hurry! Each
"CAVALCADE" show is $5,000 worth of big-time production
... a half-hour musical featuring D'Artega's Pop-Concert
Orchestra and 1 6-voice chorus and starring headline guests
. . . Tommy Dorsey, The Modernaires, Anita Ellis, Vaughn
Monroe, The Riders of the Purple Sage, Tito Guizar, Frankie
Carle, Tony Russo, Rose Murphy, The 4 Knights and others
— scheduled for 52 weeks.
Available June 1: THROUGH

THE LISTENING

GLASS

...

a

MARKETS

This . specialized
cointnercial program service
is also available
from

half-hour production revealing a ^^Wonderland of Music."
Romantic songs by Johnny Thompson, Joan Brooks and
Dick Brown. Memory melodies with The Lang-Worth Choristers and starring the radiant voices of The Silver Strings
— scheduled for 52 weeks.
Additional Feature Programs, conceived, designed and produced especially for commercial sponsorship, will be made
available by all Lang-Worth affiliates at intervals of 30
days, beginning July, 1948. Coming up:
THE COTE GLEE CLUB — 1 5 minutes, 5 times weekly. Stars
the most popular male singing aggregation in radio. Spotlights a "memory corner" in each show
(52 weeks).
GIT ALONG COWBOY — Songs of the Golden West, starring
Foy Willing and The Riders of the Purple Sage, Elton Britt,
Slim Rhodes, Rosalie Allen and Jack Pennington. Special
interest spot is a 2-minute romantic yarn of the pioneer
west designed as a feature for the station announcer. 1 5
minutes, 3 per week, 52 weeks.
For costs and time availability covering these or any other
Lang-Worth Transcribed Features, from 5 minutes to 60,
contact any Lang-Worth Affiliate or its station representative. For complete information on talent, program format,
promotional material and future releases, contact LangWorth direct.

Long-Worth
affiliated
radio stations located in

WYOMING

idan

KWYO
ALASKA
KFOD
KFRB
KINY
KTKN

oroge
nSonks
kou
(ihikan

Ji

The story behind Lang-Worth's Specialized Program Service
for Advertisers is well worth the telling. Suffice it to say,
however, that 3 years of planning and several hundred
thousand dollars have gone into its fulfillment!

SCOTIA

Charlottetown

WEST

OF
MUSIC
OUTl

ALBERTA
Calgaty
Edmonton
Letbbridgc
BRITISH COLUMBIA

VERMONT

CAVALCADE
50%
SOLD

H

■

many
South
China,

SOUP'S

foreign
markets:
America,
Mexico,
Madagascar,

Tongiers,
Ethiopia —
station listing furnished
upon request.

LANG-WORTH
113
NAB

West
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CONVENTION

ON —

COME

AND

GET

IT!

FEATURE PROGRAMS,
Street

—

HEADQUARTERS

New
~

York
SUITE

19,
2100

INC
N.

Y.

BILTMORE

SPOT ANNOUNCEMENTS
(Contiuued Jrotn page 31)
commercials as O'Henry twists. It's the
ultimate in making the commercial entertaining— and it's fun for listeners.
As indicated in Part One of sponsor's
report on V\'o»ie»r.s Participating PrO'
grams, last month, the most successful
examples of this type of daytime show
insist on the advertising's being acceptable, and further insist on rewriting the
commercials so that the>' belong on the
program in which they are spotted. Hugh
Terry's KLZ (Denver) has designed all of

its participating programs so that announcements can be integrated painlessly.
The KLZ operation tries, as far as
possible, to block-program its spot announcements so that they belong. Says
Hugh Terry, "A spot announcement
which is integrated with the program into
which it breaks ma>' sell twice as well as
an announcement placed in a break between programs with ratings twice as
Key stations of the two major networks
have for years eschewed station-break
commercials. During the past 12 months,
to high."
deliver bigger profits to their networks,

the keys (WNBC and WCBS) let down
the bars and accepted station breaks
before six p.m.
WNBC simply changed its rule that
only a watch company could sponsor
time signals. Now any product
acceptable to the National Broadcasting
Company can pay the bills for time signals
on that net's pioneer outlet.
WCBS, which let down the bars before
WNBC, goes further than WNBC. Its
commercial announcements don't have to
be tied to time signals. I f the product and
the advertising claims are "in good taste,"
station breaks are available. But, WCBS
decides when the spots are used during the
day and in many cases rewrites the copy
or requests the agencies to do it. No station breaks lose listeners for WCBS.
When they are aired, they belong.
Both WNBC and WCBS at present
restrict station-break announcements to
the daytime hours. WNBC has no plans
for removing this barrier but WCBS will
spot station breaks at night, when and if

cJ/ft codte/uv
OMLAHOMA'^^^mS^

management decides. It's the idea of
Arthur Hull Hayes (WCBS manager) that
station-break commercials in themselves
are not objectionable. "It's how the time is
used, not the mere commercial use of
time, that antagonizes listeners," is his
belief.
The New York independent WMCA
has built a numhcrof star disk jockey programs as spot-carrying vehicles. All of
these, Mr. and Mrs. Music (Andre
Baruch and Bea Wain), Ted Steel,
Tommy

have special handling devices for commercials. Steel plays a special organ theme,
the Baruchs do a Mr. and Mrs. routine,

Tulsa's only exclusive radio center. Only CBS outlet in the rich

Dorsey records special material for the
advertisers, and Duke has his own
palaver for the products he sells.
WMCA has a rule which makes its own
headaches for the station. It does not

"Money Market" section of prosperous Oklahoma. Write KTUL,
Boulder oh the Park, Tulsa, Okla.

fjermit competitive accounts to be placed
within an hour of each other. That's
good for the advertiser but when five
clothing manufacturers are all buying spot
announcements on the same station,
scheduling these commercials is a chess

''*ij»'

^smemmmmm^..^..
&.

game of tournament proportions.
There was a time when national spot
announcements were makeshifts used to

ii-a.

■ """-"^^^'A^is^^^l^^^

p^j^'

JOHN
Vice-Pres.

ESAU
ond Gen.

Dorsey, and Duke Ellington,

AVERY-KNODEL,
Mqr.

Notionol

Inc.

Rcprescnfotives

plug holes in network broadcasting schedules. Today millions are being spent in
this field and stations are realizing that
while a spxit announcement, like a good
commercial program, can do a selling job
by itself, if it has to. it does a better job
for the station, the advertiser, and the
listeners, when it receives "program
handling."
• • •
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A BIG SLICE
and it's spread thick!

MARKET

DATA

- TOTAL

Daytime

AREA

$1,571,310,000

Nighttime
$1,199,756,000

Food

Soles

381,428,000

294,214,000

Drug

Soles

74,505,000

57,054,000

1,928,073,000

1,493,039,000

734,422,000

510,694,000

Retail

Net

Sales

Efficiency
Buying

Gross

Income

Form

Dollars

Source: Sales Mgt

Survey of Buying Power,

1947

1/2 BILLION DOLLAR MARKET
SPREAD OVER TWO STATES
You've got to think in big terms when you think
about KWFT!
take our BMB
match

Here's what we mean. If you
Audience Coverage Map and

it with the latest Sales Management

"buying power" figures, you'll see that KWFT
reaches a billion and a half dollar market that
spreads over two great states. A letter to us or
our "reps" will bring you all the facts, as well
as current availabilities.
Write today.

KWFT

THE TEXAS-OKLAHOMA STATION
WICHITA

REPRESENTED
MAY

BY

PAUL

H.

RAYMER

CO.,

AND

KWFT,

FALLS-5,000

801

TOWER

1948

WATTS

620

PETROLEUM

KC-CBS

BLDG., DALLAS
47

rMf hile they^re hot !
• ••and you won't be put in the shade

June, July and August is one-fourth of your Northwest market. For
Northwest cash registers ring up as many

sales during the Summer

as during any other season of the year. More than $645,000,000!
...i.e., IT PAYS TO SELL NORTHWESTERNERS

IN THE SUMMER.

During the Summer,

"get away

Northwesterners

from it all"—

except radio. During June, July and August, Northwest radio listening is 8%

higher than the national average.

. . . i.e., IT PAYS TO SELL NORTHWESTERNERS

IN THE SUMMER— WITH RADIO.

The Twin City Hooper Reports for last Summer
commands

showed

that WCCO

an average daytime rating of 5.4... averages one-third

of all daytime listeners . . . has a 39%

larger average

audience

than any other competing station.
...i.e., IT PAYS TO SELL NORTHWESTERNERS
—WITH WCCO.
Last Summer,
WCCO

37 national spot and

. . . just as they remained

IN THE SUMMER— WITH RADIO

local advertisers stayed on

on WCCO

every Summer

for an

average of eight years each . . . just as most of them probably will
stay on WCCO

IF

this Summer.

. . . i.e., IT PAYS TO SELL NORTHWESTERNERS
—WITH

WCCO— WITH RADIO'S SHREWDEST

IN THE SUMMER— WITH RADIO
ADVERTISERS.

If you don't want to be put in the shade this Summer,
get in touch with WCCO

or Radio Sales. We'll show you

how to sell 'em while they're hot!

Data supporting statistical summaries are available on request.

Represented by Radio Sales
Radio Stations Representative
... CBS

WCCO-Sells 'em
while they're hot!
50.000
WATTS
• 830
MINNEAPOLIS'

KC
ST.

.CBS
PAUL

March is the first month since last September to show an upward
trend in the placement of spot advertising. The increase nationally
is not startling (from 70.3 to 73.5). The percentage increase is biggest
in the South, from 73.3 to 82.1 and the Pacific-Rocky Mountain
area, from 78.6 to 106.3. Neither is a big volume territory so these
increases do not contribute greatly to the national index. With
the exception of automotive and miscellaneous industry classifications
all reporting businesses increased their spot placement. Beverages
and Confectionery jumped from 156.9 to 187.5, Tobacco from 50.1
to 60.1, and Food from 90.5 to 108.1. Four of the seven classifications covered are now over their September 1947 base.

spot
trends
Based upon the number oF programs and announcements placed by sponsors with stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported (or month
of September 1947 are used as a base of 100

AUG

SEP

OCT

NOV

DEC

JAN

FEB

MAR

72.9

70.3

73.5

APR

MAY

JUN

JUL

Based upon reports from 243* Sponsors
Sepi

1947=100%

biw

month/

102.7

102.5

77.5

Trends by Geosraphlcal Areas 1947-1948
AUG

SEP

OCT

NOV

DEC

JAN

FEB

MAR

APR

MAY

JUN

JUL

Trends by Industry Classifications 1947-1948
AUG

SEP

OCT

NOV

DEC

JAN

FEB

MAR

APR

MAX

JUN

JUL

90 Sponsors Reporting

•for ihis lolal a sponsor is regarded as a single corporate entity no mailer how many diverse divisions U may include.
raported under « number of classifications.

50

In the industry reports, however, the same sponsor may be

SPONSOR

You can do big business in nickels if you
make enough sales. And that's exactly what
Beech-Nut Packing Company does with Beechies
and Beech-Nut Gum. Yet, Beech-Nut does it on
a relatively small budget . . . with Spot Radio to
make each advertising dollar go a long, long way.
Spot Radio gives Beech-Nut the truly national coverage that universal distribution requires. Itguarantees the quick turnover that keeps
gum fresh for choosy chewers. It's ideal for the
powerjul repetitive selling that pays off in impulse
purchases at counters everywhere. With Spot
Radio, Beech-Nut doesn't waste a single precious
nickel on unprofitable times or places . . . because
they can pick only the best times on the right
stations in every market.
Beech-Nut has been using Spot Radio extensively and continuously since 1935 . . . because
it pays! It will pay you to include flexible Spot
Radio in your own plans ... to sell the whole
nation or a single compact market. Your John
Blair man knows Spot Radio and how to use it.
Ask him!

JOHN
BLAIR

* spot Broadcasting is radio advertising of
any type (from brief announcements to
full-hour programs) planned and placed
on a flexible market-by-market basis.

& COMPANY
Beech-Nul Packing Co. odvertiiing it handled by NeweM-Emmelt Co., New York

Officis in Chicaeo • NewYork • Detroit • St Ituis • los Anieles • Sin Francisco

MAY

1948

REPRESENTING

UADINJ^

RADIO

STATJONS
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I shall now request a copy of the sponsor
issue for my own files. Would you be
kind enough to send one to me? Mr. John
VVilkoff, our promotions manager, would

6

much of my own thinking corroborated by
the material included in the feature. In
addition, I felt the stor> most helpful in
suggesting new approaches to my work.
It was a grand feature and I was certainly
proud to think that I had contributed in
my small way to its content.
Naturally, I was gratified to see my
photo so prominently displayed in the
layout and in such good compan>.
Ahem!
Being as vain as the next woman.

not part with his cop)'.
Thank you for the publicity and informative story which should certainly
create greater understanding in the trade
as well as appreciation for the job we
women are doing as radio salesmen on
the air.

JARO

HESS PICTURES

In the April, 1948, issue of sponsor you
offer five cartoons by Jaro Hess for each
subscription to sponsor or extra sets to
subscribers at $2.50 each set.
Our subscription runs out with the
expiration date of December 31, 1948.
If we renewed now do we get the Jaro
Hess cartoons with our subscription?
John
E. Baldwin
All-Canada
Radio Facilities, Ltd.
Vancouver, B. C.

Florence Sando
Director, Women's Radio
WCAE, Pittsburgh

As one of your subscribers I am wondering if I could get a set of the Jaro Hess
pictures.
I think they are terrific!
Cy Newman

Director of radio
Meneough, Martin & Seymour, Inc.
Des Moines

^ The Jaro Huss caricatures arc available to new
or renewal subscribers free. .\ddi(ional sets are
available to subscribers at $2.50.

SPONSOR

AT COLLEGE

Sponsor is avidl> read here and >ou
may be interested in knowing that it is
required reading in our WGBS course in

Predominate

"Radio Advertising & Selling" at the
University of Miami.
Frank Jaffe
PROGRESS

Worcester

overshadows

all major New

England

cities in

January 1948 retail sales activity according to recent Department
of Commerce figures. Apparel sales rose 9%, Food— 14%, total
retail sales— 8%, over January 1947 sales. In total retail sales
alone, Worcester's increase was four times that of the city with
the second greatest gain.
An important factor in this amazing increase is the predominance of skilled workers in this Central New England market.
Of total employed,

48%

are skilled workers and

laborers. Their high buying income
retail sales.
Families of this Central New

only 3%

is reflected in flourishing

England Market

of 500,000

people are prosperous, ready and anxious to buy. An overwhelming majority stay tuned to WTAG, the radio station with
a greater audience than that of any other station heard in
the area.

lAG

«'"''• 1k.\
0

^

WORCESTER
580 KC

5000 Wotit

PAUL H. RAYMER CO. Nolionol So/ei Represenlo
livti
Affilioled wilh the Worcester
Telegram
— Gazette.

WGBS,

Miami

I find your magazine, sponsor, exceedingly helpful to me in the job I have of
looking after General Mills radio programs; and I think you are making
progress with each succeeding issue.
Edward G. Smith
Radio program manager
General Mills, Inc.
Minneapolis
REPRODUCTION

RIGHTS?

First may I say that our salesmen continue to tell me of the man>' helpful
stories and facts found monthly in
sponsor magazine. Frequently we find
charts, graphs and statistics that they
would like in the'r sales-presentation
note-books.
I am speaking specifically at this time
of the quarter-by-quarter hour study from
Oklahoma City found on page 30 in the
April issue. If possible, we would like
blanket permission to reproduce either by
photostat or by reprint, page or partial
page, of this t\pc from sponsor magazine.
Of course, we will give credit to the
magazine.
Montez Tjaden
Promotion Manager
WEEK,

Peoria

► SPON.SOR is pleased generally to permit the
reprintlnft of its stories upon specific request
but docs not consent to the use of excerpts or
condensations.

{Please turn to page 80)
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AND WLAW-FM
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PORTS*
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YORK"

S
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W EN
NEST
RF
WEAN
POGL
MO
RADIO STATION
... is today's Best Buy. The following
figures* tell the story of the Maine to
Rhode Island sales area blanketed by
WLAW:

iNASHUA

►lOWEtL
SIOUCESTER.

^--'

Population

'lYNN

PSALEM

Iboston

1*«UTMAM

Retail Sales
Food Sales
'Listening
Area
Station WLAW

I.
PfPM»,M
•nob<«ooo

4,052.200

Net effective buying income
Income per family
$4,250

OXVHHID*

jVJ^\55.

0.5 MV/M

ORCMARP

$4,666,248,000

$3,263,411,000
$858,354,000
Sales
Potential
Study
by Sales Management.

compiled

for

SClTUA1f"»

BROCKTON

y 1
pitoyi*4i( towh\

I

PROVIDENCE

C Oj^JjM.

TAUMfOH

PtVMUIMH

50,000
WAns

^■'^i

I

680 KC

• rALL
RIVEK.
NEW •!

•fiF«fto;

MAIN STUDIOS: LAWRENCE. MASS.
OTHER STUDIOS: BOSTON AND LOWELL

BASIC STATION
AMERICAN BROADCASTING
IN LAWRENCE, MASS.

CO.

National Representatives: KAUH.

RAYMER

CO.

ft

WMPS
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• MEMPHIS,

TENNESSEE
SPONSOR

i

IT HilPPElD II IS MOITHS
roneentration on specific markets and
Stations is Dolcin's open sesame
to effective selling
Dolcin's Radio Schedule*-! 8 Months Ago
New

York

WLIB

84 at

WAAT

35 at

Newark, N. J.

Dolcin's Radio Sc hedule'-March 1948

Miami

WNAB
WKNB
WELI
WGBS

St. Petersburg
Tampa

WSUN
WFLA

Bridgeport
New Britain
New

Haven

Chicago

WGN

16 pt
28 a
18a
12a

Jamestown

6a
15a
2p

Cincinnati

12a

Cleveland

8p
6a

Philadelphia

KMA

Portland

WCSH

7a

Baltimore

WCBM
WCOP

14a

Springfield
Worcester

WLAW
WSPR
WTAG

Detroit

CKLW

Grand Rapids

WJEF

Minneapolis

WTCN

Lawrence

Nashua

KBOW
WOTW

Newark

WAAT

Buffalo

WGR

Elmira

WELM
WEVD

Butte

New

York

New

York

Rochester
Syracuse

27 a
14a

WJMO
WFIL

13a
42 a
6
36 a p

Philadelphia
Providence
Yankton

WNAX

9a

9a

CFCN
CFRN
CJOR

Vancouver
Vancouver
Winnipeg

3p
6a
1p

40 a

35 a
28 a

Edmonton

12a

3p

18a
19a

WIBG
WPEN
WJAR

Canada
Calgary

10a
4p
14a

21 at

WGAR

Philadelphia

CKMO

8a
7a
9a

Halifax

CJOB
CHSJ
CHNS
CJCH

14a

Hamilton

CHML

12a

3a
16a

Ottawa
Toronto

CKCO
CFRB
CKNX

7a
19a
7a

Saint John
Halifax

14a

12a
1 P
14a
lip

WGR
WVET

KSJB
WKRC

Cleveland

Shenandoah

Boston

WOLF
WSYR
WTRY

Troy
Syracuse
Syracuse

Wingham
Charlottetown
Montreal
Montreal

5p
3a
13a

WAGE

* Schedule is presented on a per-rveek basis.

t

Montreal
Regina
Saskatoon
a Announcement

9a
13a
9a
4a

CFCY

9a

CJAD
CKAT

16a

CKVL
CKCK
CFQC

5a
6a
7a
7a

p

Program

unless we're on a station at
don't call it advertising
®"We
least 14 times a week." That's
a salient point in the promotional credo of
Victor van der Linde, eX'NBC time salesman and advertising agency executive.
Van der Linde now heads up the Dolcin
Corporation, a proprietary company doing a business in the millions and spending (starting September 1948) $1,500,000 a year in radio. He uses broadcast
advertising and broadcast advertising
alone. Dolcin has no sales force. It has
only one product — Dolcin.* It enters each
market cold. The only way in which
wholesalers and retailers are made aware
of the product is through advance announcements ofa radio campaign, usually
sent out by the station.

The product isn't cheap. It's sold in
two sizes, priced at $2.00 and $10.00. Its
air copy has been passed by the Federal
Trade Commission, and while the Food
and Drug administration for a time considered taking action against Dolcin
claims, it has now notified the corporation
that all action has been withdrawn, a
notification seldom sent a drug house.
Dolcin doesn't scarehead its claims. Its
recorded commercials are long, informative, and handled conversationally. It
uses no sound effects or musical tricks.
When it buys programs, it weighs them by
their sales records. It hits its audience as
frequently as possible, at as many different times of the day as it can, and with as
many different kinds of entertainment as
are available.
In many cases Dolcin leaves to the stations the selection of the vehicles through
which it will advertise. If the program is
such that the commercial would best be
handled in the talent's own language, the
commercials are rewritten by the station
*Dolcin is an arthritis analgesic.

MAY

1948
55

ff

Folk music Favorite on WNAX,

Yankton, so Dolcin buys "Sunday Get-To9ether" (top),

— with one hard-and-fast proviso — no
claims are to be made which are not in the
approved copy. Dolcin is not in position
to permit an over- zealous announcer to
make extravagant claims for it. Like all
patent medicines, its claims are hedged by
law and it's doing all right within the law.
It was 19 months ago that van der
Linde switched his major interest from the
advertising agency bearing his name, to
Dolcin. With $30,000 and a comer of the
office that the agency was occupying with
St. Georges and Keyes (New York), he
was in the drug business. A well-written
letter praising both the product and the
radio campaign planned for it won Dolcin
a place in 6,500 drug stores and servicing
by every drug jobber in the New York
metropolitan area. The letter was simple
—and it landed no big orders. It simply
opened store doors to Dolcin.
The initial campaign wasn't placed on
clear channel, high powered, or high rated
stations. But as van der Linde puts it,
"Dolcin swarmed all over the stations it
bought" — 84 times a week on WLIB
(New York), 35 on WAAT (covering the
New York metropolitan area from Newark, New Jersey). Three days after the
campaign started reorders were coming in
56

Kactus Kids (bottom), and Polka Dots (right)

and the corner-of-the-office shipping facilities were taxed to capacity.
At the time that Dolcin was making its
bow in New York, the Knox Company of
Los Angeles invaded the New York market with a competitive product. Unlike
Dolcin, Knox concentrated its advertising
in two newspapers. The Daily News and
The Daily Mirror, spending twice what
Dolcin was on its two stations. Despite
the fact that its product was priced at

gerald five times a week on their daytime
program. He later cut this to three times
a week and added five times at night.
During this period van der Linde built
a Yiddish program for WEVD and that
vehicle is still on the air. His current
programs in New

York are on WOR,

where he's spending $23,0(X) a week for
time alone (this is net, figuring all discounts except agency 15%). It's expensive to "swarm" all over WOR but this

$1.00, while Dolcin's is $2.00, Knox's
many-week newspaper campaign was unable to obtain adequate distribution or
sales to justify continuing in the New
York territory. Knox has since switched
to spending most of its advertising budget
in broadcasting, but having been burned
by New York, like other advertisers

$23,000 is buying early a.m. announcements, news periods daily, and A. L.
Alexander Thursdays at 8:15 p.m. His
shifts from one station to another, van der
Linde emphasizes, are not reflections on
the stations he leaves. He thinks the
Fitzgeralds are wonderful, but he found
that he could better saturate the metro-

before it, is still out of the nation's
greatest single market.
The campaign on WLIB and WAAT
proved to van der Linde that broadcast
advertising is the way to sell his product.
His theory, however, is that the way to
use the medium is to concentrate on just
one station — using plenty of that station's time. So he shifted from this dual
station operation to WjZ (ABC). He
staited by using Ed and Pegeen Fitz-

politan New York's 12,000,000 and reach
a great bonus audience outside Father
Knickerbocker's famil>' through the Bamberger broadcasting station.
Van der Linde likes programs which
have records for direct mail selling, although he himself d(^sn't pitch for direct
mail sales — doesn't want them. "If stations and programs can sell by direct
mail, they can sell retail store items even
(Please turn to page 74)
SPONSOR

In the heart of the corn, beef
pork producing
Midwest
is th
Omaha stock market that is tod
a steak and maybe a chop or tv
the BIGGEST in the world!
Rep
news from the BIG market over KFAB is Hart
Jorgensen,
Executive
Director of the Livestock
Foundation of Omaha.
He makes the market news
come to life by using names of people in the BIG KFAB
area. When you want your BIG story to be a BIG success
in a BIG market ... use the BIG station, KFAB.

50,000

OMAHA,
Represented by

FREE & PETERS, INC.

WATTS

NEBRASKA
General Manager,

HARRY BURKE

The Nation^
most honored station

'■('-hicago's Showmanship Station" —
5(),()()()-vvatt WBBM — has won more of
tliis year's most coveted Radio Awards
tlian any other station in America:
THE

ALFRED

VARIETY
THE
WBBM

I. DU PONT

STATION

AWARD

PLAQUE AWARD FOR ''RESPONSIBILITY TO THE COMMUNIT\"

GEORGE

FOSTER

PEABODY

AWARD

was honored six more times for liumani-

tarian service to the community during 1947,
inckiding citations by . . .
THE

NATIONAL CONFERENGE
TIANS AND JEWS

THE

NATIONAL

ADVANCEMENT

ASSOCIATION
OF COLORED

A SPECIAL WENDELL
NALISM AWARD

OF CHRISFOR THE
PEOPLE

L. WILLKIE

JOUR-

And WBBM -produced "Melody Lane'" was
selected as the best commercial program iii
America for "large store advertisers" by the
National Retail Drv Goods Association.

k

Chicago \s
most sponsored station
WBBM

— the nation's most honored station —

carries more advertising than any other radio
station in Chicago.
. . . And has every year for 22 consecutive years!
The reason? Local, national spot and
network advertisers — like major radio award
committees — have found WBBM has a flair
for creating programs that command

attention.

And get results.
Credit goes to WBBM's 38 master showmen whose ingenuity and skill make every
WBBM -built program a prize contender . . .
whether it's designed to move people to act on
a social problem or to move people to buy
and buy and buy.
The conclusion is obvious: To get many
more Midwesterners to buy much more of
your merchandise, use WBBM

— "Chicago's

Showmanship Station."
''Chicago's Showmanship Station'' VVlJ JjiVl
COLUMBIA

OWNED

• 50,000 WATTS

• 780 KILOCYCLES

Represented by Radio Sales... Radio Stations Representative... CBS

Mr. Sponsor Asks
•••W lioiT will llie adxTlisiii*!: dollars <'<)iiie
from lo include TV, FM, aii<l FAX
l)e<*cniie more

as they

and more iinj)ortanl eom-

inereially?"
■ ^- ^Wan,
r
Jn

The
Piek€^^4l Pa 114^ I
siii)>i\vors
Mr. ^waii:
The advertising
dollars for AM,
FM, TV, and
FAX, just like
those for other
media, will have to
be earned by producing sales for
the advertisers.
Advertising history shows that
the total number of dollars available for
sales promotion is never static. As new
media have developed, in the way standard broadcasting has done, new dollars
have been added to advertising budgets
more or less in proportion to the total
sales-making ability of the several media
used. In some cases the new dollars
added to the budget are enough to meet
the total costs of using the new medium;
in other cases, expenditures formerly used
for the older media are in part added to
the new dollars. But as advertising,

Jr.
I

advertiser's experience with and appraisal
of the effectiveness of each medium. The
effectiveness of any medium is usually
considered in proportion to the number of
impressions made and to the impact of
those impressions. FM and AM are
more or less on a par as to advertising
impact, but FM, through its technically
superior service, should bring to radio
more and more of the potential listeners

funds from older media, but there is no
reason to expect that FM, TV, and FAX
will starve the advertising services that
today are doing such an excellent job.

whose sets had been "not in use." Thus
FM may be expected to increase the total
radio circulation figure and so to earn
new advertising dollars in radio.
FAX and TV add visual appeal to
radio, and hence may be expected to increase advertising impact, so that as compared to AM or FM sound, the same
effectiveness may be had with smaller
circulation or "sets in use." FAX has the
exclusive and important feature of being
the only radio service that makes a
printed record of what it delivers to the
public. FAX makes its program or its
advertising message effective even though

money come from
to support FM
broadcasting when
it assumes its full
stature in the

the user's attention may not be concentrated upon his radio at the time of FAX
transmission. Because the message is recorded, aFAX advertisement can be seen
by many people at different times and can
frequently reimpress its story upon the
reader. Thus FAX offers the full impact
of the printed word and picture, together
with a circulation many times greater
than the number of sets in use.

taken as a whole, proves that it can increase sales and decrease costs, there is
always some part of the extra earnings
that can be used for more advertising that
FM and TV have been given the "green
will produce further business expansion
light" by the FCC, and are busy earning
and economies. As the newer media like their spurs. As soon as FAX is similarly
FM, TV, and FAX demonstrate their authorized to carry advertising, it will
selling effectiveness they will earn their join hands with the other media in doing
respective shares of the increasing total of its part to increase the effectiveness of
advertising as a whole. The budgets to
advertising dollars.
Just as the total number of advertising pay for all advertising will increase as the
dollars is broadly fixed, from \ear to year, over-all effectiveness results in greater
by the selling power of all advertising, so sales and lower production costs. The
the distribution of those dollars among the division of previously fixed individual
competing media is determined by each budgets may temporarily divert some
60

| ^„^^ ^^^^
Manager N. Y.
I AdvertisingCompany,

John V. L. Hoga.n
President
Interstate Broadcasting, New York.

Where will the

which FM
selling job.

broadcast advertising field? That
answer is simple.
It will come from
those sources for
broadcasting will do a real

First of all, FM is a better method of
aural broadcasting. Thus, FM, which is
so closely allied with AM, can be expected gradually to take over revenues
that AM is now receiving, because it will
provide better coverage and eventually
more listeners than afl^liated AM stations.
FM's coverage is consistent both day and
night — it is the same both day and night.
In AM the areas covered by primary
signals shrink at night due to inter-station
interferences. Thus, the AM broadcaster
who has invested in FM, has purchased
the insurance policy that will keep him in
business tomorrow. Therefore, revenues
will not be lost by the present-day AM
station operator. When his AM revenues
start dropping off, he will be clipping the
coupons from his FM investment.
FM will also bring more stations into
being. This means more competition in
the selling of aural broadcast time. But
this does not necessarih' mean loss of
revenue. For the enterprising FM station
operator, it will mean
more business.
SPONSOR

More competition . . . more stations selling the media . . . more salesmen contacting the advertisers, ail will have the
effect of diverting more budgets into
radio advertising — bring in more dollars
to be spent in radio.
Industry is aware that the full potential
of radio sales has never been fully tapped,
because aural radio has never been completely sold to many advertisers. It will
be those additional dollars pouring into
radio that will mean more revenue for
FM radio ... in preference to other nonradio media.
FM does the job at less cost, and does
it better. That has always been the
secret of success of mass media advertising. FM broadcasting will be nationwide— aural broadcasting is firmly established in America and the record shows it
pays big dividends for advertisers. FM
broadcasting will be the low cost mass
medium of radio advertising in the future.

BOOK

OF THE MONTH

Everett L. Dillard, President
Frequency Modulation Association
Washington, D. C.

I
Naturally,
^^^^p^
' will be able to
^flP^^^k
^W^
-^^^B
speak experience
only fromI
I
I^H
the
have
had, inwh'ch
has been
the
field of television,
and will have to
leave FM and
FAX
to other
people who have
more information on their usefulness and
needs.
Television so far has more than indicated that it is the most effective advertising medium devised to date. As a
matter of fact, television is more than an
advertising medium. It is a selling
medium. I am sure that it will not be
long before people responsible for developing commercials will realize this, and
make their selling demonstrations as
pleasing and effective as possible.
Television will need pump-priming
dollars in the beginning, and these dollars
will have to be drawn from other media or
experimental funds. Television, I feel
sure, will earn its own way and produce
these selling dollars in greater abundance
than other advertising media. If television cannot pay its own way, it will not
long survive in this present competitive
business era.
Reynold R. Kraft
Sales manager
NBC Television, N. Y.
MAY

"Merchandising"
• "Hello, Ed!" . . . That's the way operators of
800 grocery stores greet Mr. Schneider, WFBM'S
merchandising representative.
Ed Schneider has been calling on grocers in
Indianapolis for 40 years — seven of them for
WFBM. He enjoys a strictly-first-name familiarity with the men and women who sell across-thecounter products radio-advertised on WFBM.
He spends 50 weeks of the year (he takes a
summer vacation) making his appointed rounds
contacting all classes of retail grocery outlets.
He checks distribution, competing brands, status
of sales, display of product— and sets up counter
card and window streamer point-of-sale display.
WFBM adds direct mail, wholesaler letters
and dealer promotions to enlarge your radio
advertising dollar to pre-war size. It's another
"plus" on Indianapolis' most-listened-to radio
station — WFBM
(Hooper Index— Jan. 1947
through Feb. 1948).

WFBM

is "First in Indiana" any ivay you look at it!

BASIC AFFILIATE: Columbia Broadcasting System
Represented Nationally by The Katz Agency

1948
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The
must

WIP

rVf,
*"^"iMiiJb
^^1
^^^ M
\ ^ ^^^

from

If
^^^
advertising
the advertiser.
agency
is able to

tliat each medium
can be utilized to
suits commensuresales
uce there
^^^
^^^
tment,prod
with tlicjj^
is no
then
inves
rate^L
reason in the world why advertisers
shouldn't be able to use television advertising profitably in addition to the other
media they are already using.
j^^^jk ^^
^^^k ^^(P[

Where did advertisers get the money
from when they went into radio advertising many years ago? Did they cut out
their publication or outdoor advertising?
Maybe some of them did, but to the best
of my knowledge most of them did not.
If we consider the end purpose of advertising to produce sales results at a given
cost, what difference does it make how
many media an advertiser uses? From

U e had a client wlio was skeptical. He
bought Jimmy Scrihncr's JOHNSON
FAMILY and placed it on WIP, 6:15 P.M.
across the board. He also bought three
programs on other stations and said,
"O.K.. boys. Itsthesurvivalof the fittest."
That was back in January, 19H. Today,
he baa only one program — the same
JOHNSON FAMILY at the same time
— that makes seven straight years on
WIP. We hud a client who was skeptical.

Emil Mogul Co., Inc., New York
operating

distinction between FM and
AM

Naiiunally

PETRV

budget was above .'previous commitments
already allocated to other media.
Emil Mogul
President

experience indicates that]the advertiser makes no

Philadelphia
3Iutual
Reprf*Hpntpd

the agency's point of view, the more the
merrier and the only yardstick that we
are using is that of adequate sales returns
per dollar of expenditure.
We have already received budget approval from five of our clients for television advertising and in each instance the

WIZZ

WIP
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come

prove to its clients

Jnroduees

EDWAKD

finalinevitably
decision

A. CO.

stations except as to the
number and concentration oftheir
respective listeners. Thus, in one respect, the advertiser's attitude agrees with both the
WIZZ findings and the sponsor surveys.
In evaluating the total number of FM
listeners, the advertiser correctly notes
that FM listening is relatively thin in a
given market. But he fails to appreciate
that a Class B FM station has such extensive coverage (especially in rural areas
where AM reception is poor or nonexistent) that FM's "thin listening," in
the aggregate, oftentimes exceeds the
total listeners to the 250-watt local AM
{Please turn to page 82)
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WENR
WENR

has the largest nighttime

total audience of any radio station
in Chicago!
Looking for the best buy in Chi?

station ' Z ' ': 2, 942, 300 and 2, 513, 650.

If vou have a product to sell in the

Leadership in nighttime total audience

vitally important No. 2 market in the

is only one advantage at WENR,

nation, listen to this: WENR

station that gets MAXIMUM
RESULTS for its advertisers. There are

leads all

other Chicago stations in nighttime
total audience! The proof is in these
impartial BMB* figures:
• The total audience for WENR

is

3,411,890. For station "X," it is
For station "Y" and
3,401,390.
PICK YOUR
You

AUDIENCE

pay only WENR's

eye-opening facts about what the
station has done for its advertisers —
anti what it can do for you. Get the
complete details from your nearest
.ABC representative today!

in Chicago with one of these available co-op programs.
share of the costs of these popular network

1. America's Town Meeting of the Air , . .
7:30 p.m. Tuesday. What prestige, what good
will! This distinguished full-hour forum gives
isteners both sides of the vital issues in the
news. Famous

the

speakers, exciting debate . . .

and a huge, loyal, ready-made audience!

shows!

Toivn Meeting on VVF.NR's powerful new Tuesday-night line-up of prestige programs.
3. Mr. President • . • 1:30 p.m. Sunday. Direct from Hollywood — with M-G-M's popular
Edward .•\rnold as its star — comes this exciting

. . . 8:.^0 p.m. Tuesday.

program of behind-the-scenes dramas in the
White House! History, patriotism, suspense,

A top-notch public service program! .\ full hour

mystery, thrills for every member of the family!

ot the world's greatest music, played by the
noted Boston Symphony Orchestra, conducted

*Survey No. I — March, iq^b. Note : Report for
WENR is combined -with WLS. Stations share time
ivith same poivef and frequency.

2. Boston Symphony

Dr. Serge Koussevitzky. Follows America's

Call the ABC sfiot sales office nearest you for information about any
or all of these stations:
WMAl

— Washington 5,000 watts 630 kc

KECA — Los Angeles 5,000 watts 790 kc

WXYZ

— Detroit 5,000 watts 1270 kc

KGO — San Francisco 50.000 watts 810 kc

WJZ — New York 50,000 watts 770 kc

WENR

ABC
MAy

1948

— Chicago 50,000 watts 890 kc

ABC — Pacitic Network

American

JDroadcasting

(company
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a KP4IIVSOR

noathly

t«fc«latl«a

Contests and
PROGRAM
B. T. BABBITTrcO

Hi.l.-(»
W. N. CMNTOirCO

Appliances

GENERAL

Post
cereals,
Birdseye

FOODS CORP

foods, etc.

HOWARD

LUTHE

CLOTHING

HARDWARE

MANHATTAN

CO

Lsdyluck Show

When a Girl
Marries

Dr. I. Q.,
Mars,

INC

5-5:15 pm
MTWTF

METROPOLITAN LIFE
INSURANCE CO

Institutional

MILES LABS
PHILIP MORRIS CO
INTERNATIONAL MILLING CO
ARMOUR a CO

Alka-Seltzer

CHEMICAL

CO

Pay Up
Up or
Speak

night
(as scheduled)

Various cash and merchandise prizea

Traveling audience participation show

MTWTF
11:15-11:30 am

Dram of "Song of Paris" perfume

Send wrapper and 25c to program, N. Y.

(I) Various merchandise
and cash
prizes. (2) $50 weekly plus whatever
studio contestant fails to win

(1) Weekly word-building contests, based on
new product phrase announced
each week
(2) Send biographical sketch with Snickers
wrapper to program

PEPSI -COU

Dr.Katie's
I. Q. Jr.

Suit and accessories

Saturday
5-5:30
pm

Cola
drink
Pepsodent
Tooth Paste
Pet Milk

PET MILK SALES CO

& GAMBLE

CO

6-6:15 pm
MTWTF
2-2:30 pm
MTWTF

Photographic
Horizons
Dollars for

All products

8:30-9 pm
Saturday
10-10:30 am

Wednesday
7-7:30 pm

N. Y.
9 sta
Iowa
NBC

NBC

Free on request to program, c/o local CBS
station

All-expense trailer caravan trip through
North America

Send 25-word letter telling why would like to be
"Vacation Queen," with donation to Amer.
Cancer Soe., to program

MBS

15,000

Send last line to song nith entry blank and
carton top to contest. N. Y.

ABC
KNBC.

Listeners called, indentifv "Treasure Island"
from program clues.
Send cancer drive 25word letter to program to be eligible for call

WABD.

Occasional
cash
and
merchandise
prizes.
Wiiming
picture televised
with name credit

Amateur and

WGPA,
N. Y.

Cumulative $2 jackpot, merchandise

Listeners

$203,725

cash prize; new Chevrolet;
other merchandise prizes
$8,000 worth of merchandise

CBS

LA.

pro photographers photograph
scene telecast weekly

Bethlehem,
MTWTF
10-10:30.am

Natl e.t. spot
campaign

As
scheduled

Bob Hope

Tuesday
10-10:30 pm

phoned
name product
tioned inlastmust
participating
spot

men-

Pa.
Vari ous

Saturday

"Lana Turner" ball-point pocket perfume dispenser, plus perfume sample

Complete set of Pepsi tops with hidden designs; send de.°cription with entry blank to
sponsor, N. \.
Send 50c and end flaps from any Pepsodent
product to sponsor, Chi.

Mary Lee
Taylor

10:30-11 pm

Recipe booklet ; baby care booklet

Free on request tostation
program, c/o local CBS

Road of Life

MTWTF
10:30-10:45 am

Joyce Jordan

10:45-11 am
11-11:15 am

Breakfast in
Hollywood

3-3:15 pm

cash prizes
prizes in "Family
Sweepstakes" contest

Family
Pepper Young'i
Twenty
Lighters

NBC
$50,000 in cash prizes

Send product sentence completed in 25 words
with boxtoi^of any 3 P&G products and identification of city where money is hidden vclues
given on programs) to contest, Cinci.

ABC
NBC

3:30-3:45 pm

Saturday
S-8:30
pm

Questions

NBC

CBS
NBC

Life Can Be
Beautiful

RONSON ART METAL
WORKS

Identify "Howard Clothes Man" seen during
commercial.
He appears at sports events,
theaters, circus, etc.

CBS
WABD,

Health booklets

Wednesday

TenScholars
O'clock

PEPSODENT CO

PROCTER

Day
Eric
Sevareid

Jack Gregson
Show

CO

Money-back offer

Phila.
WHAV,
Haverhill,
Mass.

NBC

Send Post's Grape-Nuts Wheat Meal loxtop
and letter telling whether or not product is
liked, to program, N. Y., for automatic refund

Sunday

Mayor of the
Town

Various

Send package top and sentence about Birdfeye Peaches completed in 25 words, to conlett, N. Y.

Bouts

Noxzema
\'arious

PARTICIPATING

in

9-11
pm
Tuesday

Queen for a

Various

Audience
paiticipation
show
onginatini;
ttore, contestants picked from cuflomers

Boxing

Cigarettes
Flour
Various

PARTICIPATING

PARTICIPATING

Cash prizes from flO to t2,500
prize

Snickers

NOXZEMA

tSOO in prizes monthly, weekly grand

Write Icttir tcllini: uhithfr or not product li
liked for automatic refund (t«st offer)

MTWTF
5:15-5:30 pm

Daughter
MAirj

ll:45-n
MTWTF
10-10:30 am

Mrmi-v-liai k offir

Portia Faces
Life

Sweetheart

SOAP CO

MTWTF

clothing
Household
articles,
Men's
hardware
Soap

CO

l.ora Lawton

NBC
Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Send subject about which 20 questions may be
asked, to program, N. Y.

$25,000 worth of merchandise prizes

Send completed product jingle with wrapper to

MBS

Saturday
SNOTWELL

True
Falseor

MFG CO

Candy
Bar
Big Y'ank

5:30-6 pm

MBS

program, N. Y.
Monday

STERLING

Bride &
Groom

DRUG. INC

2:30-3 pm

$1,000 grand prize, various other cash

Listeners send number times "bride" mentioned on program on certain days, with 25word letter on program, to program, N. Y.

U'wood.
ABC
KFWB,
I

prizes
VENUS

FOODS

Food
products

64

Hollywood
Bandstand

(am and pm
portions)

$100 radio-phono; other merchandise
prises; cash to grocers

Identify
"What
I" object
clues; entry
bltinks
from Am
grocers.
Sendfrom
to programj

SPONSOR

For over 20 years

SUnSHinE
SPEllS

SURE
SIILE5

That briefly is a four-word summary of the "Sunshine Hour" on WRVA, "down
where the South begins."
It hits the air at
"happy birthday
have to confess,
teners listen, and

8:05 AM every Sunday. It's full of sunshine . . . hymns . . .
to you". . . and happy anniversary routines. And we'll
it isn't an "hour"— it's just 25 minutes! But the loyal lishave for over 20 years.

One reason is Holland Wilkinson, it's conductor. He's the chap who motored
to Canada for a vacation and spent each night— going and coming — at the
home of a loyal listener. As a guest.
Another reason is Bertha Hewlett, organist, who has been his accompanist
all this time. Plus Harold and Charles Lawrence, vocalists.
They're all yours on WRVA's "Sunshine Hour" for practically a song! Ask
Manhattan Soap, Morton's Salt, Sterling Drug or Groves Laboratories. Contact us or Radio Sales.

uiRun
RICHMOND
NORFOLK,

MAY

1948

AND

VIRGINIA
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TRANSCRIBED

SHOWS

• SINGIN' SAM
• YOUR
HYMN

FOR TODi

• IMMORTAL

LOVE

• WESTWARD

HO!

• WINGS

OF

TRANSCRIPTION
117 W. HIGH

ST.

Springfield, Ohio

SONC

SONG

SALl

4el

ij,
Inc.
filephone 2-4974

1_1

New

York

Chicago

— 47 West

— 612 Michigan

56th

St., CO

5-1544

Ave., Superior

3053

Hollywood — 6381 Hollywood Blvd., Hollywood 5600

OSCAR
{Continued

from page 43)

They nominate candidates which in turn
are screened by members of the faculty of
the Henry W. Grady School of Journalism
of the University of Georgia. The awards
are presented each April (currently at a
Radio Executives Club, N. Y. luncheon).
The tributes are usually presented to
sponsors, agencies, stations, and net'
works, all of which are recognized worthy
of the honors by the industry. Generally, however, they are after-the-fact
tributes for accomplishment. It is seldom
that Peabody awards go for hidden ability.
Ohio State's awards are usually the
most critical of all broadcasting tributes.
It's the exception when a commercial program wins an Ohio State laurel wreath.
Since the presentations are part of the
seminar on education by radio of the
Institute for Education by Radio, awards
tend to go to sustaining programs and
those with a public service emphasis.
The College of the City of New York's
awards are given by the School of Business Administration and thus naturally
are for the commercial side of broadcasting, for factors that are of vital interest to
sponsors. The judges are editors of trade
papers, with John Grey Peatman of the
College as non-voting chairman. These
"awards of merit" are usually presented
during April ("in 1948, April 14).
The du Pont awards are growing in importance each year. Having no commercial tie-up they're given with as professional judgment as any nonradio group
can deliver. The same can be said of the
awards each year of the Overseas Press
Club, National Headliners Club, and
Freedom House (when the latter turns to
radio as they did in the case of Norman
Corwin).

MUSIC IS A JOY FOREVER — a love of good music grows with the years, makes
the music lover a special kind of radio listener. It keeps him devoted to the
radio station that gives him the music he loves. More than half a million
music lovers in and around New York spend so much time listening to WQXR
and WQXR-FM,

no other station can reach them so effectively. And because

these music lovers are the most prosperous families in the world's most prosperous market, advertisers find them their most valuable and profitable customers. Ifyou want more sales more easily made,
find out more about WQXR

and WQXR-FM— the sta-

tions distinguished for good music and the news bulletins
of The New York Times.
68

WQXR

. . . artJ HOXR-F.\f
Radio Stations of The AVoi- Yoi k Times

The other organizations, part of the
second group of radio award givers, fall
into two different classifications. There
are those that give awards in order to
further causes. The Safety Council presents awards for the stations broadcasting
the outstanding programs furthering the
cause of home and factory safety. The
National Conference of Christians and
Jews is the most important of the radioawarding organizations out to further religious and racial tolerance. Its awards
are judged by national staff members of
the NCCJ and presented each year during
Brotherhood Week around Washington's
Birthday. There are awards for radio's
"best dressed woman," a radio "mother"
for Mother's Day, a radio "father" for
Father's Day, and so on. Each award
(Please hirn to page 76")
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NOW

BMB

serving the Pacific Northwest
with 50,000 watts

coverage maps of KEX

now are as out-of-date as a tight skirt. Watch

for new "interim reports" — coverage maps based on mail response to KEX's
new 50,000-watt voice. The only 50,000-watt station in Oregon, KEX now
gives advertisers one-station coverage of the tremendous Portland market-area,
which means most of Oregon and much of Washington.

K£X

THE

50,000-WATT

ABC

AFFILIATE

WESTINGHOUSE
KYW
National

MAY

1948

.

KDKA

Representatives,

.
NBC

Spot

IN

PORTLAND,

RADIO
WBZ

•

STATIONS

WBZA

Sales — Except for

OREGON

KEX

•

WOWO
For

KEX,

Inc
•
Free

KEX
&

Peters
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fimpened on NBC
%

• "Voii Ain't Htanl Xotliin'

NRC^ for his first regular radio series. In 1933 .\I tool

Mt ! " For more than three decades the world has been

over the Kialt Music Hall on NHCl. There followed sev

STORY

OF A LEGEM)

hearing those words, and still it hasn't heard everything
yet. For Al Jolson is a timuiltuous, restless, irrepressible

eral more XBC

scries, and then through the years innii

merable guest appearances. In October, 1947, the Jolsoi

torrent of song, music, and entertainment.

radio career turned full circle, and Al was again spon

Al Jolson's radio career started when XliC was less
than fourteen months old. On January 1. 1928, Al ap-

sored by Kraft Foods Company
the Kraft Music Hall.

peared on N'HC's Dodge Victory Hoin. singing "Sonny
Boy," the song that tinned the Hollywood movie studios
permanently to the soinid track. In

19.'52 he came

to

on NBC — as the star ol

l<)da\ a new generation of youngsters is taking Al t(
its heart, while an older one sits back and dreams, happy
with the memories .\1 evokes. Both arc gratefid lor tin

AMERICA'S

yO.

1 AEDVORtlJ^

ESON
TORY

fact that thcv "ain't heard iiDthin' vet."
Back in 1981 Al told reporters he was through ^vith

Lew Dockstader's Minstrels to Technicolor movies. Spice
the program with tlie pimgent wit and piano artistry of

the stage forever, because, he said: "If an actor stays on

Oscar Levant. Electrify it with the powerful facilities of

the stage for twenty years, everyone thinks he's a hundred." Today it lias become the fashion to make jokes
ibout ATs age. Al will nc\cr be old. As long as he cares
;o sing, he will be known as one of the truly great perionalitics of shoAv Ijusiiicss.
How

to manage a Music Hall? Engage a star like .\1

[^olson, mellowed ^viih a lifetime of show business, from

A St) vice of Radio
^fpvratuni of Atiterica

the NBC

network. Locate it next door to other great

programs heard on NBC.

Let the vast XBC

audience

fill the nation-wide hall. The result: Each I^hursday
night the li\ing rooms of American homes are liglued
with a new briliiance — the glamour of the footlights of
a thousand-and-one nights of great entertainment glowing down the years to the present.

. . . the National Broadcasting Company

signed and unsigned
Advertising Agency Personnel Changes
NAME
Dorothy Ayres
Don L. Baxter
Kirke Hoard
\ Utor A. Bennett
Norman Best
Clifford K. Bolfiard
J. Kdward Boyle
Mrs. Jean li. Kreig
Bill Bryan
Martin t:. Chavez
Philip H. Cohen

w

Jerome Dobin
t;harles K. Fahler
Paul \\ . Faulkner
W . II. Fleischman
FrederickFuchs
M. F'ord
Robert
Johnny Cazurian
Kmile Gemest
Carl Georfei Jr
.\nn .S. Godley
Lorraine Greene
Robert O. Guether
K. C. Gunter
Jeremy Gury
June ¥.. Hanson
Clarance Hatch
M. C. Hill
Al Hubbard
Kdward EUery Kash
Lon Kaufman
K. T. Kenner Jr
.\gnes Kingsley
Berta Klaif
William M. Kline
Lloyd P. Kuehn
James Lovik
Gordon Manchester
Lawrence B. Marks
Richard M. Mason
Peter J. McDonnell
Dudley B. Miller
Harry B. Miller
Helen Monroe
Harry G. Moock Jr
John L. Moore
Howard Moser
.\lfred G. Moss
John G. Motheral
Howard W. Newton
Tony Pan
C. N.(Pumpian
Eugene Randies
Earl Richards
.\. 1x1 ward Rood
P. C. Rouse
(Charles V. Ruck
Frank .Schlessinfter
John 11. Sclineider
E. A. W. Schulenberg
Robert S. Simpers
Herbert J. Stiefcl
Samuel M. Sutter
Marie Taylor
Kent Thomas
Jack Thompson
Albert Tilt Jr
Walter llkso
Charles
V'oorhls
Franklin E.M.Van
Walker
Stanley B. Weiner
Pat W halcn
Ralph H. Whitakcr
Maria J. White
William 1). White
Wayne Wirth
Luther II. Wood
Irank L. WOodruff
Ueldon <). ^ IK iim

M.\ Y

lO-tX

FORMER

AFFILIATION

Ulian, .St. Louis, timebuyer
Wilhelm-Laufihlin-Wilson. Dallas, mfir
Agency Associates Inc. L. ,\.
\V'.\.\T, Newark, vp. nafi sis dir
Erwin, Wasey, .Seattle
Young & Rubicam. <;hi.
t;owan & Dengler. N. Y.
John <;. Winston Co. Phila., adv mgr
Wilhelm-Laughlin- Wilson. Houston
Robert Otto. .\. Y., media dir
Sullivan. .Stauffer, Colwell & Bayles, N. \'., radio
head
Colby, N. Y.
Mitchell. Mnpls.
Mike Goldgar. .N. Y.
McKim. Montreal, acct exec
.New England Town Hall, radio dir
Paramount Pictures, H'wood.. set design, prodn
Jere Bavard. L. .\.. prodn mgr
CBC. Montreal
D. P. Brother. Detroit, media dir
Advertising Ideas, N. Y., acct exec
Sterling.
N. Y'.,
Evans, Chi.,
copyasst
dir acct exec
Pan American Airways. N. Y.. adv mgr
Donahue & (^oe, N. Y.. copy dir
Leo Burnett. L. A., radio dept
D. P. Brother. Detroit, acct exec
M. C. Hill, H'wood.. head
Radio Prodns, Boise, dir
Lon Kaufman. H'wood., head
Thomson. Sava & Valenti, N. Y.
Rodgers
Brown, N.N. Y.\'., copy chief
New
York& Times,
Coventry, Miller & Olzak, Chi.
Stewart-Lovik & Macpherson. Vancouver
Natl .Sure F'it
Ouilting Boston
Co, N. Y., adv mgr
Chambers
& Wiswell,
Advertising House, N. Y., vp
B. F. Goodrich Co, Akron
Emil Mogul. N. Y'., media dir
WAAT, Newark, sis prom mgr
Ross Sawyer, L. A., acct exec
Sterling, S.
N. F.,
Y'., acct
radioexec
dir
BBD&O,
J.
M. London,
Mathes, N.
Y'., branch
vp, copy chief
BBC,
video
Henri. Hurst & McDonald, Chi., media dir
Wilhelm-Laughlin- Wilson, Houston
F-oote. Cone & Belding. N. Y'., asst sec, treas
Twin ('oach tU). adv mgr
Henri. Hurst & McDonald, Chi.
Dorland. S. F.
Kudner. N.
acct exec
CJardner,
St. Y'.,
Louis
J. Walter Thompson, N. Y.
Sterling, N. Y.
Blow, N. Y., copy chief
General Electric Co, district adv, sis prom mgr
Laurence II. .Selz
Young &Chi.,
Rubicam,
W(;ES,
anncr, N.
acctY'. exec
BBD&O. Cleveland, acct exec
WWJ, Detroit
Women's
Daily, N. Y'.
I'nited ArtWear
Studios
.\BC. N. Y., acct exec
(iF'RB, Toronto, in chge sta operations
Harvey Marlowe Television. N. Y.
Sullivan. Stauffer. Colwell & Bayles. N. Y., research dir
Producer, dir
Beaumont & Hohman. Chi., acct exec

NEW

AFFILIATION

.Same,
.Swaney.vp Drake & Bement. (;hi., timebuyer
Anderson-McConnell. L. .\., acct exec
\ ictor A. Bennett (new). .N. Y.. head
Same. L. A., media dir
Sherman & Marquette. Chi., media dir
Rodgers & Brown,
N. Y'., vp in chge radio, TV
W'ertheim,
Phila., mgr
Same, v-p
vp
.Same,
Dorland, N. Y'., media dir. overseas div
Ellis. .N. Y., acct exec
Melamed-Hobbs, Mnpls.. acct exec
Richard & Gunther. .N. Y.. acct exec
Benton & Bowles, .N. Y.. acct exec
Tarler & .Skinner. Boston, acct exec
Kermin. Thall & Lavelle. .N. Y.. cohead video'dept
Fritz. C:arlson & (lash. H'wood.. acct exec
Same,
McKim.vp Montreal, head French Dept.
Hanson,
-Same, vp Gerber & Shaw, N. Y'., vp in chge'media
Lester Harrison, -N. Y'.. acct exec
Same,
vp
K. C. Gunter
(new), N. Y., head
Davis-Harrison-Simonds,
L. A., vp in chge radio
Same, exec vp
Western, L. A., acct exec
Brisacher, Van Norden, L. A., acct exec
(Jeorge W. Baker, Salt Lake (Uty, radio dir
Ba.ss-Luckoff. H'wood., acct exec
Brisacher, \an Norden. N. Y'.. acct exec
Victor van-N.der
.N. Y'., media dir
F^astern.
Y.. Linde.
acct exec
Peter Hilton. N. Y.. acct exec
Kuehn. Ruck & As.sociates (new). Chi., partner
James Lovik (new), Vancouver, head
Lewis Edwin Rjan, Wash.. D. C radio head
Marks Associates (new). N. Y'.. head
Same,
dir
James TV
Thomas
Chirurg, Boston, vp in chge'packaged'prods
Ross Roy, Detroit, acct exec
Harry .\tkinson, Chi., radio dept head
.Same, radio. TV dir
Ross Roy. Detroit, acct exec
Victor .\. Bennett. N. Y.. vp. gen mgr
Lockwood-Shackleford, L. A., acct exec
Same,
Tracy, vp
Kent, N. W. radio dir
Dancer-Fitzgerald-Sample. N. Y'.. vp
Kermin.
Thall dir.
& Lavelle.
N. Y'.. cohead video dept
Same, media
timebuyer
Same,
vp
Associated.
Wichita, acct exec
Same, vp
Rouse Company (new). Kent. Ohio, head
Kuehn, Ruck & Associates (new), Chi., partner
Smith. Bull & McCreery, S. F., acct exec
Owen & Campbell. N. Y., vp
Same, vp- 'n chge media, research
Day, Diike & Tarleton, N. Y'.. vp
Norman D. Waters. .N". Y'., acct
execvp
l>ancer-Fitzgerald-.Saniple.
N. Y.,
-Schnall & Krug. .N. Y.. acct exec
Curt F'reiberger. Denver
W illiam R. Harshe. C;hi., acct exec
Same. vp. acct superv
Paul Bron Saliner. Chi., acct exec
Fuller & .Smith & Ross. Cleveland, acct exec
Win. I. Denman. Detroit, acct exec, radio prog development
Whitbey. N. Y.. acct exec
Jaqua. (irand Rapids, acct exec
Ralph H. Whitaker (new), N. Y., head
Day,
& Tarleton,
BentonDuke
N. Y..N. P Y'..
& Gtimebuyer
(Canadian radio operations
Same,
vp& Bowles.
\ an Diver
& Caryle. N. Y., TV head
Lennen & Mitchell, Beverly Hills, radio dir
C. Wendel Muench. Chi., acct exec
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Only through the intense penetration of
Yankee's local coverage can you reach so economically allthe trading centers of the country's
third richest market — New England.

This is coverage of 23 major New

England

markets plus all their satellite communities. It
is coverage with direct local impact that only
a locally accepted

home-town

station can

The Yankee Network is the one and only
medium

through which an advertiser can at

one time reach 89.4% of New England's radio
homes.

provide.
It's local impact that counts. Yankee's 23
home-town

stations give you local impact for

all New England in one package at one price.

/icc€^it<i*tcc c^ The Yankee Network's 'P<M«id<tUo*t

The Yankee Network, Inc
hAemher of the Mutual Broadcasting System
21 BROOKLINE

AVENUE, BOSTON

15, MASS.

Represented Nationally by EDWARD

RETRY & CO., INC.

IN 18 MONTHS

about which the latter had been dreaming

{Continued Jrom page 56)

for years. "You select the programs, the
air time, everything. Te 1 me how much

better," is the way he puts his thinking.
Once bought, he judges the effectiveness
of his programs by their unsolicited mail.
WCR is costing him 31c a letter. Some
highl) touted stations have cost him as
high as $98.00 a missive. One such station taught him a never-to-be-forgotten

you want per week and it's yours."
Inman figured the programs he felt would
open the WNAX five-state market for
Dolcin, said they would cost a little under
$400 a week. Van der Linde thought that
wasn't enough and added three spot announcements to the schedule, raising the
ante to $421 a week.

lesson: he won't buy anything now within
two hours of a hot jazz broadcast. "You
can't do a selling job when they're feel ng,
not listening," has been added to the van
der Linde maxims. Some products can be
sold by appeal to the emotions, some by a
reminder. Dolcin, requires straight selling.
Based upon its net of $1.11 per $2.00
unit, Dolcin can spend 15c per package
for advertising. This is far less than the
20 to 40% which is normal in most pro-

The programs selected had good listening and high audience turnover, both of
which Dolcin likes. The shows were the
Polka Dots, Suiiday Callers, two quarterhour disk-spinning sessions — one of Crosby records and one of Jolson disks — and
Sunday Get'Together.
Dolcin has no desire to build a program,
preferring to buy programs with readymade audiences. When it feels it has sold
all of an audience it moves on to

prietaries' budgets. It has no sales force,
depends entirely upon broadcasting and
direct mail to force distribution. Typical
of its operations is its entry into the Midwest (October 1947). Hearing of the
amazing direct sales results of WNAX
(Yankton, S. D., and Sioux City, Iowa)
van der Linde met general manager Bob
Tincher and commercial manager Don
Inman of the station, and talked over his
problem. He gave Inman an opportunity

^na Doao

an

another program, and sometimes to another station. It's an exceptional program-station combination which can hold
a pharmaceutical account like Dolcin for
an extended period.
On October 13, 1947, Dolcin was unknown throughout the WNAX area. The
$421 a week had to be producing sales at
the end of a ten-week test period or less or
else after the ten weeks there would be no
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proof to the station, WNAX would mention the names on the air. There were no
takers of the offer of free air time although
subsequent events indicated that there
were a great many orders placed by the
druggists before the campaign started.
Within a week after the Dolcin- WNAX
schedule started, reorders were coming in
to jobbers from druggists and two onedollar bills were being mailed to the station at the rate of 100 a week. No play
was made for the direct business. Listeners were referred to their druggists and
told to send $2.00 to the station only if
their local druggist didn't carry Dolcin.
Direct mail orders are no novelty for a
station like WNAX. It's not unusual for
a mail offer over WNAX to pull over
1 ,000 sales in one week. During the week
of March 13, Your Neighbor Lxidy, a participating program, drew 9,435 pieces of
commercial mail. In this mail were 1,208
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HERE'S

more money spent over WNAX. That
required prebroadcast merchandising. The
station started working first on the
jobbers. They were persuaded to place
small initial orders. Then the station
wrote to each of the 1,287 druggists in
their territory. They were told which
programs would be carrying the Dolcin
story and informed that if they placed an
initial order before October 25 and sent

THE ANSWER
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orders for Perfex Company's gladiolus
bulbs, 817 orders for "fcxid saver bags,"
665 orders for "miracle cloths," 206 orders
for egg beaters. WNAX is representative
of broadcasters who have built up a listen'
ing audience which will buy about any'
thing within reason that is advertised over
the station. This willingness to follow the
station's "advice" is not restricted to
items priced in the $1.00'$2.00 range.
Sears, Roebuck in Yankton on Saturday,
January 31, 1948, received a carload of
fertilizer spreaders costing $239.95 each.
Sears bought three one-minute announce'
ments on the station to be broadcast
before 1 p.m. on the day the machinery
arrived in Yankton. Within a half hour
following the first broadcast (at 10 a.m.)
all 20 pieces of faim equipment were sold
to listeners who drove immediately to the
store.

they stocked Dolcin. A second mailing
went out to the druggists who had not
responded to the first mailing and this
brought back 238 answers of which 75%
reported they stocked the product. A
third and final double-postcard mailing
brought in answers from 82 more druggists
of whom 69 (84%) stated they stocked
Dolcin. Of the 930 druggists (72% of all
the drug stores in the area) who responded
to WNAX's questioning, 85% reported
that they stocked Dolcin. Actual sales of

Dolcin in WNAX's territory during this
period was in excess of 25,000 units. This
made the cost higher than 15c per unit,
but van der Linde expects that it will cost
money to open a market. He charges to
sales expense the difference between the
15c and whatever it costs to get started.
When a station like WNAX opens a
market it actually opens more than the
Dolcin uses the direct-selling ability of territory it covers. Wholesalers who
stations as well as programs as a guide cover part of the WNAX area cover other
when buying. In nearly every case when areas beyond WNAX-land. Since they
it has been guided by a direct mail hiS' have to stock the product to fill the needs
tory, the results have been, to say the of their accounts within the service area
least, gratifying. Towards the end of of the station, most jobbers feel that they
WNAX's ten- week test, the station sent might as well sell the item to the rest of
out a postcard survey to the 1,287 their territory too. Also, word-of-mouth
druggists who had been on the introduc' advertising started by broadcasting does
tory mailing list. Of the 1,287, 610 not stop at the border of the area served
answered, and 89% of these reported that by a station. Van der Linde is sold on
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making the most out of chain leactions.
All promotion, packaging, instructions,
etc., suggest that users send in names of
two friends whom they feel will be helped
by the product. Letters to Dolcin Corporation enclosing names of friends now
average 900 a day despite the lack of any
inducement. All letters are answered by
a special corps of correspondents who
occupy an entire floor in the building
housing the home offices. Radio starts
the chain reaction, correspondence follows
through. Every friend of a Dolcin user
receives a letter.
There's always a question of just how
much merchandising a broadcaster should
do for an advertiser. WNAX did the
entire job in its area for Dolcin — although
the "entire" job (aside from the commercial broadcasts) consisted of personal
calls on three wholesalers by WNAX's
merchandising man, phone calls to the
rest of the jobbers in the area, a letter to
each druggist in the area, and a postcard
check-up towards the end of the ten-week
test period.
Growth from $30,000 to a multi-millon
dollar business in the span of 18 months
can't be an accident. It's credited largely
to Victor van der Linde, who lives Dolcin
24 hours a day,and to promoted ladio. , , ,
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Qjf ponsor WBT's "Sports Review"" with Lee Kirby
from 6:30 to 6:40 p.m., five nights a week, and
you'll talk to practically everyone in Charlotte.
And many, many more. For 96% of WBT's
3,500,000 listeners live outside of Charlotte...
in 94 Carolina counties where 50.000-watt WBT
has virtually no Charlotte competition,
"Sports Review" is, of course, subject to prior
sale. So if you want a time period with a superHooper-dooper* grab your phone . . . now !
Charlotte, N.C., 50,000 Watts
THE JEFFERSON

AND

IT'S ALL YOURS!

STANDARD

WBT
BROADCASTING

COMPANY

Represented by Radio Sales

YOU MAY STEAL 124
BASES IN ONE SEASON
BUT...

a commercial tie-up. Most of these "competitions" are carefully weighed by special committees before being made.
The third classification of award givers
are the trade publications, advertising
associations, and trade associations. They
conduct program popularity polls like
tho^c of The Billboard and Motion Picture
Daily. They also present strictly trade
tributes for industry accomplishment.

Like many of the college awards, they require large investments in the brochures
that are entered as bids for awards. Untold hours are spent in preparing entries
and while it is a physical impossibility for

There's a darn big market in \l'estern Miehigan — the second
market in an entirely fahulous State. Ihit you can't reach
it from any "outside" station, because the area is surrounded
by a wall of fading which actually, literally and truly blanks
out all except local broadcasts.
Most people in Vi estern Michigan t^^nc to \^ KZO in Kalamazoo and W Jf^F in Grand Kapids, for their radio entertainment. There's a team for you to play ball with — two
CBS stations which are also tops in local programming, and
which have virtually no "outside" competition I \^ KZO's
"Share of Audience" in Kalamazoo. Mon. thru Fri., Noon
to 6:00 p.m. is 55.2 — 36.5 above its highest competition.
Vi JFF's in Grand Ra]>ids is 26.7 — 4.5 above its highest competition. (Hooper Report of Jan. -Feb., 1918.) At their
sensible combination rate, \^ KZO and W JEF are obviously
a bargain you can't afford to miss!
IXe'd like to tell you more! 'Vl'rite us or call Avery-Knodel, Inc. !
did it utth San Froricisco in 1913.

IMfJEF
mJ GREATiRIN WESTIRN
MICHIGAN
^^t"
KALAMAZOO

■

^Adtm
GRAND
AND KENT
COUNTYRAPIDS

(C«S)

BOTH
FETZER

OWNED

AND OPERATED

BROADCASTING

BY

COMPANY

Avery-Knodel, Inc., Exclusive National Representatives
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publicizes some event, most of which have

sentations, Advertising & Selling's Annual
Advertising Awards are of the latter type.

WITHOUT WKZO-WJEF!

Jvhmlon

{Conhnued from page 68)

Variety's Showmanship Awards, The Bill'
board's Advertising and Promotion pre-

YOU CAN'T
SCORE IN
WESTERN MICHIGAN

* Jimmy

OSCAR

any judging committee to assay the relative efforts of a station, agency, advertiser, or network without a recapitulation
of what's been done, which is really what
a presentation for an award is, it is these
presentations that have become mental
and physical hurdles for all segments of
the industry.
Aside from these awards and other publication and organization tributes to radio
that fall into the same classifications,
there are over 150 smaller publications
and groups which climb on broadcasting's
bandwagon regularly with citations. Dra^
matics, Radio Best, This Month, Song
Hits, and Magazine Digest are typical of
the magazines which regularly make
awards to programs in order to make the
presentations on the air. The American
Legion, National Exchange Club of New
York, and New Jersey State Fair are
typical of organizations which find the
microphone open for them when they pay
homage to broadcasting. That moment
in the microphone spotlight is important.
But despite all the awards that are
made each year, broadcasting is still without an Oscar. Steps have been taken in
this direction by awards either current or
contemplated by Radio Writers* Guild,
Radio Directors' Guild, Mystery Writers
of America, and American Federation of
Radio Actors, all the same type of organization as those whose members vote on
the screen Oscar awards.
A great annual award, presented by an
Acadcnn' of Broadcast Arts and Sciences,
would do a great deal to eliminate the
surplus awards which lend little if any
impx^rtance or credit to the world's great
segment of the amusement industr>' —
broadcasting.
SPONSOR

J

/ilways giving something extraP^
*Just ask your
Raymer representative

GIVE-AWAYS
{Continued Jrom page 34)
shows feature the mammoth jjive-away
jackpot where the winner gets a complete
wardrobe, vacation trip, set of housewares, and so forth. Brent Gunts, who
works in a similar way to Kamen, handles
the prizes on ABC's Stop the Music.
Again, the selling points are the same:
publicity for the manufacturer, and a
burden lifted from the shoulders of the
producer. Like all brokers in give-aways,
Kamen and Gunts prefer to deal in brandname merchandise backed by heavy national advertising because they feel this

-<>*

>
«xM-'N

keeps prizes from being viewed
with Alber, Banner & Greif, Earle Ferris, and
Steve Hannagan, who consider the plantsuspicion.
ing of give-aways part of their job for a
Many press agents are increasing their
activities in the give-away field. Nearly client. Many of them use this service as a
every press agent who has a manufac- device for landing new accounts. Salzman landed the Monarch-Saphin Appliturer of consumer goods as a client has
ance Co., a large New York City retail
spotted his client's products on radio and firm, as a client, after planting a Bendix
TV give-away'^ programs. Hal Salzman,
of the public relations firm of Salzman, washer from Monarch-Siaphin on an eightYolen & Ross, has garnered as many as week video contest.
Since several of the major give-away
7,500 plugs a week for his client's product, shows and special contests are network
Ronson lighters. There is hardly a giveaway show at either the network or local packages, the networks also are turning to
station level which does not number give-away handling. The first to do a
Ronsons among its prizes. Salzman is major promotion in this field was ABC,
typical of press agents like David O. which went into the gift business in 1947
with a contest on listening to juvenile
shows. Mutual has done similar promotions, and NBC and CBS are contemplating them. Since all that the networks
generally want is the merchandise, there
is no charge to the manufacturer. Also,
the networks can offer promotions, which
are routine for them, which the average
broker cannot afford. It is estimated that

WSBT Has AM

138,680 Radio Families
to its Primary Coverage

the
which Club
participated
ABC's
Paul firms
Whiteman
contest, intied
like
Ralph Edwards' contests to a charity
drive, received as much as $20,000 worth
of promotion apiece as a result of nine
weeks of mentions on the Whiteman show.
A few producers like to handle the giveaway problems themselves. Mark Goodson and Bill Todman, producers of the
CBS co-op quiz show Winner Take All,
used to get their prizes through Kamen,
but recently have been scouting them up
with the aid of their own staff. Goodson's
thinking is that this gives the show a more
definite control of the give-away prizes, as
well as a closer control on where they are
coming from and are going. Winner Take
All has made several other experiments.
Goodson prefers merchandise to cash
prizes, having discovered that "beyond
$500,
as tried
a prize
is just
Anothermoney
time he
to give
awaya blur."
prizes
without mentioning brand names, and dis-

960

KILOCYCLES

COLUMBIA

■y- Estimated

PAUL
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by

H.

counties

covered that without these "picture
words" the prize aroused no reaction in
! the winner or the audience.
Regardless of the ease with which some
manufacturers can be persuaded to contribute merchandise for a prize pile,
nearly all gift brokers are in agreement
that give-aways alone do not constitute
an advertising campaign. The most popular prizes arc those which are backed by
an advertising punch elsewhere, whose
names
are literally household
words.

from BMB

RAYMER

NETWORK

The give-awa\' broker can plant a product on the air, but even the most generous

Reporl

CO,

NATIONAL

REPRESENTATIVE

of such publicity doesn't produce, of itself, a rising sales curve. It takes publicity plus as always — advertising. ♦ ♦ »
SPONSOR

KENI
■AnchoKaqe
5000

-Alaska

Waits - 550

K.C.

KENI's new transmitter on the
outskirts of Anchorage is a fitting symbol of America's NEW
economic frontier — a land of
bustling and booming activity . . . new
!iir*

cars, fluorescent-lighted stores, modern
theatres and sleek airliners. It stands for the NEW Alaska as surely as
the totem pole symbolized the geographic frontier of the Alaska of
yesteryear ... a territory of trading posts, the wireless, sourdoughs and
dogsleds, KENI now joins her sister station — Alaska's famed KFAR at
Fairbanks — as the NEW voice of the NEW Alaska . . . studios modern
as an agency reception room . . . stations as virile as the vast area
they serve.
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seporately — or in combination at 20Vo
reduction.

Americon

Building

Gen.

Mgr.

Natl. Adv. Mgr.

• Seattle 4, Washington
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from its competition. It is the essence of
pi ivate enterprise to keep its plans private
if there is any advantage in doing so.
As a service publication which thrives
"MR. SPONSOR ASKS"
on the spot radio information that adverTwo members of the Picked Panel who
tisers and agencies are c(K)perative enough
participated with me in your Mr. Sponsor to give us, Rorabaugh Report is well aware
Asks feature, April issue, raised a few of the types of information that con:points which require comment. Since I panies do not want to disclose and of the
consider Morris Beck ofKatz Agency and different policies in releasing information
Stan Pulver of D-F-S good friends, I'm that individual companies pursue. That
sure they will overlook my bluntness.
is why we do not publish in our monthly
No one will deny that there are certain reports on Spot Radio any advance in
facts that a business should keep secret formation, expenditure figures, etc.

lO
Wi^slfrom .'»2ii€l
Continued
page
52

Drop Me Off
at the next
Farm, lem !"
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their competitors, with hundreds of salesmen out in the trade, pick up such information easily through dealers, suppliers and other sources, particularly (in
the case of spot radio) the station representatives.
The following 21 national advertisers
(a small sample only) have had their spot
schedules published in RR ever>' month
for eight years as and when they have
been active in the medium. Considering
the stature of these companies and the
number of years they have participated in
our service, we are convinced (as are they)
that advertisers have nothing to lose,
everything to gain, by their participation.
The companies are: American Tobacco,
Atlantic Refining, Barbasol, Borden,
Bristol-Myers, Carnation, Chiysler, General Foods, Goodyear Tire & Rubber,
Jergens, Johnson & Johnson, Kellogg,
Look Magazine, P. Lorrillard, Metropol-

KBIW

-i-\ed River Valley farms are biS
fann.s, and the Encyclopedia
Britannica says ihey are among
the most fertile in the world.
Bigger farms, more fertile farms
are the reason Avhy Red River
\ a\le\ farmers have more money
to spend on the products they
hear advertised on X^DAY — for
l>venl\-six years their faiorite
station by very long odds.
Ask us or Free & Peters for some
fads on VSDAY's niail-pull and
salc>-|Mi!l. We <-an kinxk your
eyes out. On our lirsl 1918 contest for farmers W I) VY pulled
over «.").(»(»(» 1.1 1, rs. (mI the
fa< l> on W I) \^ s rural audience,
aiul dcm't for^rl tlial r\cn our
a\cra<:c da\liMU- Hooper rating;
i- a .jui< N 2I.(.. (I iill "17.)

There are some companies that will
avidly follow the trade pi ess for data
about their competitors and their industries, all the while refusing as company
policy to issue information themselves.
We receive fiequent requests for information from companies that will never give
us any in return.
Many tight-mouthed companies and
agencies foolishly believe that they are
guarding secrets when it is apparent that

ANY WAY
YOU LOOK AT IT
IS

KNOXVILLE'S BEST BET
FARGO, N. D.
NBC

■ 970
5000

KILOCYCLES
WATTS

FRtK& Peters, hf.
r"Q* —

R^^esented by Donald Cooke, Inc.
SPONSOR
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WOAI Clients Have
Had a WONDERFUL winter!
Don't get us wrong — the weather in San Antonio has been
"unusual" like everywhere else. Of more importance to salesminded time buyers is the fact that WOAI has commanded the
lion's share — and a bit more — of the radio audience, straight
through since October. The table below gives the picture for
weekday mornings. Weekday afternoons and Sunday through
Saturday evenings show an even greater WOAI Share of Audience. Your nearest Petry office can tell you the whole story of
WOAI

Superiority. -

«00 a- "**

^^^^e. station

^ ^ud\ence,

Monday

Share o

B

C

G

D

12:00

noon

rce

(Sou
>5yoM
"Nov
.-Nov.

Oct .Dec-

-)a"Dec..feb.

Sets
in vise
17.3
18.6

)an

25.5

31.2
313.03.0

23.9
26.2
24.0

7.2

4.4
4.4
4.6

1.3
1.05.9
OiV»er*

4.6
3.9
4.7

19.^
16.8

.3
7.57
6.8

34.0

9.0

15.8 4
15.

11.2

1.2

2.-7

10.7
9.8

^.C^SQOOOWArrs^CLE

A.CHANHEL.Ta*

H/O/li
Represented by EDWARD
MAY

PETRY & CO., INC. -- New York, Chicago, Los Angeles, Detroit, St. Louis, San Francisco, Atlanta, Boston
1948
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itan Life Insurance, National Biscuit,
Paramount Pictures, Ruppert Brewery,
Standard
Oil of N. J., Texas Oil, Ward
Baking.
That more and more advertisers are
recognizing the value of a central source
of spot radio data is evidenced by the fact
that the list of participating national
advertisers has increasedfrom 90 in 1940
to over 500 in 1948.
When will the noncooperative advertisers and agencies finally tire of their
present hit-and-miss systems of collecting
spot radio information? When will the
stations and station representatives recognize that they are competing directly with

• ••..ALL-STAR
WESTERN THEATRE
\—

STORIES

OF

AUTHENTIC
FEATURING

THE

TO?

C

RorabaugH' Report every time they release
competitive advertiser data (either general or specific) to nonreporting agencies,
and retarding progress of a publication
w'hich they "eed and support financially.
We think it makes a lot of sense for all
concerned to face these issues squarely
and to support a central source of spot
radio information which could supply it

N MOS16
^wisTERWEST.

MODERN

COWBOY
THE

=—

BALLADS

REPUBLIC

PICTURE

START

FOY WILLING

accurately and more economically — not
to say less surreptitiously.
N. Charles^^Rorabaugh
President
N. C. Rorabaugh Co., N. Y.

and his

RIDERS OF THE PURPLE

SAGE

Ten-Piece All Star Western Orchestra
52 —

30 MINUTE

TRANSCRIBED

SPECIAL

PROGRAMS

GUEST

STARS

JERRY COLONNA
MONTIE MONTANA
JACK HOLT
NICK LUCAS
MONTE HALE
and many, many others

AND LOOK

Broadcast live over KhIX in Hollywood, Calif.
Now available for iyndication.
Write, wire or phorxe
HARRY S GOODMAN RADIO PRODUCTIONS
1 9 E. 53rd Street, New York 22, N. Y.

ts

station situated in that same market.
Eventually, when the advertiser recognizes the opportunity presented by Class
B FM stations, FM will become increasingly competitive to the 250-watt local
AM station but it does not follow ^that
every dollar spent on FM will necessarily
be diverted from AM. The future broadcast advertising budget 'may contain more
dollars because total listening should be

AT THESE HOOPERSl

Kansas City, Mo.
Omaha. Nebr.
South Bend. Ind.
Muskegon. Mich.

ASKS
(Continued
from OR'
page 62)
MR. SPONS

13.5
13.2
13.4
14.5

increased by two factors.
First, by the increasing number of both
FM and AM stations which give 'the listener a wider choice of programs so that
he is apt to listen more often and, perhaps, longer. Second, as in the case of
WIZZ with its Transit* Radio-equipped
buses, listening has been extended to places
here, heretofore, no listening existed.
Our predirtion is that FM stations
using FM -equipped buses and broadcasting advertising to a high percentage of
bu> ers at the ps\ chological moment when
they are approaching the point of sale, as
contrasted with home listeners, will divert
advertising dollars from newspapers first,
and .AM stations second.
Richard G. Evans
Presidtl^t
WIZZ, WilkeS'Barre
SPONSOR

Oh Die ^11
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IN

INDIANAPOLIS...

N • ■ \

One thing makes

one station

STAND

OUT!

Your sales story in Indianapolis soon mushruoms
out into many other media... all part or tlie "regular
lollow-tlirou^n" tliat gioes witli every W'IsH program.
For example — sec tlic ilood oi extra puolivity ^iven
to Sterling Brewers, Evansville, Indiana, in sponsoring tne Indianapolis Basetall broadcasts. It snows
tlie WISH idea of...

'5

Cards

'^eivsi

'^Oiler

s
^ertis,

I
I
;
1^

paper

enising
Newspaper
Advertising

Store
Display*

WISH

lianavohs
iiciianapoiis
G FO.

CAPITOl

H IGG

I N S.

G E N E R A L

B RO A DC A ST I N G

MA
MANAGER

COM

PA N Y

FREE k PETERS, l,\f.
Exduuvr National Rtpratntathtt

MAy

1949

83

in

producing

results

Six aggressive stations which deliver you top returns on every
advertising dollar through consistent listener-interest. This selling
effectiveness is built and held through foremost NBC
Shows, good

STEINMAN
STATIONS

showmanship

on local programming

Network
and out-

standing public service. Backing this is the full cooperation and
collective know-how
Many

Represented

by

of the personnel of these six stations.

national advertisers are cashing in on their sales-producing abilities. Write for information.

ROBERT
CHICAGO

MEEKER
SAN

FRANCISCO

ASSOCIATES
NEW

YORK

LOS

ANGELES

ottsor
Mks
Broadcast adivrtising, uith rare exceptions, is not
employed at nearly its maximum elJectiivness. The
great majority of manufacturers who hare utilized the
medium^ successfully admit, off the record, that their
broadcast formulae have come more from chance and
the ouija hoard than from merchandising science.
This can't go on forever.
Sponsors are beginning to say so.
Advertising agencies are asking niorc and more
embarrassing questions.
The consumer too is doubting his magic gift of
radio.
The right ansuvrs for all three can be found.
These ansuers constitute, in part, "'U hat the sponsor
asks of the NAB.''"' It is to chart the areas in which
these questions lie, as tvell as to point out some
answers that pages 86 and 104 were conceived, researched, and written. The editors of SPONSOR
spent many hours with the men who hold industry's
purse strings. The staff resohvd itself into a factfinding board to find the ansuers to the number one
broadcasting industry problem — how the i\AB can
better serve the world of business.
Sponsor makes no claims that the ten pages
devoted to ^^VThat the sponsor asks of the NAB''' are
the ansuvr to the problem of making broadcast advertising 100% resultful. These pages are simply the
report of what executives of corporations, doing
billions of dollars of business each year, think the
NAB can and shoidd do to make it easier and more
prodiwtive for (hem tit enter the American home as
salesmen.
I

i'-^.

L//t'/j«
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What sponsors ask for most

isiiiM^iiK^iii

«if

liriisifl-

WaiiiiHl: a I'asi iiics
vast a«lv4^rii>iiii|Ui ini|> a4*i: iiil'tiriiiaiiiiii |»i»ol
Sponsors and advertising agencies want
two things of the NAB more than any
others. They want some formula develof)ed whereby they will be able to
obtain almost immediate information on
the selling impact of their broadcast advertising. They want NAB to consolidate
all the organizations in the broadcasting
Held into one great association. They
want the latter so that one clearing house
of ideas, information, and research can be
made available to them.
They want the former because as it now
stands it takes many months to deliver
information on sales that can be traced
accurately to radio. Modern distribution
has created such a complex road between
the manufacture of a product and its consumer that it is not unusual for the better

handling the mechanics of business operation in its particular industry or phase of
industry. When it comes to educating the
public, many trade associations find it
necessary to create a new association for
the sole purpose of selling the industry.
This is true with associations of manufacturers, for instance, of tin cans, glass con-

1

part of a year to pass before an advertiser
can check the results of a campaign.
Today business can't wait that long.
It must know, long before it can be
proved with present methods, what's
happening.
It is this void that most sponsors would
like to see filled by the National Association of Broadcasters. Networks and individual stations have neither the facilities
nor the financial resources with which to
cope with the problem. The agency and
advertising executives who made up
sponsor's panel on "What the sponsor
asks of the NAB" do not know how such
a sales-effectiveness reporting service can
be established. They're certain that it
can be and that when it is they will be
better able to justify the use of the
medium to the men who hold the purse
strings.
Sponsors feel generally there are too
many trade associations in broadcasting.
The men who pay the bills want one
big trade association covering AM, TV,
FM, and FAXO.
Advertising agency men also feel the
need of a central organization upon which
they can call for broadcast advertising information. Both sponsors and agencies
arc fully aware of the niche nomially
filled by a trade organization for an industry. Sponsors are usually members of
their own trade associations and often are
members of the Association of National
Advertisers (ANA). Most agencies are
members of the American Association of
Advertising Agencies (AAA A). Each
group is very much
taken up with ANPA
86

tainers, coffee, and generators of electric
power, to mention a few industries which
have had to go beyond their own trade
associations to sell their products to the
Advertisers would rather not have
NAB
public.members establish another association for the promotion or servicing of
broadcast advertising. They look askance
at the forming of an association by the
station representatives. When they heard
that the independent stations within the
NAB were circulating petitions for some
(Please turn to page 90)
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Newspaper Publishers Are Urged
To Be More Helpful to Advertisers
Newspaper publishers were urged
yesterday to give their business
customers the same interest and
service that has won for their publications such a vital place in the
dailv life of every community.
This appeal, combined with the
assurance that such service will
carry newspapers even higher in
their new regrowth as a powerful,
economic advertising medium, was
made by Alfred Stanford, director
of the Bureau of Advertising,
American Newspaper Publishers
Association. His address to the
bureau's annual meeting in the
Waldorf-Astoria Hotel was heard
also by a large number of the more
than 1,000 publishers, editors and
other newspaper executives taking
part in the ANPA's sixty-second
annual convention. The bureau's
meeting formed part of yesterday's convention session.
In a review of the bureau's part
in helping "newspapers regain a
higher share of the advertising dollar, Richard W. Slocum, bureau
chairman and general manager of
The Philadelphia Evening BulleItin, reported that the bureau's
operating fund has topped $1,000,000 for the first time. Membership
also is at a new high of 935, he
I said.
Mr. Stanford declared that the
present offensive by newspapers
was not against competitors but
against "loose advertising" and
"in the interest of the advertiser."
"There are many advertising decisions made by our business cusItomers — whether retail or general
1 — based on flimsy thinking, catchIwords, formulas that have too litItle reality once they leave Madison and Fifth Avenues and run
into plain people," he asserted.

"There axe too many decisions today by guess, by hunch, by custom— evenlabor
by fashion."
Rising
and material costs,
plus the shrinking purchasing power of the consumer dollar, Mr.
Stanford continued, make it unnecessary for newspapers
"fight
their customers
to make toinroads
on loose thinking." Advertisers, he
declared, are "on our side, they
have come to welcome our fight"
to furnish them with factual reselling. sources for the serious business of

m

Newspapers are being sold as a
general advertising medium more
competently and more successfully
than ever before, Thomas W.
Walker of the Sawyer-FerguisonWalker Company, who is vice president of the American Association
of Newspaper Representatives, told
the meeting.
•
This progress, he said, has been
aided by his organization through
the gathering and use of data on
newspapers'
to reachandmore
markets
than ability
other media,
the
practice of its members in speaking for "all newspapers of all sizes
in Robert
all partsJ. of
the country."
Keith,
advertising director of Pillsbury Mills, Inc., and
chairman of the Association of
National Advertisers' newspaper
committee, told the meeting that
his concern's "whole philosophy
of advertising is premised on the
use of newspapers as basic media
to secure strength and intensity of
consumer
Plans forimpression."
the immediate expansion of the operations and staff of
the advertising bureau's retail division "to encompass a direct selling effort in the field of chain
store newspaper advertising" were
describedvision's
bydirector.
John Giesen, the di-

Bureau of Adverdsins sets over $1,000,000

for fiscal newspaper

linage promotion
SPONSOR

I

V^UALITY recording has long been standard
practice at WFAA, and now WFAA offers to
agencies, advertisers and other radio stations the
very best in equipment, technical know-how,
studios, talent and production for recording.
New Scully recorders plus WFAA's adherence
to NAB's recording standards, enables WFAA to
offer the finest and most complete high fidelity
transcription service.
Agencies and their clients, sales
industrial and business concerns of
other radio stations are finding it
and profitable to let WFAA take

organizations,
all types, and
both efficient
care of their

recording needs. Suggestions and advice in planning, as well as our complete facilities, studios,
and the service of outstanding recording engineers
are available. Published Rate Card and full details
will be supplied upon request.

ADVERTISERS AND LISTENERS CONTINUE TO RELY
ON WFAA

Largest Most Experienced Staff

* Complete Modern Facilities

Proven, Popular Programming

• Complete, Effective Coverage

depresenfed Nationally by

EDWARD

MAY

DALLAS. TEXAS

TO LEAD THE WAY IN THE SOUTHWEST

RETRY AND

COMPANY

820 NBC 570 ABC
TEXAS

QUALITY

NETWORK

Radio Service of the Dallas Morninq

News
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PAYS TO PROGRAM
WITH ZIV SHOWS!
,r-^W

Radio's most brilliant dramatic
half hour, with Mr. Ronald Colman as host and narrator. Outstanding cast includes Benita
Hume, Edna Best, Lionel Stander,
Vincent Price, Lurene Tuttle.
Symphonic orchestra, Claude
Sweeten, musical
director

Wayne King
Show
A glorious half hour featuring the incomparable
music of the waltz king,
his golden saxophone and
his orchestra, with vocals
by Nancy Evans and Lorry

SONGS OF
GOOD CHEER

Douglas; Franklyn
Cormock, narrator.

Mcc-

A choir of gorgeous voices,
and guest soloists, in a
quarter hour of favorite
songs. Orchestra directed
by Vladimir Selinsky; narrator, Lawrence Elliott
A

sparkling quarter-hour

musical, starring
America's
favorite
romantic
tenor,
with Jimmy Wellington,
Donna Doe, and the music
of Buddy Cole and his
men.

OLD
CORRAL
Starring
famous

Pappy Cheshire,
western
storyteller, and a big cast of

vocalists and instrumentalists in songs of the open
range

I

PLEASURE
F&RADE
.,

/^
rriX

Vincent Lopez, Milton
Cross, Jimmy Wallington,
the Modernoires, Paulo
Kelly, Dick Brown, Lillian
Cornell, the Pleasure Parade orchestra and guests
in a lavish quarter-hourmusical.

,#

m
m

msnm
One <Jf radio's top mystery
shov^. Top ratings everywhere .. . Louisville, 21.7

America'* funniest husband ar^d wife in a three
or five 'a week strip. A

.y'. Youngstown, 21 .3 . . .
fncinnati, 16.9 . . . Min-

leadingi network show for
years. With great ratings
everyw()ere.

neapolis, 16.5. Radio's
best point-per-doliar buy.

BARRY
WOOD
SHOW

ig;uy

lOMBARDO
S1IC»%^
"The Sweetest Music This
Side of Heaven" in a
star-studded half hour of
musical showmanship at
its sensational best. Starring the Royal Canadians
with Guy, Carmen, Lebert
Lombardo; David Ross;
Don Rodney; Kenny
Gardner.

jAm(^

The' band

tunes.

PROGRAMS

VISIT OUR
ROOMS

ON

of a thousand

a million
gadjgets
laughs . .and
. presenting a
wide variety of music
raiiging from the classics
to comedy and novelty

high-rated half-hour mystery drama. Each program
a cotiyalete story.

SPONSORS,

Maids, and the brilliant
arrangements of Hank
Sylvern and Jiis orchestra.

EOBN
s
SOBBLERS

S. S. Van Dine's famous
detective character in a

MORE

A smooth-as-silk quarter
hour, with your singing
host, Barry Wood, the
lovely voice of Margaret
Whiting, the Melody

FOR MORE

MORE

STATIONS

EXHIBIT AT THE NAB CONVENTION:
No. 2200-2201, EXHIBIT FLOOR.

WfC/ff

"^''-M

.ooi

mo •'.r*-' ^- -.
T!"I *«'«*
-'' :r

TOP
AVERAGE
INCOME
Any advert i.srr looking for new markets
knows top family
ineome

is a first requirement. And the

1,000,000 rural and
urban residents in
WJHL's coverage
area have the highest average family
income of any similar area in the South
—well

over $2,000 a

year . . . Check

Compare

facts.
WJHL's

the

market potential with any on

your list — then let
WJHL help do your
selling job.

ONLY ABC OUTLET
COVERING

THE NORTH-

EAST TENNESSEE MARKET

representation on the NAB board, they
were amazed that such petitions were
necessary.

advertising need — one which will come up
with the answers.
They think of the NAB as now doing a

They approve of the plans for a prcscntation to sell broadcast advertising. They

restricted industry job. They don't agree
with the thinking behind the withdrawal
of the networks from active membership.
They recall the old adage that in union
there is strength. If the NAB drifts into
the position of representing only a part of
broadcasting, the AM stations, they are
certain broadcast advertising will suffer.
(Please turn to page 96)

don't think that this presentation should
be secondary to the four-network presentation on the same subject.
They want an association that will
enable them to get the most out of radio
when they use the medium. They want
one to which they can turn in an hour of

Whose responsibiliiy is broadcasting?

lliiy^^rs waul nu part ui iio^i^tiaiion!^
with r<'|u;iilati»rv anil lefi^islsitive bo€lu<^s
Broadcasting is the broadcasters' prob- Legally he can't share it. Morally he
lem. That's the feeling of over 60% of shouldn't want to share it. There can be
sponsor's panel on "What the sponsor no tripartite responsibility for broadcasting. Advertisers should stop fooling
asks of the NAB." The other 40% feel
that since the advertiser controls both the themselves.
advertising and the editorial matter (the
"I do not mean that advertisers should
show) while he's on the air, he has a re- try to get away with as much as possible
sponsibility equal to that of the broad- in theii broadcast advertising. That
casters for what is aired.
would hurt the advertiser even more than
"It may seem to some advertisers that it would hurt the broadcasting business.
radio is the same as any other medium in What I mean is that it's the responsibility
of the NAB to police, in the name of its
which they place advertising," said one
advertising manager, "but it just isn't so. members, the use of air time by the sta*
tions and advertisers. The AAAA and
"A black and white advertiser has noththe ANA can have and should have
ing directly to do with the noncommercial content of a newspaper or magazine. nothing to do with this. Policy is decided, inmost cases, by the media, not by
What brings the readers to his advertiseusers of them.
ment is the publishers' responsibility.
That isn't true on the air. The best
"The only instances in which I feel the
three
associations should have tripartite
facilities in the world won't produce an
audience for commercials. It's what the responsibilities are in cases like the
advertiser presents — the program — that
delivers the listeners. So an advertiser
can't ignore the fact that he is part of
broadcasting. His agency can't ignore
the fact that the program it produces is
part of broadcasting.
"Broadcasting," as this executive sees
it, "is nearer to being the printer than the
As indicated, this is the minority

5.000 W
JOHNSON

910 KC

CITY, TENNESSEE
_Nat^_R£g^John
E. Pearson
Co.
90

opinion.
editor." The majorit>' feel that since
they can't control the policy of a station
or network and since broadcasting is a
business owned and operated to make
money for its proprietor, it must take the
responsibility for its own self.
A spokesman for the majority, the sales
manager of an automobile manufacturer,
stated his case in the following manner:
"The licensee of a broadcasting station
is responsible to the people of the United
States, through the Federal Communications Commission, for what is put on the
air. It is his responsibility and his alone.

A. D. Willard, Jr., cxcculivc vp of the NAB
SPONSOR

WIIW, "America's Bazzle Bank Station/
proudly pops its top as DHBiliTl| doffs a
boff 'Shouiman' Bu/ard for "fabulous'' '47
parlay of B^lD,, pubscru & u^hiz biz/'Most
copied" operation's fourth kudo cues sock
citation on 'How To Bun R Badio Station/

mwm

Indubitably, Dour lo. I purchase In Um '§otk

John Blair Isq. & €o.

Broadcast Measurement Bureau and the
Advertising Q)uncil. They might possibly also join hands in selling the American way of advertising."
There is no question but that pressure
has been put on advertising men to restrict any of their activities that could be
construed as promoting a single medium.
This doesn't mean an economic isolationism. It means that if members of the
AAAA and ANA are to be believed, and
if they vote as thev talk of! the record,
there will be less and less tripartite action
by these groups in the future. This will
call for the assumption of greater responsibilities bythe NAB. It will mean
that more and more, as competition increases among advertisers for their share
of the consumer dollar, regulation and
advertising policy will have to be set by
the broadcaster alone.

"We'll spur any media to do a better
job," pointed out an assistant advertising
manager of a food distributor, "but
the> '11 have to do the job. The advertiser has one basic responsibility— to produce more sales at lower cost. As distribution and retail sales costs skyrocket,
and they are doing it daily, advertising
must make it easier to sell, must move
products with less over-the-counter selling.
There are, of course, a number of salesadvertising managers who, representing
great corporations, feel that they have a
social responsibility as well as a sales and
advertising one. There's only one rub.
These socially-conscious advertisers (and
there were seven such on sponsor's NAB
study panel of over 70) pass on the supervision of their broadcast advertising to
agencies, not one of them having a radio
advertising executive on its staff.
. »»

NAB: Liaison with advertisers' associations

TiHi iiiaiiiy iiiti»rc^it<< ^»|M^ak for broadcast
iiiiliiKlry.
>AII
Nought
as traffic
cop
"Big Jim" W«iteB — at a mik«
— means what he says. He 'a
the bass part of the famous "Le
Fene Trio," WCON feature
attraction, be loved by all
throughout
the southeast.
Besides "Big Jim" the "La
Ferre Trio" includes Urias LeFerre, Era Mae LeFevre, Hovie
Lister and Alphus LeFevre.
These folks know what people
want. They sing and play the
fine old hymns and spirituals.
But they do it differently. They
have a way with 'eml
They make personal appearances all over the southeast,
playing to thousands every
week. They play to many thousands more, exclusively over
WCON, twice daily 6:45 a. mand 1:15 p. m. A. M.
they're
for Standard FeedonStores.
P. M.
a non-feed client
could SPONSOR them
three or five days a
week. Call Headley
Reed now and get the
best "5 man sales trio"
anywhere.

ABC

IN ATLANTA it's

WCON

5000 WATTS

550 KC

National advertisers would like a closer
liaison between the NAB and their association. This feeling is not meant to imply
that there is any schism between the ANA
and the NAB. They just feel that there
is little evidence at their meetings that the

agency men who have the opportunity of
appraising the effectiveness of broadcast

their meetings during which radio's story
is being told.
"I know," said one advertising manager, "that we work together on the
Broadcast Measurement Bureau and that

what's happening on the air.
Neither agency nor sponsor representatives think the NAB should act in concert
with the AAAA or the ANA on union

advertising
in AAAA
the field,
they'd likesome
the
NAB and the
to formulate
continuing study of broadcast advertising

taking into account all of broadcasting's
broadcasters' association has had any- facets (AM, FM, TV, even FAX), which
thing to do with making up the part of would enable them to keep abreast of

whenever a problem comes up that requires inter-organizational planning NAB
is on the job. But the day-by-day relationship isvery sketchy and, from m\
own point of view, inadequate." This
same ad-manager stated that he found a
closer liaison between the newspaper publishers' and magazine publishers' associations and the AAAA than between the
NAB and the AAAA. "Maybe," he continued, "it's because ever\thing seems to
stem from Washington with the NAB and
that isn't true with other media associaAgencies have very little to say about
the relationships between the NAB and
tions."
the
AAAA. They'd like to see the 2%
cash discount universal in broadcasting
and think the NAB should make a determined effort to get stations to agree to the
cash discount theory. The\' would also
like to have the radio industry's contributions to their meetings funneled through
the NAB.
Since there are very few

matters. They feel that the four networks set a pattern, that individual stations vary that pattern, and that the advertisers' and agency association should
make their own decisions on what is good
for broadcast advertisers.
In general, and this section of sponsor's
report on the NAB is based upon individual reactions of men and women who
are not officers of the AAAA or ANA and
make it plain that they do not speak for
either association, advertisers and agency
men want closer relations between the
organizations on informational activities.
"The less NAB has to do with AAAA and
.ANA policy meetings and decisions the
better it'll be for broadcast advertising,"
is the way the president of a great drug
firm put his feelings. An agency man put
his reaction to intcrassociation cooperation succinctly with "1 don't think anyone at the NAB knows the fundamentals
of advertising. Someone down there
ought to start studying advertising.
• ♦.
SPONSOR
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Power!

times

^im

%(M ^y^k
now 5^000

on 970 kc

watts

ALL of Buffalo's billion-dollar market today lies within WEBR's new radio zone.
A new wavelength — 970 kc — and a new 5,000-watt
transmitter
plant have chanf;ed Western New York's
radio map overnight.
WEBR is trumpeting the news into virtually EVERY
home in the area — with full-page newspaper advertising, daily spot radio schedules, street car and bus
"dashes." Our aim is to add hundreds of thousands
of listeners to WEBR's long established audiences.
Before you buy radio advertising in Buffalo NOW—
check what your dollars will buy on the ncic WEBR
— the station with the strongest signal over the richest
trading areas in upstate New York.

WEBR,

Inc.

The Buffalo Courier-Express Station
WEED & COMPANY,
National Representatives
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MUTUAL
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tions with the government body which

Watchdog on the Washington scene

>»4»iii4^li4»flv lists ill |»ri»i«^i*l rsifliii liiisiii«'ss
ill \Vasliiii^li»ii anil s|»i»iisi»rs sav It's XAIK
Broadcasting's relations with the FCC
are a province which sponsors and advertisers, for the most part, would leave entirely to the NAB.
This does not mean that advertisers and
agency men agree with NAB policy on the

Mayflower Decision, the siightiy-bleached
Blue Book, and other matters which are
concerned with the commercial use of the
air. It simply means that they realize
that it is not within their sphere of influence to advise broadcasters on their rela-

FOR SALE

CHICAGO BUYERS

regulates them.
They do expect to work with the NAB,
and the broadcasters themselves, on
matters that come before the Federal
Trade Commission, since in many cases
the decisions of the FTC relate to the
advertiser rather than the media he uses.
Media are sometimes enjoined along with
the advertiser and agenc> and thus there
is a mutuality of interest in FTC matters
which does not exist in the case of the
FCC.
Advertisers do want to be kept advised
about what is going on in Washington
which will ultimately affect them and
their use of the air. They do not want,
nor have they the time, to wade through
the voluminous decisions of the Commission. It is the exceptional FCC decision
which has a direct bearing on the advertiser's use of the air; it is in the latter
cases that many advertisers feel the NAB
could perform a very important service to
them by releasing a report of the decision
and its significance to users of broadcast
advertising. They also point out that
while a single license grant means little to
them, the issuance of hundieds of new
licenses, which may tend to cut up the
audience into smaller pieces than at
present, does have a vital importance, and
they ought to be kept abreast of these
decisions.
"I'm not a member of the NAB," one
agency account executive said, "and they
have no obligation to give me any service.
Nevertheless when a territory expands
from six to 22 stations in a few years, as
the District of Columbia has, the NAB
would make a vital contribution to my
knowledge of broadcasting if it developed
a way of getting the information to me."
This executive had seen this particular
piece of information for the first time in
the April issue of sponsor.
"Government regulation is always
something that concerns us," said a public
utility member of sponsor's panel. "If
one government bureau extends its regulations beyond the scope of the bill, or
executive order, that brought it into
being, it sets a pattern other bureaus may
follow. So as public relations counsel of
our firm I'm interested in what happens
between the FCC and the NAB. I think
the NAB

is helping all of us fight bureaucracy. Check me off as one who
votes okaj to the NAB on its FCC
Another public relations executive, this
relations."
time
of a giant food corporation, expressed his feeling of what the NAB was
94

SPONSOR

4

*

HoiLywooP weLCOMSs you

STATION ENGINEERS
*

HOME OF
STATION

MANAGERS

NATIONAL ASSOCIATION
OF 8R0AJ>CAST£RS
26th ANNUAL
CONVENTION
BILTMORE
MAY

WE'LL

WELCOME

YOU

IN

SUITE

HOTEL,

LOS

ANGELES

17-21

2128-2129...

OR

AT

OUR

OFFICES-^

111 HOLLYWOOD

WMID

doinj; regarding the FCC. "You're
damned if you fight a government bureau

(LyfpUnateA.
PEORIAREA
These Consistent Schedules

and you're damned if you don't. It's
easier to avoid a battle. More power to
the NAB in that it hasn't ducked the
issue. Don't misunderstand me. There
are hundreds of radio stations that don't
justify their right to use the public air,
but there should be a law that would
govern their use of the air — not a governbureau."
Bothmentadvertisers
and agency men are
all for the work that the NAB is now

Have Been Selling
Products For A Long,

doing with the FCC.

Many of the latter

note that there isn't the same animosity
between the two organizations that
existed prior to the current alignment of
personnel in both the Association and the
Qjmmission.
Nearly half of the agency men asked
sponsor's researchers, "What

do you

think is going to happen to the FCC's
great minority, Clifford Durr?"
Which indicates that they know^ more
and are more concerned about the FCC
than would appear on the surface.
• ♦ »

i

Give Justin Miller power to act

Long Time...
Time buyers plan schedules on
RESULTS. That's why these national spot and regional advertisers
have consistent ly placed their advertising with WMBD to reach the
rich PEORIAREA market.

sii*iM>ii.

>liiNlir4K»iiiiii|Ut iiK^fliiiiii rof|iiir<^s it

The power of the NAB? How big do
sponsors feel it ought to be? Should
Justin Miller be empowered with as much
authority as the head of the motion picture producers?

can't come between the FCC and the
stations but sponsors and agencies feel
that he can be clothed with power to hold
in line any stations which start to scramble
too ruthlessly for the dollar. ♦ » »

A majority of sponsors feel that at
present Judge Miller hasn't enough power
to make decisions he might feel were in the
best interests of the public and the broadcasters. They feel that he ought to be
■given more authority, now that he knows

DR. CALDWELL
DOANS
KROGER
OYSTER SHELL
OAKFORD
ROSZELL
18 LOCAL ADVERTISERS

WHOSE

RESPONSIBILITY?

{Continued Jrom page 90)

Sponsors would like many things of the
NAB, and they are, in part, detailed in the
more of what it's all about. They don't pages that follow. Paramount is their
feel that he should be given as much desire for a more unified association in
power as the former head of the picture radio, a source to which they can turn for
producers had. They do feel that unless
broadcast advertising information includhe is given more than he has now he may
ing some method which will enable them
prove ineffectual when the number of
to obtain the sale? impact of their broadI broadcast outlets becomes so big that the
cast advertising more quickly than they
law of survival may force some stations to
can through their present sources. • ♦ ♦
think they must forget good taste, ethics,
and even the law of the U. S.
"I believe," said one agency vp in

BULOVA
EX LAX
INTERSTATE BAKERIES
CRITIC FEEDS GIPPS BEER
7 LOCAL ADVERTISERS

■XWMBD DOMINANCE! Always a
bigger share of the audience than
all other Peoria stations combined.
See latest Hooper Station Listening
Index. (Jan.-Feb., 1948)

PEORIA
CIS Affilial* • SOOO Want
Fr«c A Ptttrt,
96

Inc.,

Nal'l.

|
Rcp>.

charge of radio, "that in another two
years or even less, broadcasting is going to
be overpopulated. When this happens
i only a keen-thinking, hard-hitting executive with real power will be able to cope
with an avalanche of snide advertising
practices which will have to be stopped
quickly for the good of adveitising and
radio. The broadcasters ought to give
their president, Justin Miller, all the
authority he requires to cope with such a
Most sponsors and agencies realize that
situation."
any authority which may be given Judge
Miller can go only as far as the law of the
United States permits. Final authority
over stations rests with the Federal Qjmmunications Commission and even that is
limited by the law under which that commission exists. Stations are responsible
to the people of the U. S. and the FCC is
the agency of the people. Judge Miller

C. E. Arney, Jr., NAB

Secretary-Treasurer
SPONSOR

BIG REASONS WHY
you'll sell more in '48
with (WM'tHn Eastern Iowa
1! . . . the Station of fhe stars" is your best bet to cover
Eastern Iowa's Twin Markets,

You get:

A BALA

MARKET
lowan

2

MARKET

Smokestacks are going
cornstalks better than
50-50 in Iowa. Income

wealth is the

highest per capita in
the U.S.A. < $4,322: almost twice the national
average! )

is almost evenly divided between city and
farm.

us MARKET

A LOY^^ARKET
Eastern lowans on city

Even Iowa's farms have
more radios than do
farms in other states,
lowans depend on their
radio for news and
other public service as
well as for entertainment.

and farm have been listening to WMT for
more than a quarter of
a century. Because
WMT brings them programs they like!

THE UNAfSi MARKET
WMT reaches the largest primary area in the
state at the lowest rate
per radio family . . .
1,131,782
within the 2.5persons
MV line,

Only WMT delivers
CBS Network shows to
Eastern Iowa. And
only these shows, plus
WMT's fine local programs, deliver the prosperousto you.
twin market audience

greater than any other
Iowa station.

WMT
and gef your share
of the millions
WMT lisfeners
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Cedar Rapids
BASIC COLUMBIA
«00 KILOCYCLES

NETWORK

5000 WAHS

DAY AND NI^HT

Code should be ratified

part of the advertising time. His point
was, "Within reason I suppose it makes
good sense to restrict the amount of time
that can be spent detailing the prizes in a
competition. Restricting it is one thing;
counting it as part of the advertising of

llnyers si|i|ilaiifl €*4»flleuiakor<ii on «^roaliii^
effe^i*tiv<^ iiisiriiiiidii and wani il 4»|ieraliv4^
There is general acceptance of the new
Standards of Practice of the NAB as they
have been revised since the last convention of the Association in Atlantic City.
The fact that the Standards are phrased
positively has won much approval from
the advertising fraternity. One advertising-sales manager of a food corporation
expressed the general feeling of sponsors

hen

you

ere's

H.
H.
ow

emphis

2

The

Spot

after
Theschool."
president of one of the ten largest
advertising agencies objected to the
Standard whereby time for the announcement of prizes in a contest is figured as

make

the

and

For

tip

pay

selection

off promptly

Your

to

time, and other 'service typ>e' station
breaks which arc excluded from the mul-

that both agency and advertising executives were of the opinion that no code
would come out of the meeting. They
were right then, despite the broadcasting

on
right

our clients is another."
Many sponsors using national spxjt advertising see the requested elimination of
more than one spot announcement between programs as good for advertising on
the air. "But," said one, "wait until you
see how many stations try to avoid real
compliance through the use of weather,

tiple spotis announcement
rules."
There
no feeling that the
code will not
become the regulatory document of the
broadcasting industry' at the forthcoming
convention. This is a complete reversal of
agency and sponsor feeling prior to the
last convention when sponsor reported

make up that Memphis schedule

a timely
to

when he said, "When I read the proposed
new code, I did not feel that it treated
advertising and broadcasting bad boys who
have to be spanked regularly and kept in

industry's feeling that sponsors
agency men didn't know what they
talking about. Time will soon
whether they are right this time as

cover

in sales

and
were
tell
well.

In OMAHA and
Council Bluffs

Spots

WHHM

,^sf^M

More Listeners Per Dollar in Memphis

Memphis, Tennessee
*

*
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Cost-per-thousand formula

Plentv of raflio research, but $itill no
yardstick or listeners per a<l-dollar
Broadcasting needs a cost-per-thousandlisteners formula and needs it very soon.
Over 80% of the sponsors who participated in this cross-section study of "What
the sponsor asks of the NAB" want definitive cost-per-thousand information from

radio picture pointed out that the early
a.m. and late p.m. time periods are important to stations since they're not network time.
One

sponsor

summed

up

majority

opinion with, "We don't expect the NAB

to go out and get cost-per-thousand figures for us. We just want some formula
developed on which we can all agree.
Then we can use the radio research figures
now available which are costing advertisers, directly or indirectly, over $5,000,000 a year — and that figure is very, very
conservative."
Another sponsor stated, "Radio produces more good research information
about whom it's reaching than any other
medium. But what 1 want it to do is to
give me data to use on my programs, not

radio. They feel that it's the job of the
NAB research department under Ken
Baker to concentrate on seeking a method
for computing this cost that would be
acceptable to advertisers and their
agencies.
They recognize that figures of the
Broadcast Measurement Bureau, if adjusted as Hans Zeisel of McCann-Erickson and Ken Greene of NBC have done,
can deliver a cost-per-thousand figure for
audience potential. They're not satisfied
with a potential figure. Very few programs attain the maximum audience
potential of a station. Changing competition (programs on other stations), the

America's NOn 1 Family Program

Tronscribed for Ucat aad Re^hnoi Sponsorship

effectiveness of the advertisers' vehicle,
the weather, what's happening in town at
the moment the program is on the air, and
a host of other variables have a bearing
on who is listening at any single moment.

One of the oldest and
highest Hooper-rated
network programs now
available on open-end
transcription. Fifteen
minutes offriendly

The first step in the direction of building a cost-per-thousand formula is, according to the sponsors, more detailed reporting by the Broadcast Measurement
Bureau. The BMB figures now are based
upon a once-a-week listening figure. Except for some special studies, the multipletimes-a-week figures gathered by BMB in
its first study were neither used nor released. Sponsors want to know not only
how many homes listen once a week but
how many homes listen to each particular
station each day of the week. The advertiser wants to pick the most effective day
of the week for his message.
Sponsors want BMB figures reported

humor
radio's
lovedwith
family.

on a basis that lines up with stations' time
rate brackets. Since most stations have a
low rate before 8 a.m., a higher rate between 8 a.m. and 6 p.m., the top rate
between 6 p.m. and 10:30 p.m., and frequently their lowest rate between 10:30
p.m. and 6 a.m., sponsors would like
coverage figures as nearly parallel to time
brackets used for rate purposes as possible. They realize that BMB can't
obtain figures on too many time brackets
but still hold that figures for daytime and
nighttime dialing mean nothing to the
buyer of early a.m. or late p.m. time. A
few sponsors who are very close to the
MAY

1948
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don't like going on the air without having
a fairly good idea of our audience and
what it's costing us. Maybe if we did
spend more time researching whom our

on the collective programs on the air."
Still a third spcjnsor had this to say,
"It's true that we can find out for our-

'::::i=^
SAN

W^

wT iP^i

FRANCISCO

selves just what it's costing us to reach
each thousiind listeners but we don't want
to use oui advertising time on the air to
research cost-per-thousand figures. We

advertising was reaching, we'd do a better
merchandising job. That's not our business or advertising philosophy right now.
We want a cost-f)er-thousand formula for
radio, and we think it ought to come from

don't use coupons in our printed advertising and we don't use premiums, selfliquidating or otherwise, on the air. We

Radio must have glamor

the NAB."

Ilroufleast prii^raiiiN. |M^rK4»iialitH^K are
"iiaituralM** fiir top publicity €*anipaiigns

ast
e
r
g
n
o
Stati

Last year at the NAB convention in
Atlantic City each of four networks
loaned one of their publicity staff to the
NAB public relations department. Those
sponsors and agency men who were
present at the convention felt this indicated a closer liaison between the net-

publicize broadcasting is necessary. And
they think it logical that Bob Richards,
NAB, act as coordinating head of such a
drive. There are over 800 men in the
broadcast field who devote the major part
of their time to publicity work for stations, networks, and programs. They'd
obtain more space for broadcasting if they
worked together.

works' publicity and promotional departments and the NAB for the future. Thus
far they feel it has been a hope and that
is all.
They feel that a concerted drive to

^ett*^

Agency men naturally think of their
clients'
programs
first, station press
(Please turn to page 104)
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Curtain calls keep coming . . .
for the Sunday night dramatic show that brings good theatre into
the home of Mr. and Mrs. America. Latest of the many tributes
received by The Theatre Guild on the Air, sponsored by United States
Steel, is radio's liighest honor, the George Foster Peabody Award for
"outstanding entertainment in drama."
Thanks to the people who have said such nice things about the
show . . . and thanks to the stars and everyone who has worked with
us for making it the kind of radio entertainment about which nice
things are said!

'THEATRE GUILD .n the AIR''
Sunday Evenings— ABC network
UNITED STATES STEEL
103
MAY
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Remember the
story about .

(Continued from page 102)
agents know they're judged by the publicity space which carries the call letters
of their stations, networks are happy if
their programs receive notice, and they
liave to get those programs mentioned.
But broadcasting requires glamor.
Radio f)ersonalities are seldom set on
pedestals as high as those occupied by
motion picture and musical stars. Yet
radio touches nearly ten times more
people per week than the screen and
singers and musicians combined.
Sponsors feel they know the answer.
Somebody has to do a public relations job
for the broadcast industry that will give
broadcasting personalities the glamor of
stars in other fields. Frank Sinatra was
no accident. The personality that has
made thousands of teen-agers swoon was
the creation of a press agent just as is the
personality of hundreds of picture stars.
The NAB publicity and broadcast advertising promotion departments have
been most concerned with the relations of
the radio industry and the public, not the
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Cut, 7t R.P.M.
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k or Turnloblo

VALENTINO,
1600 BROADWAY
DEPT
S-5
NEW YORK,
N. Y.
CANADIAN
DISTRIBUTOR
Inttonfoneout
Recording Service
S6-58 Wellington St., E
Toronto, Ont., Con.

relations between the public and radio's
stars. Sponsors would like to see that
changed. They would like to see NAB
waving the magic wand of publicity over
radio's programs. They'd like to see Bob
Richards start the industry towards being

And built a big dam?
There's power, determination,
and a lot of engineering skill
in the beaver.
when

People

marvel

they see one of his dams

contracting the waters. And
Washington,
does a dam
with
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other
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has more
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radio-personality publicity-minded.
If asked, they'll cooperate with personnel and cash. This, for the most part, is
not an idle gesture. Sponsors spend considerable money each year to obtain publicity for their programs on the air. They
find it difficult because a radio actor or
actress is not clothed with the same magic
that touches the screen performer.
There is a big job to be done. It can't
be coordinated as a part-time effort.
Sponsors and agency men feel that it can
only he done under the supervision of an
organization like the NAB. They want
the NAB to do it and would like to see
Bob Richards put to work on establishing
a nationwide network of press agents for

FIRST

FIRST

FIRST

station in the

FIRSTcIty in the

FIRST

FIRST state with the
FIRST network (basic ABC)

O
k
o

FIRST
FIRST

XoHd FIRST uuiU

March I, 1948

broadcasting — in all forms.
Specifically sponsors see the need of

FIRST

publicity on local talent. That doesn't
mean that they want network programs
and personalities ignored. They want
everybody who entertains to receive the
glamor treatment via public relations.
They only stress the need of publicity for
spot programs because, with the exception
of star transcriptions, spot and local entertainment needs a greater lift than do
national network performers. And nowhere have sponsors found a greater willingness to cooperate in building glamor
than on independent stations. They feel
NAB will get the same cooperation.

FIRST
FIRST
FIRST

"V'**'A Leadi
polnh byof ata much
22.9 attotol.
WAV
4.8

Local businessmen back
this local stalion fsoon 5000
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WFIL is the first station in America to transmit reg-

This achievement reflects the spirit of WFIL— the spirit

ularly scheduled programs via Amplitude Modulation, Frequency Modulation, Television and Facsimile.

which has kept WFIL at the forefront among Philadelphia radio stations. ..among America's radio stations!

It is this same spirit which goes into every WFIL program and
plan of promotion ... the spirit which assures the success of your
WFIL program in Philadelphia, America's third largest market.

%\^z ^fjilabelpbia inquirer Station
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BASEBALL:

1948

highest bidder this season for broadcast

(Continued Jrom page 25)

rights for the Durham Bulls. What's true
in the case of Durham and Wilkes-Barre
station. The unusual part of this is that is also true in most of the cases where
the cosponsor of the games is the Atlantic minor league games are on the air.
Refining Company, which controls the
In many cases the minor leagues deliver
games in other areas itself. Ben Strouse a much greater audience for the sponsor
(WWDC) controls the rights to the in the areas where they play than any
Senators.
major league team would deliver in the
In the case of minor leagues station same area. While Boston and Detroit are
ownership of broadcast rights is more great baseball towns, the percentage of
prevalent. WIZZ (FM promotion-mind- Jersey City residents that turns out for
ed station in Wilkes-Barre) controls the the International League games in that
rights to the Barons (Eastern League), city is bigger than the turn-out of Hub or
and WHHT, Durham, N. C, was the Motor City fans.

FOR

A NEW

A NEW
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LOW
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RESULTS

'N COST-PER-SALE

In many towns of the American Association, Southern Association, Eastern
League, Texas League, Carolina League,
Pioneer League, and Pacific Coast Conference, interest in local nines is big time.
It was in these towns that baseball broadcasting first took a firm hold on listeners.
When advertisers couldn't be sold, the
teams themselves frequently bought time
to broadcast their games. (Games of the
San Francisco Seals have been on the air
continuously for 25 years.) Minor league
executives are closer to the p>eople who
come to the ballparks than are major
league executives. The latter are big
business men and have so many problems
that they are prone to forget the man who
sits in the bleachers and who really keeps
the sport alive. As a result changes start
first in the minor leagues (many of which
are of course owned as talent farms by
major league teams). That's where night
baseball first saw the light.
Sponsorship of play-by-play airings of
minor league teams by department stores
is a good indication of the fact that these
teams are part of the family life of their
towns. In Milwaukee, Gimbel Brothers
have sponsored the Milwaukee Brewers
for five years over WMIN and will be paying the bills jointly with Miller Brewing

Have you something to sell to women in the San Francisco
Bay Area.' Try Katherine Kerry's potent participating program.
Journalist, commentator, fashion expert Kerry's unique, columnist-like coverage of the woman's world provides a perfect
setting for your sales message. Guest-speaking at fashion -shows,
women's clubs and other gatherings keeps her in the public eye
— adds authority' to what she says about your product.
Yes, in this multi-billion dollar market it's Katherine Kerry
on KQW

for sales in maximum

quantity at minimum unit cost.

WNJR
5000
Palxt H«t^

WATTS

... to keep your product and
your story warm in the rich
North Jersey area.

THE RADIO
Delivers tfi* Columb/o 14 County
San FranclKO-Ooklond Boy Morkall
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. . . sponsors liave sung the praises
of CASA CUGAT. For these are vivid,
sparkling musical shows featuring
Xavier Cugat, the "Runiha King"
of Waldorf-Astoria and motion pic-

SVERTISJNG CO.

i

ture fame, his full orchestra, chorus
and vocalists. Colorful shows of
wide appeal . . . everyone knows and
loves Cugat !
CASA CUGAT comes to you as a World
Feature . . . 156 15-minute tuneful
programs . . . available on vertical

or lateral recordings. And it's a
World Audi-Flex feature, too ... all
music recorded on separate bands
on each disc so that sponsor's commercials can be spotted in the written scripts supplied . . . making programs truly flexible for your needs.

And these other leading World Features
SONGS

OF OUR

TIMES

Bob Grant and his
orchestra play delightful medleys of
all the hit tunes . . .
year by year from
1917 to 1943. 156 15min. Audi-Flex programs.

Hear

FOOTPRINTS ON THE
SANDS OF TIME

SONGS

see us at N.A.B.

AS

IT SEEMS

IREENE WICKER
THE SINGING LADY

Dramatized pre>entations of the
>trange facts and
oddities that John
Hix collected all
over the world. 52
15-min. open end

The famous Hamilton Quartette sing?
the favorite sacred
and inspirational
music of America.
156 15-min. AudiFlex programs.

Art Baker recounts
the exciting and often surprising stories of outstanding
men and women.
260 5-min. open end
programs.

these and

STRANGE

OF PRAISE

Telling 26 famous
fairy tales. 13 stories
musiciansof andgreat
13 holiday
stories. 52 15-min.
open end programs.

programs.

convention.

Room

2223,

Hotel Biltmore,

Los Angeles

For full information, prices and audition discs, write to . . .

WORLD
TRA^SCRIPTIOy
CHICAGO,

22 West Hubbard St.

BROADCASTING
HEADQUARTERS
•

NEW

YORK,

•

A SUBSIDIARY
50 West 57th St.

SYSTEM, inc.
OF DECCA
•

RECORDS,

HOLLYWOOD,

INC.

:

6750 Santa Monica Blvd. ^

Distributed in CAISADA by ISorthern Electric Company, Limited, 1261 Shearer Street, Montreal 22, Quebec

Company again this year. In Buffalo, tlie
International League team has been sponsored for the past four years by Adam,
Meldrum and Anderson and as noted
previously the Baltimore Orioles are being
televised by Hecht Brothers.
Department stores have not been outstanding intheir use of air time. It took
a hard-hitting National Association of
Broadcasting promotion (about the most
intensive that the NAB has ever attempted) to sell even a small portion of
the nation's stores on the effectiveness of
broadcast advertising. When three of the
nation's more aggressive stores use baseball to display their wares, these broadcasts must have something extra.
They and their sportscasters are to
summer, in many cases, what Hope,
McCarthy, Jolson, Crosby, and the entire line-up of network star-studded
schedules are to the winter. This is not
true in every part of the country, nor for
every station carrying afternoon or evening games direct from the diamonds. It
is not true for every baseball sponsor.
A great deal depends upon the sportscaster and his backstopper. Red Barber
and Connie Desmond over WHN have
contributed to the color of "dem bums,"
the Dodgers. Arch McDonald helps embellish the togas of the Senators. He's
been doing it for 16 years. In Boston,
Jim Britt has been a beloved baseball
name for a long time. When he calls them
over WHDH, the fans believe him more
than they do the umpires.
The Atlantic Refining Company holds a
conclave of its sports announcers every
year. It has learned during its years of
sports sponsorship just how important is
the link between the air audience and
baseball and football. Atlantic doesn't
try to tailor its announcers' handling of
the games to any set formula. They
know that each man has his own approach and that what would be great in
Philadelphia might not go at all in Pittsburgh. All that Atlantic wants to get
across to their announcers is the need for
color and how their commercials are to be
handled. Not true of other broadcast
events, the baseball sportscasters usually
carr\' the commercial burden as well as the
game reporting. The fans will smoke

TREE 6- PETERS.Inc,
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what Barber wants them to, but it's
questionable whether any other voice,
ringing in a commercial, would meet with
a very responsive reception.
In Detroit, the sportscaster doing the
Tiger reports is the number one announcer inthe area. Both the students of
Michigan State and the residents of East
Lansing, where the college is located,
voted Harry Heilmann a favorite an-

nouncer (SPONSOR, Oaober 1947) and
they reflect the feeling of listeners
throughout the state of Michigan.
For the seven years that WIBG has
carried baseball for Atlantic and cosponsors, who have changed from year to
year, Byrum Saam has called the balls and
strikes in Quakertown.
These men are seldom unique. They
do, however, all have in common two
things. They like baseball. They like
Ratings don't necessarily mean the
same thing in baseball that they do in
people.
other forms of broadcasting. Hooperatings for a game usually are "the average
of all quarter-hour ratings during the
entire game." They do not include listening in public places which is an impxjrtant
part of a baseball audience. Since they
are average ratings they give no information on audience turnover, which in certain cases is so great that the game may
be heard by as many as five times the
number of listeners indicated by the
figures released.
There is little question but that listening to baseball is increasing year by year.
Even last year in New York when the
games of all three metropolitan teams
were telecast as well as broadcast, there
were more listeners to each of the teams
than C'ateg<)i\
in 1946. Rating comparisons looked
•46 '47
like this:
verage Ratings
A
WH\
.Ml games
Live games

4.5
46
5.2
4.1

5.2
'47
4.6
5.4

WI.NS

W.MCA

3.3
3.3 4.3
—
2.9 4.J
Weekday
games
U'eekend
3.9 4.8
3.0 4.0
Wire
games*
5.7 6.2
4.0 4.8
'Games re-created from teletyped reports.

2.7
2.6
2.8
2.7
30

4.1
4.3
3.4
4.1
4.2

For some of the games in Boston last
season WHDH drew 60';x of all the available audience according to the Pulse of
Boston. Hooper gave WHDH the highest rating of an\ station in Boston from
May to September not only during baseball periods but for all time-rated periods
during the five months. In other words,
baseball not only had the audience during
the season but a good part of that audience stayed with the station after the
game was over and listened before game
time as well. This was true in Cincinnati
also with WCOP.
There was a time when the great stations in each town changed their schedules
in the summer to permit baseball airings.
The baseball station in New York was
WOR. In Washington it was WTOP
(CBS owned and operated outlet). In
Boston the Yankee Network outlet,
WNAC, broadcast the games. As network operations became more and more
important, it was impossible to carry baseSPONSOR

'47

t

Paul W. Morency, Vice-Pres.— Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr.— Sis. Mgr.

WTIC's 50,000 watts represented nationally by Weed & Co.

ball on network stations. It was also impossible to carry the games on most of
the clear channel 50,000-watt outlets,
because continuity of interest and sponsorship was vital to these powerhouses.
Even if network stations could clear the
daytime hours they couldn't carry the
games today due to the increasing number
of night games each season. The independents love those night games. It
gives them something with which to fight
for their share of the audience. Independents usually have their biggest audiences in the afternoons. So true is this
that WWDC, Washington, farms out the

daytime games to WPIK and WPIK-FM,
airing only the night games on WWDC
and WWDC-FM. Although an independent itdoesn't want to change the
character of its daytime listening even
through the summer. At present WHN
and WINS are the only 50,()00-watt stations which revise their regular programs
for sports.
Bigger audiences than ever are expected for baseball this season. This
isn't a sports fan's prediction but is based
on the fact that the games have had the
biggest preseason build-up they have ever
had.
Phiico sponsored telecasts of nine

major league teams in 1 2 major television
cities for four weeks prior to the season's
opening. This was a Wally Orr promotion. Wally Orr was account executive
for years for Atlantic Refining Company
at N. W. Ayer. He loves sports. When
Ayer shifted him to other advertising
pastures he resigned and now has his own
agency, W. Wallace Orr.
Newspaper space accorded preseason
activities has been 10^ ^ greater than in
previous seasons. Contests and promotions are also being run by newspajjers
such as the current Newark (N. ].) Star'
Ledger promotion which is making awards
each week to the readers who pick the
highest-scoring teams.
A typical baseball result story is Sinclair Oil's. Last season they sponsored
the Washington Senators over the
WWDC-WPIK combination the former
at night, the latter during the afternoon.
The broadcast bill was shared by Diamond Cab, which also has bowed out this
year. Chesterfield is paying all the bills
this season, just as for the Giants telecasts over WNBT (N. Y.), and other
baseball telecasts. The Diamond Cab
organization is a group of owner-drivers,
a tough set-up to satisfy, and Sinclair
hasn't the oil to sell in 1948. However,

Now . . .
Once again, discs are flying across
those fertile Kansas acres not already
greening with the first shoots of
wheat.
Soon these disked fields will be
planted in dozens of diversified cash
crops. And, as in previous years,
much of Kansas farm income will be

Sells

Times
More
People!

spent for "necessities" which milUons
of city cousins would class as luxuries.

5000^
620

These — the First Families of Agriculture— make up WIBWs vast
audience. They prefer WIBWs
dawn-to-midnight programming because it suits their interest, convenience and necessity.

WATTS

A^^v^tilVl

¥^^imrwing th»
First Families of Agriculture
R«p.: CAPPER
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HOW TO MAKE

ONE DOLLAR
WORK HARD IN RADIO
WHAT CHECK have you on the results your advertising dollar gets
for you in radio? A good way of measuring sales effectiveness is to
ask local advertisers their experience with a given station. Here's
what some of CFRB's local advertisers say: (Complete statements
upon request.)
"CFRB has brought customers into my stores from
Orillia, Cobourg, Collingwood, and even farther afield
to buy clothes for themselves and their families." Jack
Fraser, President of Jack Fraser Stores Ltd.
"We have found that our CFRB advertising brings us
new customers for coal, oil burners and other heating
equipment. It keeps our old customers coming back
year after year."
Elias Rogers Coal Company Ltd.
"I have been broadcasting over CFRB three or four
times a week since 1930. The hundreds of telephone calls
and the written enquiries that come in are a good
barometer of CFRB
Adam Homecrafters.

following." Ann

Adam — Ann

CFRB offers vou more listeners per dollar than on any other station in
the Toronto area. Compare our Bureau of Broadcasting Measurement standing and our Elliott-Haynes ratings with those of other
stations.
A breakdown of latest figures shows that ONE DOLLAR
buys on CFRB:
1,864 potential radio homes after 7 p.m. (54c per 1,000
potential homes)
2,795 potential radio homes between 6 and 7 p.m. (36c
per 1,000 potential homes)
3,525 potential radio homes at other times (28c per
1,000 potential homes).
All these radio homes are in Canada's richest market. The listeners
in these homes do hear and act upon CFRB sales messages. Make
your advertising dollar work harder — on CFRB!

CFRB

TORONTO

REPRESENTATIVES:
UNITED STATES
Adam J. Young, Jr. Inc.
CANADA
All-Canada Radio Facilities Ltd.

Ontario's Favorite Radio Station
111

MAY

1948

WKDA

NASHVILLE

Year 'round-a top buy!
ANNUAL
AUDIENCE
JANUARY-DECEMBER,

REPORT

1947

WKDA

Sta. A

Sta. B

Sta, C

24.9

31.9

21.6

21.3

MUSIC 'NEWS' SPORTS
1 2 4 0 K C

WKDA

Representatives — Forjoe & Co

(Pronounced "WHIZ")

WIZZ

(FM)

•All Buses in WIZZ Market (Nation's 19th in size) have
TRANSIT RADIO FM Receivers locked to WIZZ, giving
WIZZ advertisers 8,000 bonus listeners every 20 minutes.
•EXCLUSIVE play-by-play Wilkes-Barre Eastern League
Baseball games, home and away, for 1947, and again for
1948. Also, EXCLUSIVE play-by-play Wilkes-Barre American League Basketball games, home and awav, for season
of 1947-1948.
•1947 BILLBOARD

Award for Radio Promotion.

*Smartly Show-Managed in the Public Interest
fcr 3 MILLION people in 3 STATES by

SCRANTON3WILKES-BARRE-PITTSTON
BROADCASTING COMPlNY, INC.
Richard G. "Dick" Evans, Pres. and Genl. Mgr.

Main Studios & OfTices

Transmitter i^ Antenna

'Wilke«-Barre, Pa.
Phone Wilkes-Barre .3-7121
KeprcHented Nationally by TRANSIT
I'nion Trust Building
112

Mountain Top, Pa.
RADIO.

INC.

Cincinnati 2, Ohio

Sinclair made an intra-organization report
on their sponsorship of the games last
year. In it they credited broadcasts with
increasing their oil burner service contracts from 4,000 in 1946 to 6,000 in 1947.
The commercial on this service was taken
off the air in August, due to the fact that
they were at that time 2,300 contracts
behind. The broadcasts developed leads
for oil burner sales of $100,000. Sinclair's
Betholine sells at a 3 cents per gallon
premium over all other gasolines in the
District of Columbia. At the time that
gasoline commercials were dropped from
the program (also in August) Betholine
sales were up 40% over the previous year.
Twenty-five new dealers were added during the baseball season.
Old Gold some years ago sponsored the
Senators but this hasn't deterred Chesterfield from buying them this year. The
fact that the cost-per-thousand-homes for
a two-hour nighttime period for this program is $14 was just one of the reasons
why the tobacco company bought the
games. The costs go up for the daytime
games to $23 a thousand homes.
This will be the first season during
which television presentations of the
games will be put to the cash register
test. The TV sponsors run the gamut
from Ford to cigarettes and beer. The
telecasts are being promoted to the hilt,
some of the sponsors planning to add half
as much as their scanning costs in extra
promotion for the games.
The games themselves, broadcast and
telecast, represent but a part of the
money advertisers are pouring into baseball on the air. The "warm-ups" and
"after-pieces" are usually sponsored by
advertisers who can't afford to buy the
games. They do a great job for little
money. Then also there are evening
round-ups of the games on practically
every station in the nation. Whether or
not a station carries play-by-play programs, baseball is top summer news and
it finds an early evening place on station
schedules. Round-ups are also making
their appearances in late evening pjeriods
since so many games are now played at
night. These night games are making the
1 1 p.m. news period something extra
while they continue.
The big problem for sponsors, other
than those who underwrite baseball, is
how to compete with these sportscasts in
the good old summertime.
Baseball also is selling a great many
extra radio sets for homes. If there's a
baseball fan in the house, the house is
pretty likely to have more than one radio
receiver — baseball has a selective audience. ** *
SPONSOR

ut

Power
^ Programs
^ Public service
Arthur Simon

Clinton H. Churchill
WfS/DfNf

fXfCUr/Vf

VICE-PRESIDENT

Affi iated With

AMERICAN

BROADCASTING
AVERY -KNODEL

MAY

1948

INC., NATIONAL

COMPANY

REPRESENTATIVES
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During the current
winter season...
advertisers
sponsoring evening
lialf-lioLir CBS
Package Programs

. . . ai'eraged larger
audiences'^
...at 40% lower
talent costs
than the average
sponsored evening
half-hour program
on any network.
^Whether \uu read Melsrn or Hooper
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At Rochester's
lowest cost per listener!
Figures are average of all Hooperated periods, Rochester, N. Y., from latest available report before press
time (Jan.-Feb. 1948).
WHEC has been the Hooper leader since Hooperatings
were initiated in Rochester four years ago!
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WOMEN'S

PARTICIPATION

{Continued Jrom page 36)

effect on loyalty and intensity of listening
is incalculable.
The more informal the occasion on
which fans meet their program's mc, the
better. Some stations have studio parties
regularly. Melva Graham, WCHS,
Charleston, S. C, entertains her listeners
every Saturday aftemfx)n. In fair
weathei the listeners themselves plan
giant outdoor picnics, with Miss Graham
as the honored guest. L(x:al conditions,
of course, including differing demands on
the time of the mc herself, determine the
extent and kind of promotion in which the
mc engages apart from her regular duties.
In New York, Mary Margaret McBride
(WNBC) held her tenth anniversary
broadcast in Madison Square Garden.
Nineteen thousand McBride faithfuls
jammed inside the Garden and a claimed
10,000 are said to have stopped traffic outside to listen to MMM via loud speakers.
The Cook and Dunn Paint Corporation, Newark, N. J., decked out a warehouse for an anniversary party at which
employees and their families met Barbara
\\*elles and saw her broadcast.
Since the stars of these programs have
to look the part, be it chic like Margaret
Arlen (WCBS, N. Y.) or comfortable like
Mary Margaret, photographs are vital.
KMBC's June Martin radiates joyful enthusiasm on the mike. The pictures she
brought with her to the station represented her as beautiful but quiet, almost

His Sponsors Alone Make
a Sizeable Audience . . .
Sponsored locally on 293 Mutual stations, this famed news
commentator works for a lot of different local advertisers at
the same time. He keeps them all grinning happilv as they
cock an ear at their ringing cash-registers. Also thev enjoy
the thought that their netuork program is billed at a low
pro-rated talent cost and a low local time cost.
His program is the original "co-op." It generally orig
inates in Washington, D. C, and is piped to the stations of
the Mutual Network. It's "live" — and the local sponsor's
message (also "live") is synchronized so well that millions
of listeners think of the program as the local sponsor's own
show.
Since Mutual is 464 stations, and the Fulton Lewis, Jr.,
program is sponsored on 293. that leaves some desirable
availabilities. If you want a ready-made audience for a
client (or yourself) perhaps there's an opening in \our ritv
Call, write or wire the Co-operative Program Deparfmenf,
Mutual Broadcasting System, 1440 Broadway, NYC 18
— or lril)un(' ro\\er. Chi( ago 1 1.
180

pensive. She loved those studies of herself. The press relations department had
a long tough assignment to persuade her
to junk those photographs and have pictures taken that looked like she sounded.
Promotion comes easiest to a program
with a "name" attraction. More than
almost any other type except big-name
comedy variety programs, the low-rating
women's participating show lends itself to
"star" exploitation. Reason? In most
cases the mc is the show. Her personality
very largely controls the format. This is
so much a fact that she can't use program
elements that her listeners feel don't harmonize with the way they know her. In
the few cases where an mc has tried to go
her own wa>' programwise the show
has stopped producing sales for sponsors.
This occurred on a Southern station
when the mc, with a highly touted
glamor background, decided to mingle
economic commentary with her social tidbits. It wasn't that the lady in question
failed to grasp facts and figures. But they
weren't what had built her audience. A
scientific listener survey indicated that
the audience liked her society reports, but
SPONSOR

harts your course
. . . and you're headed for a sure sales success story! And
no wonder, there's power, there's push, behind Chicago's
leading independent, serving local and national advertisers for over a double decade. Set your compass in any
radio direction, wind always brings top results:

SPORTS

. . . Year 'round coverage! CUBS baseball, BEARS FOOTBALL, BLACKHAWKS
HOCKEY, and we could go on, and on.

. . . EVERY HOUR, ON THE HOUR, Over 24

NEWS

newscasts a day. A record unmatched
by any other station in Chicago.

. . . BLOCK

MUSIC

PROGRAMMED,

24 hours a

day and featuring Chicago's ACE DISCJOCKEYS on music shows that range
from Bach to Benny Goodman.

560 KC

SURVEYS

. . . Puts WIND

at the top of the dial.

That's more coverage than from 100,000 watts at the other end of the dial.

. . . Show WIND the outstanding circulation buy in Chicago.

•

•

•

m

CHICAGO'S
ONLY
So let Chicago's leading independent chart your course and you'll agree
Chicago's sure sales winner is wind!

JOHN

E. PEARSON

IN NEW

YORK

HOUR
STATION

strongly disliked her economics.
Margaret Arlen has been promoted by
, WCBS as a glamorous reporter of people
and events about which most housewives
only dream. It happens that she is an
expert in the branch of endeavor about
which many housewives would just as
soon not think, let alone dream. When
the Lazarsfeld-Stanton Program Analyzer
was called in to test the Arlen audience it
revealed the fact that the majority of
WCBS' a.m. audience just couldn't picture Arlen hands in dishwater. Her

COVERAGE

for 26 years — WGY still heads the list.
More listener mail was received in the

That's all-important, in relation to her
program format and sales effectiveness.
However, when it comes to the primary
source of her influence with the lady of the
house, the most impressive picture an
audience has of its "friend" involves what
might be termed spiritual qualities —
friendliness, sincerity, sympathy, judgment, enthusiasm, etc. These are the
qualities which in the long run make
listeners believe in the commentator and
willing to buy the products she suggests.
These also are the qualities which form
the basis of much advertising for community projects. Therefore conductors of
women's participating programs are prime
factors in civic and humanitarian cam-

past year than ever before in the station's
history.

paigns. They regularly accept fundraising microphone assignments and in the

Every

broadcast

on WGY

completely

covers Eastern and Central New York .. .
offers you primary coverage

in Vermont

and Massachusetts and plus coverage
New

Hampshire

in

and Pennsylvania I

The leader in this important market

General

Electric Broadcasting

leads

the field in FM and Television, too — with
WGFMand
a decade
New

WRGB

established fornearly

in the Capital District Area of

York State.

No need for indecision when it comes
to coverage

National Representatives —

of this upstate market.

NBC

Spot Sales

WRGB

WGFM

Television

Frequency Modulation

50,000 watts

SCHENECTADY,

GENERAL
122

microphone now passes right b>- the kp
assignment daily.
The promotion of a woman mc as
"intellectual" or "homey" helps fix that
picture of the microphone personality in
the minds of thousands of listeners.

N. Y.

^ ELECTRIC

promotion of them the\' assume the stature of community figures. The more
money the>' raise, the more good the>' do
for under-privileged children, the more
steadfastly the>' carry the banner for good
causes, the more they enter the hearts of
the radio townspeople. More than most
radio programs, the women's participating shows arc identified with the important elements of community life.
WOR, New York, in a newspaper advertising campaign explained that women
enjoy, believe in, and trust Martha Dean,
not alone for her stimulating intellectual
qualities, but for her heart — for the same
reason, said WOR, "she is loved in
her."
saw judgwho never
Europe
Belief byin orphans
the integrity
and good
ment of a woman mc will inspire listeners
to do more than just buy the products she
recommends. It frequently impels them
to write letters to sponsors telling them
they can't find their products in neighborhood stores. Many of them say, in effect,
"do something about it." This belief
often makes a listener ask and ask her
dealer for a product until he stocks it.
SPONSOR

I

Chesterfield wants to be satisfied too . . .
That's why WNBT

was chosen— through

Newell-Emmett— to broadcast the New York Giant games in 1948.
to borrow the phrase . . . SATISFY YOURSELF.

. . hke Liggett and Myers,

that NBC is the right combination for your television plans.
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BASEBALL
AVAILABLE
Cover

IOWA
with

KIOA
Sell with
Participation in Chicago (kibs games (daytinie)with Bert Wilson
at the mike-April 19th
thru September 30th.
Complete sponsorship
or participation in Des
Moines Cubs' Western
League games (nighttime) with Don O'Brien
at the mike, April 22nd
thru September 21st.
Wire, Call or Write Any
PAUL RAYMER AGENCY
for
complete

940

details,

or contact KIOA

kilocycles

10,000 watts day

KIOA

• 5000 waMs Nisht

Des Moines
Iowa
10th & Mulberry

O'Cedar last year had weak distribution
in New York for its cream polish. Martha
Deanc introduced it to her listeners. In

ITS THE

less than two months, O'Cedar added 33
wholesalers and over 800 new retail outlets for the product.
In the area served by KELO, Sioux j
Falls, S. D., the Northwest Meat Supply I

GREAT!
MAKES

A STAT<

Company had failed time and time again '
to interest a regional meat chain in carrying its "chip steaks." Marie Horton told I
KELO's
Partyline listeners about the
steaks and within two weeks from Miss
Norton's first announcement the chain
changed its "no" to a "yes" and carried
the chip steaks.
The format of the Horton and the
Martha Deane programs are completely
different. Nevertheless they have in common the fundamental qualities which
make listeners believe in them.
Who's Who recently paid tribute to the
part that promotion plays in building the
public's conception of a woman radio personality. They wrote WCBS and requested them to submit a biography of
Margaret Arlen for publication. To the
Who's Who subscribers who requested
that Miss Arlen be included in the next

MONROE.

LOUISIANA

HAS MORE
LISTENERS
in No^heastern Louisiana
ThaiAll Other Stations
Combined!
AFFILIATXD WITH

AMIiJCAN

BROADCASTIN&
REnEUNTED

CO.

IT

.OR-HOWE-SNOWDEN

edition she was a real person, not a microphone name for Margaret Hines. This
wasn't an accident. Miss Hines won the
assignment in competition with the cream
of New York's women actresses and air
personalities. When Margaret Arlen was
built via promotion into a microphone
personality she was conceived so that,
except for name, she'd be Miss Hines.
Some of the women's participating programs provide special opportunities for
promotion. If the program accents
fashion material the mc frequently presents fashion shows, judges fashion creation competitions, and sometimes has a
new style named after her. She may, like
Eleanor Hanson of WHK, Cleveland,
acquire exclusive broadcasting rights to
special events. Miss Hanson has such
rights for the Annual Home and Flower
Show.
No successful conductor of women's
daytime presentations neglects her correspondence. The majority of them testify
that they answer every letter they receive. Perhaps more than any other
single factor the receipt of a personally
signed letter from her favorite confirms a

Jiee^^iaigiiifeiSB^
OTELryjTRAND
Atlantic Cuy''s Hotel oj Distinction
The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water Baths. Glass inclosed Sun Porches.

Open

Sun Decks atop. Delishtful
Cuisine. Garage on premises.

listener's devotion.
Promotion determines the radius of a

Open All Year.
Fiesta Crili and Cocktail Loun^

participating program — but the focal
point of this entire segment of broadcast
advertising is the mc. Start with a pretty

Fasorile Htridezvoas of the Elite

top-notch person — follow through with
the right promotion — ^and you really
have something.
• • *

Excluiive

Famous

for

Fine

Foods

Pennsylvania Avenue
and Boardwalk
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once upon
a time...
. . . children's radio programs were heard, but not seen. Today, in
Detroit, they're both SEEN and LISTENED-TO by a wide-eyed
audience of thousands, in their own homes, through
WWJ-TV,

Detroit's only television station. For 75 minutes daily,
WWJ-TV

caters to "kids", whose enjoyment of
"Fun and Fables" featuring

these programs has been expressed through thousands of letters

Jane Durr^l, ttoryleller
— 5:30 Jo 6 daily — sponsored

received from children and their parents. Naturally,
WWJ-TV

is proud to add this success to its long list of

by PHILCO

Distributors.

program accomplishments during its first year of operation.
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LISTENERS ARE PEOPLE
(Continued Jrom page 30)
catcd that in the Nielsen homes the
minutes-of-hstening figure was 35% higher than in one-set families.
Hooper, until his invading of the field of
circulation reports for programs, did not
check multiple-set listening, so in a number of cases has short-changed broadcasting by reporting a lower number of sets
tuned to programs than there actually are
in the telephone homes he calls.
Based on a pilot study on this subject
in Buffalo last November-December,

ON THE DIAL

Hooper's own figures indicated that in the
daytime the extra set in a home did not
materially affect the sets-in-use figures.
When the children's hour arrived, however, the extra set added 2.5 more
listeners. When programs directed to
juveniles during this hour range in ratings
from 2.6 {Adventure Parade, MBS) to 4.3
{Jack Armstrong, ABC) this added 2.5 can
change the entire complexion of ratings
to programs addressed to 8 to 14 year
olds.

IN LISTENING
IN NETWORK

WSJS
LEADS
DAY

AND

NIGHT

NORTH CAROLINA'S
RICH TRI-CITY
MARKET
WINSTON-SALEM
GREENSBORO
HIGH POINT
WRITE

FOR OUR BMB

FOLDER

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

NBC
AFFILIATE
R«pr*s*nt«d by
HEAOLEY-REED

(Jf

STATIONS

COMPANY

To further discover just what this age
group does about its radio listening, NBC
employed the Gilbert youth research
group (Teen'Agers Like Mysteries, sponsor, March 1948) to survey 1,100 of
them. NBC was interested basically in
discovering what happened on Saturday
morning, but what was uncovered for the
senior network gives further indication of
the changing character of the home, hour
by hour. This survey indicates that 50%
or more of the 8 to 14 year olds are available for listening from 9 to 11 a.m. and
that the availability starts dwindling at
noon. The report further shows that
45.9' , of the group "listen every Saturday," 18.9', t "listen every other Saturday," 6.8'^ "listen once a month," lO'^c
"listen less than once a month," and
18. 4*^^ "never listen."
The Lone Ranger has always had a high
listenership among youngsters, so it's no
surprise that it ranks first among programs preferred by the 8 to 14 year old
group. What may be a surprise to sponsors is the fact that Blondie and Lux
Theater tie for second place in this group.
Popularity ranking of programs by the
youngsters took the following order:
Lone Rangci
Blondie
Lux Ttieater
.Archie .Andrews
I.et's Pretend
Gang Kusters
Frank Merriwell
Baby Snooks
Sur>crman
Jack .Armstrong
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17.4
11.0
11.0
lO.l
9.7
7.5
9.6
7.S

S.S

WOC-FM

5,000 Watts, 1420 Kc.
BASIC NBC Affiliala
Col. B. J. Palmer, Prcs.
Buryl Lotbidg*, Mgr.

DAVENPORT, IOWA
National Representatives:
FREE & PETERS, Inc.

5.1
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Three years later,

It was March, 1945.

hrohe our pro mise

Raymond Swing had just won the George Foster Peabody Commentator
Award. And George Hicks had just been given a special Variety
citation for his D-Day broadcast.
This, we decided, was the moment

to blow our own horn. So we got

t out, polished it up . . . and then didnt blow it. Instead, we
thought it over and promised ourselves right then and there that
ABC ivasnt going to be a horn-blowing network.
For three years and one month, we kept our promise. Then, last week,
along came the same Peabody Award fellows with another Commentator
Award, this time for Elmer Davis.
Plus an award for Tlie Theatre Guild on the Air.
Elmer Davis

Plus an award for The Boston Symphony Orchestra.
\^ ith three of the most coveted awards in radio confronting us. there
was no resisting temptation. So with our pride showing from fifty
feet away, we picked up our horn and blew three loud tootles for

The Theatre Guild
on the Air

Elmer, and the Theatre Guild, and the Boston' Symphony. And while
we were at it, we threw in a short Hip-Hip for other ABC prizewinners
of recent months: Henrr Morgan, Bing Croshv, W alter W inchell.
Candid Microphone, The Greatest Story Ever Told, Mr. President,
Milton Cross, David Harding — Counterspy, Dreiv Pearson, Americans
Town Meeting, The Metropolitan Opera, Land of the Lost, Baukhage,
and The American Farmer.

Serge Koussevitzky

Now that we've sounded off, we're putting our horn quietlv away.
We're going back to being our modest selves, and we'll never, never
toot again. What, never? Well . . . hardly ever.

ABC

American Broadcasting Company
A NETWORK

OF 26l

RADIO

STATIONS

SERVING

AMERICA

Dick Tracy
Truiti or Consequences
Kcd Slcelton
IV. b Hope

S.O
4.8
4.7
4.7

Jill k lienny

4.6

Research men feel that the listings of
Hope, Benny, and Skelton are an indica'
tion that the 14 year old's program desires don't differ tocj greatl> from those of
adults in the comedy field. A check of the
Gilbert organization youth survey returns
indicates that most of the votes for the
programs which are thought of as strictly
adult did come from the older respondents
in this 8 to 14 year old panel.

we NSVSR MISS. PARDNERf
When it comes to rounding up o maii response. Mister,
our 5000 watt pattern really rides the range In the
rich Pittsburgh Industrial market! Recently, Tom Mix
held a dog naming contest on his regular KQV Mutual
program. Of 63 stations handling mall directly, KQV
corralled the 7th largest response . . . 3278 letters.
Further proof that KQV consistently lassos a big bonus
In listener preference and response for Its advertisers.

PITTSBURGH'S
RADIO

AGGRESSIVE
STATION

Basic Mutual

• Natl. Reps. WEED

Network

& CO.

Proof positive for the sponsor that information on people rather than homes is
essential is contained in sales effectiveness
figures from this survey. Of the respondents who listened to Jack Arm'
strong, 25% used the product, Wheaties,
which sponsored him; of the over-all respondents, only H-b*^,' were Wheaties
eaters. Listeners to Let's Pretend were
21.5% Cream of Wheat users, while of all
respondents reported, 10^1 ate the hot
cereal. Only 3.2% of the entire panel reported that they ate Cheerios, while
listeners to the Lone Ranger were 4.6%
Cheerios eaters.
The Gilbert youth survey was conducted infour cities, Chicago, Pittsburgh,
Philadelphia, and New York. While, as a

HUH

research organization, it's still too young
to have had its reports conclusively

HIGHER

tested, the figures produced from this
study correlate with man\ other vouth
studies made in other fields.

HIGHEST IN TOWN

In Washington, WRC started a partial
diary study (early a.m. only) last year.
It has now come forth with a new diary
for the entire day, one that concentrates
on residents over 17 living in the Washington metropolitan area (950,000 persons). This diary study covers the period
from January 10 to March 1 and, according to Hugh Beville, director of research
for the National Broadcasting Company,
is based upon a representative precision
siimple.
In this report Jack Benny was first in
the Capital, with an audience of 280,000.

32.1 HOOPER*

8 a. 111. to 10(total|).rated
111. time
share
period) oi' aiicHeiioe

WAPO - CHATTANOOGA - wapo fm
Jan. -Feb., 1948 Hooper Station Listening Index
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Hcxiper's October-through-February City
rating, covering a p)eriod which roughly
may be said to develop figures comparable
to WRC's individual-listeners report,
gave Jack Benny a 26.5. Projecting
Hooper's rating against the 950,000
people covered in the WRC diary study
would give Jack Benn\' an audience of
251,750. The need for listener reports in
tcinis of people is clearly shown by contrasting WRC's study of Washingtonian
SPONSOR
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OCTOBER- FEBRUARY
HOOPER
FALL -WINTER
REPORT
36.0%
21-1

AFTERNOONS%

MORNINGS

WHBF

53.5%

Station "B"
20.2%
(% of sets in use)
Yes, WHBF delivers the daytime audience in the QuadCities — the largest market in Illinois and Iowa outside of
Chicago — over 200,000 urban population — four cities
nestled together forming one market.

feS£l^

Les Johnson, V. P. and Gen. Mgr.
Affiliate of Rock Island Argus
RADIO
MAY

1948
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listening and Hooper's Washington listen-

itdverlisittf Dollar

ing index. LlMi-niiifi in Uahhintilon
i'roiirani
\VR(; personal diar> vs lIoopiT Oily Ratlnfi
Diary
ll<M>per lloopera(in£
Jack Benny
280,000 2.SI.7.SO
Amos 'n' Andy
250..<7.S 2.<.S.(iOO
2iA.S
KibhiT Mitiee
26,
244,67.S 222. <«0
24.H
Charlie MiCariliy
26.4
240, S?."; 250, SOO
Hred Allen
25.7
2.?H,97.S 244,1. SO
Bob Hope
222..500 179,5.S0
Mr. 1). A.
210,900 194,7.S0
BanduaAon
20.5
18.9
209,000 I9(,,().S0
24.6
20.7
201,H7,S 2.<.<,700
l>ufTy's ra\ern
Winchell
Red Skelton
188,100
—
Truth or
185,250
—
(.onsequenccs
182,92.'> 196,6.S0
20.7
Lux Thcattr
176,700 202,.i.S0
n.i

164„VS0 172,900 18.2
Talent Scouts
Godfrey's
Gildersleevc
156,750 158.6.50 16.7
*I\ol rep<frted by l/txiper in \\ tinhttit/lon, IK C

HKiU-POWU PM

In many cases there is an amazing
correlation between this new personal
diary formula and a projection of a City
Hooperating. This is to be expected
among the top-ranking programs, which
in order to have a broad appeal are
planned to reach as many ages as pxassible
and both sexes. It is where programs do
not appeal equally to all members of a
family that radio home listening figures
(Hooper) and individual listening reports
diverge. Typical of these programs, even
among the "diary" first 15, are
Duffy's Tavern, which according to radio
home figures would have an audience of
233,700 individuals over 17 and yet is reported (via diary) to have only 201,875.
Naturally the sharpest cleavage between "home" or "family" figures will be
noted during the daytime hours when for
the most part only the lady of the house-

A$ the term is used in economics, HIGHPOWERED MONEY means ^n expenditure that

hold is available for listening. VVRC's
personal diary developed individual listen-

provokes further and greatly multiplied expenditures and income . . . the dollar with a rapid
and sustained turnover ... a good income producer.

ing figures for WTOP's 12 to 2 p.m.
stretch of daxtime programs that underline this point. Listening figures contrasted with comparable Hooperatings
show that when the latter arc projected

We

know of no better definition

of a well-spent advertising dollar.

RICHMOND,

VIRGINIA

5,000 Watts
910 KYLOCYCLES

UIRIIL
CO..

LUUA^IaEK
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INC..

against the 950,000 over- 17-year-old population of metropolitan Washington,
there is frequently as much as 50% inflation in the "homes" listening figure over
the individual listening index.
DiaryNoontime
WTOP
Time
Xoon

Personal
(Personal
Diar> vs Hooper
Hooper "homes")
Hooper
Projections City Rating

12:15 p.m.
12:30
12:45
IKK)
1:15
1:45
1:30

Listening

39.900

54.700
69.350

47,500
55.100
54.150
51,350
49.400
40.850
40.850

76.000
67,450
79,650
77.900
70,300
53.200

7,3
58 08
7.1
8.2
7.4
8.7

6
Prior to the WRC sur\'ey it 5was
believed that the individual diaries, being

more definitive than the "radio home,"
would deliver lower rating figures for programs in all cases. The comparison between this report and Hooper indicates
SPONSOR
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NETWORK RADIO - Half-hour programs
on over 100 CBS stations for more
than three years.

y
K

MOTION PICTURES - A long string of
first class westerns supporting Gene
Autry, John Mack Brown, in addition
to numerous musical shorts.
PERSONALS - California's State Fair...
Members of Camel Caravan Tours of
U. S. Army Camps . . . Stars of Pasadena's Annual Sports Jamboree.

K
y

NOW IN HOllYWOOO- Appeared in
"The Last Roundup" starring Gene
Autry, for Columbia. Just completed,
"Texas Sandman."
TRANSCRIPTIONS - Used by radio stations in three countries to provide enjoyment for millions and boost sales
for sponsors.

HONORARY TEXAS RANGERS - Commissions from the Governor of Texas in
a special coast-to-coast broadcast.

i

VARIETY REVIEWS — "America's foremost singers of western songs" . . .
"Class 'A' production" . . . "Swell
showmanship".
STAGE APPEARANCES - Stars of the
KMBC Brush Creek Follies . . . Headliners at Kansas City's Tower Theatre.

K'

The impressive success of "The Texas Rangers" can be yours by means of
their electrical transcriptions. Over 500 songs are available to provide an almost
endless combination of programs. The cost is based on the size of your market.

y"

Along with sponsorship of "The Texas Rangers" you have the added ammunition
of a 48-page song book and picture album— an ideal give-away or self-liquidating
oflfer. Hire "The Texas Rangers" to notch up Hooperatings and sponsors' sales
. . . they have a proved record of success. Write — better yet, w^ire — for
complete details.

AN ARTHUR
Pickwicle

Hotel.

B. CHURCH PRODUCTION
Kansos

Cily

6,

Misjouri

lysygggj
MAY

1948

131

the WATV Test-Pattern
is now being telecast daily
in the New York area
on Channel 13.

the new WATV

Mobile Unit

will begin remote operations

that this is not necessarily so except in the
daytime. Amonj; the first 15 evening
programs M 3 of which are compared due
to lack of HfKjperatinj^s for the other
two) the diary reported seven programs
with greater audiences than Hooper and
six with lower individual dialing.
There was a time when audience composition figures could be counted ufx)n to
help sponsors reach a figure of how many
people listened to their programs. How
that time has passed from the scene is

Studio,

world's largest, (84'x82'), is
rapidly nearing completion.

WTVR
RICHMOND, VIRGINIA

Television reeeiver sales
over 1,000 as of April 1,
19l«.

Program availabilities
and rate eard on request — secure a valuable franchise on premium program time

' as they drive.
In Washington, WRC's
first personal diary for the early a.m.
hours indicates that 1.4% of the Dis-

account for 2.2% of Washington's ears.
Come 8:15 a.m. this figure reaches 5.5%,
then dwindles practically to zero by 9:00
a.m. How important this auto listening
is can be judged by the fact that the
mobile listening at 8:15 a.m. is more
listening than any station in the area has
at that moment,
the topper, WTOP.
rating only 4.4.
Television homes also invalidate listening reported in terms of families. The 6%

1'
CHANNEL
TELEVISION CENTER
NEWARK, NEW JERSEY
Jersey and
New York

Programming — tMO
hours live programs
|
'
\
;
I

nightly in addition to
test pattern operation.
International News
photo service, plus local
news coverage.

I of these homes in New York which were
I listed
in 8)
Hooper's
firstto "Telerating"
(February
as listening
Jack Benny
I while their TV receiver was focused on
The Original Amateur Hour (WABD)
were obviously only partial homes. As a
matter of record a check-up on these
families revealed that there were just 1.15

138

STATION

trict's residents listen on their auto receivers between 7:45 and 8 a.m.
Between 8and 8:15 a.m. automobile radios

k^

serving New
Metropolitan

TELEVISION

indicated by Hooper's average audience
per listening set figures. In 1944 he reported 2.60 per receiver. In 1945 this
figure started slipping, was 2.59. No
figures were available for 1946. In 1947
listeners per set in use dropped to 2.45.
Currently they are tabbed at 2.39. One
of the reasons for this steady drop is the
increasing number of receivers per home.
Another group of listeners who have
seldom found themselves in any audience
index are the men and women who listen

in April.

WATVmainTelevision

NOW IN OPERATION

people listening to Benny while WABD's
visual program had over four viewers in
these very same homes.
There is a feeling that TV is making the
family more of a unit than it has been
during the recent years of broadcasting.
This is true only for the immediate bright
new da>s of visual programing. When
Howdy Dooiiy is telecast by the NBC-TV
' network, the audience is practically 100%
juvenile. Mother is very busy doing
other things from 5 to 6 p.m. and dad
isn't home yet.
It's easier to repxirt listening — and
viewing — in terms of homes — but jseople,
not homes, listen and look.
• • •

Affiliated with the NBC
Television Network.

Exclusive audience —
Virginians first and only
television station.

'fCccp Your Ey On"

WTVR
p. O. BOX 5829

Richmond, Virginia
SPONSOR
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There's More Than
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• Greatest Coverage

Program
and audience
rating of Knoxville,
Tennessee
Radio Stations from 7 A. M. to 7 P. M., Monday
through Friday.

April

• Greatest Audiences

1948.*

PERIOD

SETS
IN USE

WROL

STATION
"A"

STATION
"B"

STATION
"C"

7:00-8:00
AM

26.3

46.5

33.6

12.0

6.0

8:00-12:00
AM

23.2

43.4

27.5

17.9

5.5

12:00-6:00
PM

24.7

40.6

29.6

18.0

7.4

6:00-7:00
PM

28.1

41.8

39 8

8.9

5.6

STATION
"D"

1.9

5.5

4.3

3.3

*From a monthly analysis of listening
hobits sponsored by the Rodio Stations of
Knoxville, Tennessee.
"''Coincidental telephone survey method
used.
1 4,400 colls were made.

JOHN

BLAIR AND

• Lower Cost

CO. NATIONAL

KNOXVILLE
5000 WATTS
WROL

FM

NOW

REPRESENTATIVES

76,000

620 KG.
WATTS
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SPEAKS
TV Careless Habits

Already some television station owners
are drifting into careless habits. A number are forgetting that entertainment is
the prime function of any broadcast
medium. They're spending hundreds of
thousands for equipment and pennies for
programs.
Sponsors can do something about this.
They came into the radio picture after
broadcasting had built its audience, had
become a potential advertising medium.
It's different with television. Sponsors
are in at the birth. They can, as individuals, establish a yardstick by which
they can measure a station on which they
plan to telecast. If a station is doing very
little community service, if a program
schedule shows little thought and less
investment, a sponsor can logically turn

to another station that is rendering a the thousands of stations throughout the
real service.
nation for fresh, entertaining, natural
A sponsor can request information talent. Radio stations arc today's talent
which goes beyond the power of the sta- training schools.
tion, the number of receivers in homes,
This suggestion appeals to us. We
and the economic condition of the terri- believe that some enterprising sponsors,
tory served. Sponsors can ask to see a utilizing the scouting tactics of the baseball clubs, are bound to come up with
program log can investigate whether a
station is simply looking ahead to the day some star programs and star performers.
when it will have a network program
service or is rendering a service now.
How Others Do It
Extensive television programing can be
too iieavy a burden for a new station to
"What sponsors ask of the NAB" is the
carry, but it is amazing what can be done subject of the highlight feature of this
with a little cash and some ingenuity and issue. In a series of personal interviews
a real desire to serve viewers with worth- sponsors and their agencies gave their
while entertainment.
views, for the first time, on what the
With film and network program service broadcasters' trade association can do to
it's going to be easy for a station to do stimulate use of broadcast advertising.
What struck us was the universality of
nothing creative. That's not the way to
build television into a healthy facet of their plea for more knowledge and knowbroadcast advertising. Neither is it an how of the broadcast advertising media.
honest way to serve the American viewer. We've realized for some time that advertisers and agencies considered themselves
short-changed in their understanding of
the air media particularly when the
Arthur Godfrey on Results
other advertising media give them so
Master salesman Arthur Godfrey, much. We've editorialized time and
speaking at the CCNY Awards Luncheon, again to that effect. It's reassuring, at
came forth with some cogent clues on how this time, to have the men who foot the
bills speak directly to the industry as they
he does it, and how others may, too.
do
in the symposium in this issue.
"Be natural," advises Mr. Godfrey.
He traced his own rise as a superconvincer
While we pondered all this we came
to his understanding of how to talk to the across a stor>' in the day's New York
family in the parlor, the housewife in the Times indicating that the Advertising
Bureau of the ANPA is well aware of the
kitchen, the farmer in the bam.
The way to sell on the air, maintains advertiser's quest for media knowledge.
Mr. Godfrey, is to integrate the commer- This year their war chest (for one year of
cial naturally into the program. The advertiser education) will exceed $1,000,system has paid off handsomely for him. 000. They regard that as good business.
He's sure that more sponsors will do We think the story important enough to
better as soon as they learn the art of broadcasters, and the men who buy from
them, to bear reprinting in its entirety
being natural.
Mr. Godfrey asks sponsors to look to I see page 86).

^H

Applause
A BURIED
This season baseball has helped bury a broadcast advertising bugaboo. For years, a cereal sponsor would never consider a program that had been in the past sponsored by
another cereal. One cigarette would as soon sponsor a program formerly underwritten by another tobacco firm as it
would have used another cigarette's slogan.
Despite this decade-long tradition of refusing to follow
another sponsor of the same type, Liggett & Myers through
Newell-Emmett purchased the broadcasts this season of the
Washington Senators. It wasn't too many years ago that
Old Golds were paying the bills for airing these games.
General Foods through Young & Rubicam for Post cereals
134

BUGABOO
bought co-sponsorship of the Brookl\n Dodgers, for 1948.
It wasn't more than five years ago that General Mills was
selling Wheaties with the Dodgers.
These advertisers and agencies are pointing the way to alJ
buyers of broadcast time that a good program (and there is
no question of listener interest in the Senators or the Dodgers)
has an audience that can be sold an>' worthwhile product.
This doesn't mean that an advertiser should use a program
that last season was selling a competing product. It does
meat! that just because a program has once sold one brand of
a commodity, it need not be marked by all brands of that
commodity as "out of bounds" for all time.
SPONSOR
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HIGHER TOWER
GREATER POWER
The signal strength of television
been increased 200-fold.

station

WLWT,

Cincinnati,

has

WLWT now operates at maximum government-authorized
povver — 200 times more effective than the temporary transmitter
used during the construction of our new facilities.
With the completion of the new $600,000

studio and trans-

mitter plant, the sight-and-sound of Ohio's first television station
originates from the newest, finest, most up-to-date television installation in the country. The WLWT effective coverage area
now comprises a circle of 45 miles in radius ... an area which
encompasses
WLWT

380,000

families — 1,300,000

people.

is providing this important market with 20 to 30 hours

of television service weekly — seven days a week, afternoon and
evening. The program schedule provides a balanced fare of live
features each week, including baseball, wrestling, news, homemaker shows, quiz games, fashion shows, weather news, hobby
shows, puppet shows, audience-participation programs, advice
on pets, and miscellaneous sports events ... in addition to feature
movies, cartoons and film shorts.
WLWT's coverage is available now also, on a non-interconnected
network basis, to national advertisers using the NBC television
network.
Every facility of WLWT has been designed especially for television. The very latest, most advanced equipment available has
been used throughout the studios, the transmitter, the 570-foot
antenna tower, and the mobile microwave transmitter unit. No
expense has been spared to assure Greater Cincinnati and surrounding territory with the finest, most dependable television
service possible.

and

Information on rates, availabilities, participating sponsorship
facilities ore available upon request.

^Babtmi^^

television service of the NATION'S S

The best ^ay

to reach teen-agers

'» Radio !

0 Teen-agers . . . whether you'll admit it or not . . . are an
undeniable buying influence. They criticize your clothes,
choose your cars, plan your trips and give you tips
on almost everything!
Everyone who knows (well— just about everyone) says "the
best way to reach kids is radio!" And ... in the great
Cleveland market . . . the best way to reach teenagers is with WJWs Teen-Timer Revue.
Teen-Timer Revue, in its Sunday slot, is a hot spot for any
all-family product that needs added promotion in
the great Cleveland market.
I Chuck Plotz . . .
whose WJW show
by teen-agers for
teen-agers is a
skillful blend of
styles, sports, safety
hints and hot music
... is a junior
sensation in teenage circles.

• Alert, aggressive,
articulate, this
group . . . the cast
of WJWs TeetiTimer Revue . : s
packs a powerful
wallop with the
younger set. And
what they do to
parents couldn't
happen to nicer
people!

W^A

BASIC

ABC Network
REPRESENTED

CLEVELAND
NATIONALLY
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850

5000
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Timebuyers' lament— p. 32
Air-wick creates a habit— p. 36
Telephonitis— p. 38
Twelve capsuled TV results— p. 40
WHK's

Bob Ledyard "phones" listeners to determine "Dinner Winne

RECEIVED
JUN 1
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NILES TRAMMELL

"Peace Pipe"

Pipe smokers say they get a lot of satisfaction

tion, too, is a part of everyday life. As a local

— a world of peaceful relaxation and pleasure,
out of a quiet smoke. To real pipe fans a pipe

institution, each Fort Industry Station seizes
every opportunity to join in the furtherance of

is, in fact, a mighty important part of their

community- enterprises — to render public service. For advertisers this means that the seven

everyday living.
To

people

living

cities listed below,

in any
a local

one
Fort

THE
WSIM).
\M OK.I

of the seven
Industry

FORT
Tol.-.Jo. O.

stations listed below speak with a voice that's
listened to, believed in, acted upon.

Sta-

•
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WWVA,
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CAPITOL TV
OUTLET FOR
CBS PLANNED

REPOR
1948

CBS will get around problem of not having TV license in Capitol
by turning over WTOP and WTOP-FM to new corporation in which network
will have minority (45%) interest. New organization will be controlled by Washington Post which will sell WINX and WINX-FM.
Application for TV license for Post-CBS operation will be made as
soon as WTOP and WTOP-FM transfer is approved by FCC.
-SR-

LAROCHE LOOKS
TOWARDS NEW
ACCOUNTS

With Ellis name dropped from his agency's title, Chet LaRoche will
step up efforts to bring in more accounts to bolster slender nine he
now represents. Representations have been made to number of executives who control accounts at other agencies to come on over.
-SR-

WPIX IN FILM
DISTRIBUTION
BUSINESS

WPIX (N. Y. Daily News) will be in motion picture distribution business in big way before year is out. In order to assure itself of
adequate supply of program material, WPIX purchased U. S. TV rights
to 24 Alexander Korda films. These have been sold to WGN-TV and
number of other stations. Station is in market for almost unlimited
number of films if of topflight quality.
-SR-

N. Y. RURAL
NET ON AIR
IN SUMMER

New York's "Rural Network" will be in operation before fall if no
strikes hit General Electric which is supplying stations with equipment. One seldom-mentioned name associated with network in executive capacity is Miller McClintock, former president of MBS.
-SR-

ONE IN 20
N. Y. RADIOS
FM-EQUIPPED

5.6% metropolitan New York homes have receivers with FM that enable
them to tune waveband currently in use. Recent Pulse of New York
survey indicated that WQXR-FM rated first with FM homes (26.2% of
all FM listening) . Next four in order of FM listening were WCBS-FM,
WNBC-FM, WAAT-FM, WGYN. This is first survey taken since nets
started duplicating AM programs on FM outlets.
-SR-

$35-$75 MINIMUM ASKED
BY ACTORS'
UNIONS

Minimum rates asked by actors' Television Committee run from $35 for
under-15-minute telecast to $75 for hour-and-half program. Bottom
figure includes only half hour of dress rehearsal, top scale two and
one-half. Final fees for performers not expected to be too far
from these demands .
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TV TRANSCRIPTIONS
INTRODUCED

During early May, DuMont demonstrated its "tele-transcriptions" to
trade press and advertising agency executives.
Not having extensive
motion picture facilities, DuMont proposes to photograph programs
off face of specially-designed receiving tube. System is a variation
of Paramount 's, which was demonstrated in New York recently on
Paramount Theater's large screen. Cost is about 300% higher than
transcribing radio program of same length, but far under motion
picture production rates.
-SR-

GENERAL MILLS
URGES DEALER
TIE-IN ADS

Over 500 General Mills appliance distributors are being urged to
stimulate local dealer advertising tie-ins with current Tru-Heat
iron advertising campaign. Product being promoted via ABC's Betty
Crocker airing and 210 newspapers. Emphasis isonD.D.S.P. approach —
"Display, Demonstrate, Sample, and Promote."
-SR-

TOP RADIOCASTS PULL
20% OF
TV HOMES

Only radiocasts to draw more than 20% of TV homes in N. Y. during
April, according to Pulse of New York, were "Gang Busters" and
"The Amazing Mr. Malone." However, both of these competed with
telecast of Women's National Press Club Dinner in Washington, which
was more or less dud. Programs like "Fibber McGee," "Amos 'n'
Andy." "Kraft Music Hall" rated on 3% of radio-TV homes during
month. Among Pulse's radio "Top -SRTen," only Lux Theater attracted
over 10% of TV homes.

MULLEN TO
BOSS TWO
CBS STATIONS

Frank Mullen's exit from NBC will find him directing destinies of
two of NBC's toughest competitors, WGAR in Cleveland and WJR in
Detroit, two areas in which CBS stations have frequently led network
field in listening.
It was Mullen who personally okayed recent
hypoing activity of NBC Cleveland outlet. WTAM.

FM TO BE
USED FOR
STORECASTS

STATIONS BACK
INDUSTRY-WIDE
PROMOTION

-SRProblem of telephone line costs required in linking supermarkets
together in storecast advertising is bfeing removed. In Stanley
Joseloff's operations in Chicago, Philadelphia, and throughout
Connecticut, stores will be serviced by FM stations.
Programs of
point-of-sale music and announcements will be planned to entertain
home listeners as well. Joseloff (ex-ABC, Blow, Y. & R. ) feels that
storecasts, like transit-radio, can help independent FM stations
find audiences which can be sold in competition with TV and standard
broadcasting.
-SROver 150 stations already have signed to participate in radio's
first effort to sell itself on an industry-wide basis. Fast acceptance is due to forceful presentation at NAB meeting and growing
appreciation of fact that advertisers and agencies don't know
enough about radio and are fast being unsold on it by competing
media. Initial phase of radio's campaign will be factual film including unique presentation techniques.
SPONSOR
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OKLAHOMA'S

FRONT PAGE

"Oklahoma's Front Page", edited and broadcast by
Bruce Palmer (above, right j, is a quarter-hour roundup of
Oklahoma news and views heard Monday through Friday
at 6:45 p.m. It earned the highest Hooperating (13.2)
during the Fall-\\ inter period of any local program on
Oklahoma City stations; only one weekday network pro-

Continuous, adroit promotion has urged this program
to top popularity. Promotion pinnacles were reached during two tours of Oklahoma towns by Bruce Palmer with
WKY's new, eye-catching mobile studio (left, above).
During the tours. Palmer originated his "Front Page"
broadcasts from 20 different towns featuring local newspaper editors as guests. \\ herever it went, "Oklahoma's
Front Page" made front page news.

WKY

gram before 7:00 p.m. topped it with l.'5.3.

OKLAHOMA
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you don't have to have a slide rule to
realize that two programs such as Cavalcade ojAmerica and Grand Ole Opry have
different kinds of listeners,
vp although their
quantitative ratings may be similar.
The idea of measuring audiences in
terms of individuals and types of people is
going to be increasingly important with
the growth of television.
Again, let me congratulate you on a
very careful and well expressed exposition
on the use of research.
Samuel H. Northcross
Audience Research, Inc., N. Y.
^ Oilier expert opinions on
» ill he found on page 31.

SPEAKS

People

or

Homes

103
110
110

PROVOKING

What the Sponsor Asks oJ the NAB is
thought-provoking. Please send me 20
copies of May 1948 issue, and bill for
same.
J. Allen Brown
Assistant director, broadcast advertising
NAB, Washington

JOB?

It looks to me as though the broadcasters, that is, the stations and broadcasting companies, should send sponsor
to all buyers of time. It looks like
SPONSOR does a selling job for them.
ISADORE WeINSTEIN
President
Standard Sales Co.
Birmingham

President and Publisher: Norman R. Glenn. Secretarj'Treasurer: Elaine Couper Cilenn. Editor: Joseph M. Koehler.
Associate Editors: Krank Hannister, Charles Sinclair. Art
Director: llowani \Verh.«ler. .-Vdvrrlising Director: Lester
J. Ulumenthal. .\dverlisine Deiiartiiii nl- Hnbert H. .'^ide;
(Chicago Manaier* Kay Hrown; [l/>s .All "
.\. Scott
& Co., 44S S. Hill ,'^1 ; i.^an Kninnwo) I '
-t 4 Co.,
Mills HIdg.
Circulation .Managi :
COVER PICTIRE:: Bob Lcd.vard's "Dinner Winner" on
WllK.
Cle\'eland, is a typicil call-the-listencr broadcast.

MORE!
You
national'
more
of

^Stations and station represenratives are now
sending gift subscriptions to many of tlieir top
prospects and clients.

A CCNY

AWARD

We never thought we would have to
register a complaint against our favorite
magazine.
However, we think you should know
how we feel about the fact that we were
{Please titrn to page 6)

bet! . . . local and
advertisers
everything

get
when

rhey buy WWSW.

SPORTS
More
coverage
than
any
other
station in Pittsburgh: Baseball with
the Pirates.
Football
with the
Sleelers,
Basketball
with
the
Duquesne

Dukes . . . and we could

go on and on.

MUSIC
More

A SELLING

Publishrd monthly by SPONSOR PUBLICATIONS INC. Executive,
Uitorial, and Advertising Offices: 40 West 52 Street, New
York lit, N.V. Telephone: Plaza 3-6215. ChicaRo'Officc: T5E.
Waeker Drive, Telephone Financial 1556. Publication Offices:
5MX) North Mcmne .'^trcet, Philadelphia 41, Pa. Subseriplions: United States 15 a year; Canada 55 .V). ,'^inKle copies 5t)e.
I>rinted in U. S. A. Copyright 194!) SPONSOR PUBLICATIONS INC

MORE!

block

around

THOUGHT

AND

AND

Iliis is To let >ou know that I think
your piece on People vs. Homes in Radio
Measurements was very well timed and
f.xccl!cntl> done. It has lonj,' been my
belief that the effective use of radio as an
advertising medium has been somewhat
impaired by the research concepts of expressing audiences in terms of homes.
Radio is obviously a selective medium and

56

SPOT TRENDS
CONTESTS

vs. HOMES

42

ADVERTISING

MORE!

52nd

programmed

shows,

the clock, featuring Pitts-

burgh's ace disc jockeys. The 1500
Club, the Six to Eight Special, the
Golden
Hour ... all spell top
entertainment in Pittsburgh.

SPECIAL
EVENTS
More

coverage

than

any

other

station in Pittsburgh, with 20 permanent remote lines terminating
at key city points.
Yes sir! . . .
WWSW
listeners get on the spot
coverage

anytime

anything

hap-

pens on the local scene.

Of

course,

the

score

adds
up to MORE
LISTENERS
PER DOLLAR FOR YOU! So why
doubt,

why

hesitate, join the

many

local

and national advertisers who KNOW
that

WWSW

IS

WINNER

A

SURE

SALES

IN PITTSBURGH.

'Just aik FoTJoe

WWSW
PinSBURGH'S 24 HOUR STATION

j

Map

Corrected to Show

Moil Response to 4/1/48

Both poultry raising and drug sales are
big

business

in the

covered by KCMO.

Mid-America

market

Inside the measured

Vi millivolt 213-county area you'll find over
5 million people . . . 54%

rural, 46%

urban.

50,000

And

with

KCMO's

watts

daytime non-direcfional, you can be sure
of reaching both farmers and city dwellers.
Proof? Note KCMO's
indicated

mail response

by shaded areas on the

map

(407 counties in 6 states— plus 22 other
states not shown). For ONE

Sfation

Coverage of Mid-America, center your
selling on KCMO.

50,000 Watts DAYTIME Non-Directional
10,000 Watts Night-flf 810 l(€.

ONE^ Station
ONE

Set of call letters

ONE

Spot on the dial

ONE^Rate

card

XCMQ
KANSAS
Basic ABC

CITY, MISSOURI
Station for Mid-America

Nafional Represenfafive: John E. Pearson Co.

JUNE

1948
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HERE'S THE SCORE

continued

A. SYRACUSE

FALL-WINTER

REPORT— SYRACUSE— OCT. 1947— FEB. 194B

WFBL ^eaeU
WFBL LEADS with an average Rating of 6.47 for all
40 Quarter-Hour Daytime Periods ... IN SYRACUSE.
STATION
STATION

B
C

5.11
3.8S

STATION
STATION

D
E

LEADS

20 Morning
STATION
STATION

with an average Rating of 6.77 for all

B
C

6.36
3.82

Periods.
STATION
STATION

D
E

4

Hilda C. Woehrmeyer
Promotion manager
WOWO, Fort Wayne

Still
P.S. We

Quarter-Hour

page

left out of the story on the CCNY awards,
your article on page 100, April issue.
Our program on Fire Prevention titled
"FIRE" won an award of merit the same
as those mentioned. We have the framed
evidence to prove this on the wall in our
office. We also won an honorable mention for our program on Texas Relief but
are not complaining on this as you covered
the Honorable Mention in your last line.
Citations like those of City College are
too valuable to be passed over lightly especially in an article we know was so
widely read as that in your magazine.
We would be interested in knowing how
this happened.

8.54
1.78

WFBL ^ea<U
WFBL

from

S.07
1.16

WFBL ^eaeU

would like to refer to your

article on women's participating programs in a special bulletin to our salesmen. We will be glad to mention the
magazine and hope you will grant us this
permission.

► We are sorry we omitted mention of WOWO's
award.

WFBL LEADS with an average Rating of 6.27 for ail
20 Afternoon Quarter-Hour Periods.
STATION
STATION

B
C

3.86
3.88

STATION
STATION

D
E

3.01
2.40

At last we are getting down to bedrock
in this business of broadcasting. Your

WFBL ^e€u{<i
WFBL LEADS with 7 Quarter-Hour
with Ratings of 1 0 or better.
STATION

B . . . 1, STATIONS

Daytime

Periods

C, D, * E . . . NONE

WFBL ^eacU
WFBL LEADS with 13 Quarter-Hour
with Ratings of 7.5 or better.
STATION

B . . . 5, STATIONS

Daytime Periods

C, D, » E . . . NONE

WFBL ^ecuU
WFBL LEADS with 26 Quarter-Hour
with Ratings of 5 or better.
STATION
STATION

B
C

16
11

STATION
STATION

Daytime Periods
D
E

1
NONE

ASK FREE a PETERS to show you complete
Hooper meojuremenis of
radio listening
shows
shore
total

ITS WFBL

•

reporting is fine.
In your last issue, however, you repwrted the importance of the rural market
and said some nice things about rural
radio stations covering that market. You
neglected to mention that WRFD serving
rural Ohio has been on the air some six
months and is doing an imp>ortant job in
this area. Our policy of markets during
the last period of each hour with news on
the hour and programs of entertainment
in between apparently is taking hold
because the station has acceptance in the
Ohio rural areas. By this time you and
your reporting staff are no doubt aware of
the formation of Rural Radio Company
serving some nine rural radio stations in
the midwestem states. Offices have been
opened
in Chicago
New ^'ork
with
Bob Bums
in charge and
of Chicago
and John
Davis holding things down in the Big

Foil-Winter. It
WFBL hrst in
of oudience in
rated time

periods.
IN SYRACUSE

RURAL BROADCASTING

BASIC

SOOO WATTS

V
^
^t

CBS

•

Town. No doubt \ou'lI hear more about
Rural Radio Compan\' because we feel
certain it's going to be an important influence in the rural radio advertising
(Please turn to page 148)
SPONSOR

"New York's most dynamic
radio station"

"A serious competitor of
the biggest networks"
"Perhaps the most successful
enterprise in radio"
"A fabulous operation"
Bouquets for Us...

mean New York^s No. 1 buy for You

$
€^0

TIDE
FORTUNE

COLLIER'S
®®Ct
®€^€b€( VARIETY

ON
Rpprr«>pnt«-(l by John Blair & Co.

JUNE 1948

THE

AIR

24

HOURS

A

DAY

afford to stay in business on a 30% basis. Congressional legal
minds don't know what they can do about it, at this juncture,
but some are definitely anti-TV-network at the moment,
despite the coverage which the networks will be giving the
political conventions this summer.

Morton Sal! FTC Decision Worries Advertisers
The recent FTC decision on the Morton Salt case, under the
Robinson-Patman Act, which prohibits discriminatory discounts to different buyers, has a direct bearing on dealer ccK)p
advertising allowances. The FTC decision places upon the
manufacturer the burden of proof that his selling costs to
larger dealers justify his allowing them greater discounts. Many
sponsors have been extending better radio advertising allowances to some outlets than to others with lower sales and delivery costs as justification. As long as the Commission would
have had to prove that the discounts weren't fair, manufacturers didn't worry about the extra allowances. Now that the
policy is that the manufacturer must prove that his discount

FCC May Lift Six TV Station Limitation
Complexion of the FCC may well be so changed by the fall that
restrictions against individuals' or corporations' owning more
than six TV stations may be lifted. If the Commission doesn't
lift the restriction itself, court action, started by Paramount
Pictures and other TV interests, may bring about a legal decision to the same effect.

Advertisers Want Radio Census
Advertisers have suddenly become aware that the plans for the
1950 U. S. Census do not include a question on radio set ownership. Broadcasters also have been asleep to this fact until recently, and are only now beginning to bring pressure to bear on
Congress to have this subject covered in the census. Advertisers, however, have much greater lobbying power on the Hill,
and are expected to impress the need for a radio count on Congress, which largely controls the scope of the census by funds
allotted to the Census Bureau.

Business to Fight Economic Controls
Industry is planning to use "public service" announcements on
big commercial programs this fall to try to forestall the imposition of economic controls on business. Basic blueprints for such
wartime controls have been drafted; many in high positions
advocate them. With a 1949 U. S. budget of $50,000,000,000
in the offing, the National Security Resources Board under
James Forrestal believes that serious shortages and uncontrolled inflation are certain without such controls.

FTC Marks Time
by two Supreme Court decisions, is expected to tread lightl\'
with cases it will try during the next six months. The O'Hara
bill (HR 3871), which would strip the FTC of its hearing and
order-issuing authority, is being readied for the House and the
Commission isn't likely to issue orders which would serve as
grist to the mill of the anti-FTC congressmen.

TV Net Contracts Get Congressional Scrutiny
teleand
proHill.

Some of the solons can't understand just how the stations can
8

Convention Broadcasts and Telecasts in Spite of Strike
If the phone companies are hit b)' a long lines strike, and it
seems possible on the Washington front as sponsor goes to
press, the AT&T will maintain its network and television lines
regardless. Fear that the strike might be called just as the
political parties convene has worried party heads enough to
query the phone company on this point.

Margarine Air-Ads Planned
With colored margarine at no extra cost to the consumer
apparently slated for okay, manufacturers of the product are
planning to up their advertising considerably this fall. With
U. S. restrictions removed, it is likely many states will follow
Congress and repeal state laws which in several cases are even
more restrictive than national regulations. This will encourage
more nation-wide advertising including more air time to tell the
public about the qualities of the butter substitute.

Instalment Sales Up— Repossessions Too!
Reports to the Department of Commerce indicate that instalment sales are up 35% over a year ago. Charge accounts are
also about to set a new record. On the negative side is the fact
that it's becoming more difficult to make collections and that
repossessions have increased 3% during May, over April.

FHA Act to Be Revived

The Federal Trade Commission, which has recently been upheld

New TV network contracts with stations wiiich give the
vision outlets just 30^7 of their rate card time charges,
which also require stations to pay for network sustaining
grams which they telecast, are receiving attention on the

structure is equitable to all his outlets, it's another matter. It
looks as though the same co-op deals will have to be available to
every buyer, for a while at least.

Home building, upon which many manufacturers of major appliances depend for their business health, will be spurred by the
expected revival of U. S. home loan insurance. FHA Title VI
will be revived and expanded by July if the current fight on
public housing doesn't sidetrack it.

Farm Prosperity to Continue
Ointinuancc ot fami prosperity, which is greater today than at
any previous period in U. S. history, seems certain to continue.
Government support for fann prices will be continued 12
months beyond December 31. when present law and regulations expire. This will spotlight increasing emphasis on farm
programing by radio broadcasters, and the operation of stations
and regional networks entirely in the rural interest.
SPONSOR
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RESULTS OF SECOND ANNUAL WJW TRADE PAPER EFFECTIVENESS

May 7, 1%B
SURVEY

Tabulation and analysis of t>tie second annual postcard survey made to gauge the
effectiveness of WJW trade paper advertising and its "Indian Chief" trademark
is now complete. Response to the 8500 postcards mailed to radio-minded advertisers and agencies during January have only now stopped coming in. Here are some
of the more 1.
important findings:

1
W
ht.

W-.
hlv^'- ' -" '

2.

One out of every four cards was returned (2,067 or 2/^.%) .
last year an identical mailing pulled 19^ response.
Two out of every five respondents recalled seeing the
"Indian Chief" advertised {8A9 or 11%).
last year's
response was 30^.

3.

U,

6.

Nearly three out of every five respondents knew that
the "Indian Chief" advertised WJW (/33 or 57%).
last
year's identifiers also totaled 57%, but this represented only 282 responses.
Two publications, BROADCASTING and SPONSOR, accounted
for two out of three mentions in response to the query,
"In what publications do you see him (the "Indian Chief"),
Eleven other magazines split the remaining mentions.
BROADCASTING was first, as it was in 19A7, and like all
other publications except one produced approximately the
same percentage of mentions as last year.
SPONSOR was the one exception,

7.

It showed a 300^ gain

over 194.7.*
SPONSOR and BROADCASTING are "one-two" on the WJW advertising schedule, and consequently were expected to show
well. But the remarkable jump in SPONSOR mentions
(SPONSOR was little more than a year old when this
survey was made) exceeds expectations.

This survey, like all mail surveys,
it cannot be regarded as an adequate
the trade publications since WJW did
ther, it was a "recall" survey, with
studies.

has limitations.
yardstick of the
not use them all
the limitations

Except in a general sense,
advertising merits of all
or in the same iray. Furinherent on all recall

But it points out: 1. That WJW trade paper advertising has, in a relatively
short time, become well known, 2. That the WJW "Indian Chief" is an American
advertising institution today. 3. That consistent identifying advertising in
logical trade papers is impressing "WJW" on the minds of advertisers and agency
executives of every category (presidents, advertising managers, account executives,
and time-buyers). . .and doing it in a way that is helping the WJW sales department
make sales.
As one respondent

wrote, "Good trademark. ..good recognition value."

'SPONSOR

was second in 1947 and 1948

1i
w.

THE,

jfeSUN

Mr. Sponsor:

A.S. Al>ell Coiiipuny It it -k Uiillimort' 3. Md.

WMAR
TV&FM
—the stations
with the prestige
From the first hour that
The Sunpapers' stations
were on the air, they carried
the prestige of a great Maryland institution. WMARTV, Maryland's pioneer
television station — is on the
air every day (Channel 2),
with programming in the
public interest and to the
people's taste.
WMAR-FM is catching
on fast, and operates daily
on Channel 250 (97.9 Mc).
Together, these are the
stations with the prestige —
an extra ingredient that
gives extra pull to your
advertising.

FLASH!
Station WMAR-TV,
now affihated with
CBS, is the only
station in Maryland
carrying the CBS
television programs.

Represented

by

THE KATZ AGENCY
INCORPORATED

500
FIFTH
NEW YORK

AVE.
18
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AUU^wi •JaiiioN
Advertising director, P. LorlHard & Company

There are few businesses in which competition is as keen as in the
nation's $2,000,000,000 cigarette and tobacco industry. Alden
James knows this only too well. Lorillard's Old Gold cigarettes trail the
"Big Four"* in sales, but consistent and hard-hitting advertising, plus
merchandising follow-ups, were largely responsible for the consumption
last year of a businesslike 14 billion Old Golds, leader in Lorillard's
diversified line of cigarettes, cigars, and tobaccos. The continuous selling
job on the consumer necessary to maintain or pass this figure for Old
Gold and the $125,000,000 1947 over-all net sales for all Lorillard products
(up 2% from 1946) is conducted in all major media. However, the bulk
of the some $2,500,000 ad budget that James directs is spent in nearly all
forms of broadcast advertising.
James, pleasant, Boston-bom, has a background of publication advertising. He came to Lorillard just a year ago from the executive staff of
"This Week" magazine, but he has worked hard in his job, and now
knows many of broadcasting's answers. He even has some of his own.
James prefers fairly suave selling on the air, doesn't use the irritant commercial. His technique at present is to use commercials which run
counterpoint to those of other tobacco firms. Lorillard's network programs
(The Old Gold S/iou— CBS) (Stop The Music—ABOand their televised
sports in New York and Chicago, as well as regional news on the Yankee
Net work and local sports stress the brand as a "treat instead of a treatment."
The venerable Lorillard firm is the oldest tobacco manufacturer in the
country, even predating the Declaration of Independence by some 16
years. Like any long-established house, it is steeped in tradition. But
there is nothing moss-backed about James's selling methods. He believes
that the visual air medium holds great sales promise for Lorillard. Says
James: "We've been broadcasting baseball play-by-play on radio quite
successfully for some time. We plan to continue it, but at the same
time we'd like to include the steadil\-climbing audience reached by
television." This is Lorillard's first season in video, but trade indications
are that TV is'^already 'doing a competent job of selling for them.
•Tlie
iintpr fiflli.
of llwMr liLsl year's hhIks an-: Liickit^. Ciirnrls. ('hi-st<Tfii-lil-i. and I'hilip
Morris."BibOldFour"
(kililinranks
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SPONSOR

KECA
after only 8 years offers you 220%
more listeners in Los Angeles, novr
the No. 3 market in the nation!
Did you know that, since 1940, retail sales in metropolitan Los Angeles
have increased 174% . . . effective
buying income has increased 160%?
And did you know

that KECA

has

more than kept up v^^ith this phenomenal expansion, v^?ith both its facili-

ties and its programs? Today, KECA
has 220% more actual listeners than
it had eight years ago . . . and it offers
some remarkably effective buys, both
local and co-op. The news shows
listed below, for example, are particularly good buys in this vital market,
in this election year . . .

*
MAKE HAY IN L. A.! Hand-pick your audience with one of these available news
programs. On co-op shows you pay only KECA's

America's Town Meetinq ^<«i»e Air. 9:00 pm
Tuesdays. 5o/A ^i^»« Wm issues in the
news. Famous ^^MB»«^*d a big readymade audience ^Jim" loyal listeners. Tops
in prestige among co-op shows!
Martin Agronsky. 6:30 am Monday-Friday.
Hard-hitting, fearless reporting from Washington, where eyes are focussed more than
ever this year! Co-op.
Elmer Davis. 10:30 pm Monday-Friday.
Recent winner of the famed Peabody Award,

share of total network costs.

top honor in radio. He's the "commentator of
the year"! You can sponsor him in the Los
Angeles area!
nth Hour News. 11 pm Monday-Friday.
Keen, concise analysis of the news for the big
late-night Los Angeles audience. Available at
surprisingly low KECA Class "D" rates.
Hank Weaver. 10:15 pm Monday-Friday.
Lively round-up of the news, with just enough
local items to win him a whale of a following
in Los Angeles area. A local show, it's a
KECA-winner!

Cell the ABC spot sales office nearest you for information about any
or all of these stations :
WJZ-New

York 50,000 watts 770 kc

WENR-Chicago

ABC
JUNE

1948

KGO-San

50,000 watts 890 kc

Francisco 50,000 watts 810 kc

KECA— Los Angeles 5,000 watts 790 kc
WXYZ-Detroit 5,000 watts 1270 kc
WMAL-Washington

5,000 watts 630 kc

ABC— Pacific Network

American

oroadcasting (company
13

mi^^l^^.l^^mMi

tramsitioii
of the broadcast wave as a vehicle
for the visual as well as vocal . . .
WPIX brings three decades' experience
in the development of the visual as a vehicle
of information, significance, entertainment . . .
by The News, New York's Picture Newspaper,
entrepreneur in the transition of print
from the wholly verbal to partly visual.

of learning how to make pictures interesting
and keep people interested ...
of acquiring the techniques of visual approach,
expression and transmission . . .
of men and methods matured by experience
of rich records of pictures and sources . . .
of camera contacts and craftsmanship . . .
of securing facilities for fine, fast production .
will constitute some of WPIX's working capital.
The TV equipment and operating personnel
are the known best available . . .
And always in support is the newspaper
with the largest circulation in this country.

anticipate
that WPIX will approach perfection
in production at the outset . . .
or escape the inevitable average of error . . .
is neither warranted, nor claimed.
After all. Television must be its best teacher! . . .
But WPIX will try to par its field . . .
become worthy of its mission and market.

WPIX.

Chanoel II* New York Clly

is owned and operated by News Syndicate Co., Inc.
Station Manager Robert L Coe, Commercial Manager B. 0. Sullivan

-

and is represented outside New York City by
FREE & PETERS, 444 Madison Ave., New York 22, N. Y.

i
i
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Tulsa
builds
homes
Yes, Tulsa is building homes on a tremendous

^^\

scale! The first two

months of this year produced almost jive times as much residential
construction in Tulsa as in Oklahoma's

second market! Construction

of all kinds in Tulsa County for this period totaled $14,359,000.00
OS against Oklahoma's second market figure of $5,137,000.00.
Yet housing in Tulsa is far below demand and building continues!
New

housing means

new

markets! Furniture, appliances, radios,

rugs, mops, soap, dishes . . . the list is limitless. New

housing

means

citizens!

new happiness, too, for thousands of new Tulsa

The conversion from new Tulsans into Tulsa-boosters doesn't take
long, for Tulsa is unique in many ways and newcomers

fall in love

with it in a hurry. It doesn't take long for newcomers

to become

KVOO

fans, either. That's why KVOO's
sistently on top, year in and year out.

Summing

Hooperotings

stay con-

'
i
i
'
^
'
^
f
e
f
j

it up, smart advertisers always choose Tulsa as a must

market and KVOO

as the must

station!

.'}}!^yf^:--^',
-^JW^^^JP-

EDWARD

RETRY

National
NBC

16

&

COMPANY,

INC.

Representatives

AFFILIATE

UNLIMITED

TIME

SPONSOR

Order
Form

Subsrriptf
Order
Form

new and renew
^^^

New National Spot Business
PRODUCT

SPONSOR
Colgate- Pal molivc-Pect
Coronet

liic

Magazine

Dcticia Chocolate
Mfg Co
Ford Motor
General

Silver Co

Digest

James IL Rhodes Co
(Chicago)
Standard Brands Ltd
(Montreal)
Vick Chemical
Welch

Publication
Candy

Doherty, Clifford &
Shcnfield
Calkins & Holden

Swansdown
Cake Mix

Look Magazine
Megowen-Educator Food Co
Procter & (Jamble C:o
Reader's

Ted Bates

Ford Cars

Foods Corp

International
(Canada)
Lever Bros

\cto (deodorant)

& (iandy

<:o

(lo

VVilbur-Suchard

Chocolate

Co

(daytime

CAMPAIGN,
E.t. spots; May

only)

(short-term promotion)
10-25*
(test campaign Phila., N. Y.;
may expand later)

J. Walter Thompson
Instant

Young & Riibicam

Silverware

Young

Breeze (detergent)

Federal

Publication
Crax
Tide

McCann-Krickson
Duane Jones
Benton & Bowles

Publication

BBD&O

Glo (steel wool
soap pads)
Magic Baking
Powder

(Jordon

VapoRub,
nol, etc. Va-troJellies, grape juice,
etc.

Cirape Juice Co

=>n- 100

STATIONS

AGENCY

.Suchard Chocolate
Squares

& Rubicam

(campaign to coincide with
introduction of 1949 models)
,50-75*
6-7*
(primarily
n. e. and
n. centr inmkts)
50-7.5*
5-6
(test campaign Canada)
(West Coast mainly)
10-20*
((California campaign,
10-20*
may ,?0-50*
expand)
10-1.5*

start, duration
17; 16 wks

E.t. spots; May-Jun;
Partic anncmts;
wks
E.t. spots,

5 days each

May-Jun;

breaks; Jiin

14;

li wks
1-2-.?

E.t. spots; Jun 7; 3 wks
E.t. spots; Jun

1; 13 wks

E.t.13 spots,
breaks; May
wks
E.t.
E.t.
E.t.
13

15-Jun

15;

spots, breaks; Jun 1; 13 wks
spots; Jun 1; 13 wks
spots,
breaks; May lO-Jun 1;
wks

E.t. spots,
breaks;
May-Jun;
5
monthly promotion) ) days
10-1.5*
Partic anncmts; May-Jun; 1,
1,^ wks
20-30*
E.t. spots; May-Jun; 13 wks
10-20
Canada)
(Canadianin only,
will expand

(short-term

Best

J. Walter Thompson
Morse

International
50*
E.t. spot, breaks; Sep I; sea.sonal
(buying spots for fall in Canada)
Buchanan
10-20
Spots, breaks; May-Jun-Jul; sea(seasonal summer campaign
sonal
tied in with space media)
Badger and Brown15-20
Partic anncmts; May-Jun; 13 wks
ing & Hersey
(primarily in Midwest,
may expand)

*Statiofi list already set.

New and Renewed on Television
AGENCY

SPONSOR
American
&
Wakemann
Watch
Co
(Breitling
Watch Corp Div)
American Tobacco Co
Atlantic Brewing Co
(Tavern Pale Beer)
Lou Block Co
(Studebaker dealer)
Borden Co
Breyer Ice Cream

(W>

Bulova Watch Co
Canada Dry Ginger Ale, Inc

STATION

Sterling

WABD,

N. W. Ayer
CJrant

WNBT, N. Y.
WGN-TV, Chi.

Soils .S. Cantor

WCAU-TV,

Kenyon

WNBT,

N

WPTZ.

Phila.

McKce

& Eckhardt
& Albright

Blow
J. M. Mallies

Dealers (N. Y.)

Cunningham

Drug .Stores

John P. Daly Co
(Ford dealer)
Dushoff Distributing Co
(building materials)
Elgin National Watch Co
Esslinger's, Inc
Firestone Tire & Rubber Co

George's Radio it TV Co
(Phiico Distrib.)

JLM-:

1048

Phila.
Y.

W<;N-TV, Chi.
WPTZ, Phila.

PROGRAM,

time, start, duration

.Spots (preceding station sign-off); Apr 19; 52 wks (n)
Barney Blake. Police Reporter; Th 9:,«)-10 pm; Apr ii; 13 wks (n)
Wrestling bouts from Madison
Athletic Club; Th 8:.?0-10 pm;
May 6; 22 wks (n)
Show Business; Mon 7:15-7:30 pm; Apr 12; 13 wks (n)
Al

Schacht
(5-min
warm-up
telecast
preceding CJiants home
gatnes); Apr 20; season (n)
Spots
(before
season
(n) and after Phillies and Athletics games); Apr 28;

E. L. Brown

WCAU-TV,

Phila.

Time breaks; May 6; 13-52 wks (n)
Film
spots (before and
after
Phillies and
.\lhletics games);
Apr 28; season (n)
Film spots (alternate days, before and after Chicago Cubs honie
games); .Apr 23; season (n)
Races from Belmont, Jamaica & .\queduct; .Sat afts as sched;
May 1; season (n)
10-min
baseball
news (before Tigers home games); as sched;
May I ; season (n)
.Stump the Artist; Tu 7:45-8 pm; May 25; 13 wks (n)

Packard

WCAU-TV,

Phila.

Rhumba

J. Walter Thompson
Lamb, Smith & Keen

WGN-TV, Chi.
WPTZ, Phila.

WBKB,
Chevrolet

N. Y.

Campbell -Ewald
Simons- Michelson

Sweeney

Robert

& James

J. Enders

Chi.

WCBS-TV,
WWJ-TV,

N. Y.
Detr.

WNBT, N. Y.
WNBW, Wash.
WPTZ. Phila.
WRGB, ,Schen.
WBAL-TV, Balto.
WNBW, Wash.

Rhapsody;

Tu 8:.30-9 pm; May

25; 13 wks (n)

Time breaks (before sports); May 1; season (n)
Wrestling
matches
from
St. Nicholas
Arena;
Tu
nights
as
sched; season (n)
Americana
(expanding to full NBC-TV net); Mon
8:30-9 pm;
Apr 12; 13 wks (r)

Spots; .\pr 13; 13 wks (r)

(,uir oil Co

Youn|2 & Rublcam

Horn

( :U*fikt*nr s

i\ ll;irilurt (Ut

( \tiCiinuiiN)

J. Waller

I lo J. Mi-vl)eri> Co
(RCA DlNlrlb.)
I'hillp MuitIh & Co. I. Id

Thonipsoii

lllow

Nash- Kvlvina tor Corp
(Kelvinaior DIv)

(;eyfr. Newell & (;aii|ter

K<ihiii!ioil-IJoyils. Lid
Co
I. ^ M. S.haiftr IJnwiim

Wiley. Krazee He
Davenport
mjl)«c<)

WCBS-TV, N. V.
WCAl -r\ , I'hila.
VVMAR. Hallo
WCAl - IA . riiiki

I; .'i2 wWk (n)

K ri,A. I.. A.

ChildreirN Hour; .Sun ll;iO-li:.<0 am; May
H wks (n)
20lh Cenlury-Kon
TV
.Newttreel;
MTWTK

WAHl).

\vri<;, Wa»ii.

I'ilm Npois; May

li; S2 wks (n)

WBKB. Chi.
KTI.A. L. A.

Film hp<ilN; May

l.S; 26 wks (ii)

W'KKH. Chi.
KTLA, I.. A.
WTMJ-TV. Mllw.
WABD. N. Y.

lllm (.pots; May

I ; H wkn (n)

WHIX.

N. V.

2.1; 5i wks (n)
7:S0-8

pm;

Apr

12.

Film NpoiN; May t; I.) wks (n)
Film fipolh; May 1.^; ii wks (n)

N. V.

New
KanfterN
Mar;York
seaoon
(n) Hockey (Vames; iilftlil ftanu-i> as sihed; Nov-

New On Networks

QQS<
SPONSOR

AGENCY
D'Arcy

NET

Caiiiphell -Sotiff ( :o
Coia-Cola Co

Ward

I'. I.orillard Co
John Morrell & Co
Revere Camera Co
I'. .S. Tobacco Co

Lennen & Miuhell
Henri. Ilursi & McDonald
Roche. W illianiN ik Cleary
Kudner

•l'"ormerly on another
{Fifty-two utrks

W'e the People; Tii 9-<>:30 pm; Jun

Wluelock

**Expanded

network

PROGRAM,

STATIONS

NBC
NB<:

143
I4U
Id.*
80

NBC
ABC
MBS
MBS

I6.<
4«0

network

iieiierully meant a 13-wetk contract with options for 3 tuccessive 13-uetk renrwalM.

QSpif

time, start, duration

'Double or Noihinfi; Mon 2-2:Mt pm ; Mav M ; ?>2 wks
♦Morton Downe.v ; Tlh II ;I.S-I| Mt pm; Jun S; ?>Z wks
Morton Downey;. Sal 1 1 :l.'i-i I ;.<lt pm; Jun K; .S2 wks
■Stop ihe .Music; .Sun H-t pm (last quarter); June; .Si wk-.
Laxsie; .Sal .S;I,S-.S:30 pm; Jun S; .Si wks
'^All-Star Revue; Th '*:.*0-'»:4S pm ; May 20. 52 wk»
Take a Number; Sat 5-.S:.<0 pm; Jun ,S; .S2 wks

It'i sulijecl Iv concetlalion at Utr end of any 13-urrk period

Renewals On Networks
AGENCY

SPONSOR
Firestone Tire & Rubber
(;eneral Mills Inc

Cu

NET

Sweeney & James
Dancer- Fitzgerald -.Sam pie

STATIONS

PROGRAM,

NUC
ABC
ABC

140
170
ISO
140
140
l(,i
.«0

llliiiuis Watch Case Co
(Elgin Amer div)
l.iAtietl & Myers Tobacco (^o
Pure Oil Co

Knox Reeves
Weiss & Geller

ABC
ABC

Nttwell-Kmmett
Leo Burnett

NBC
CBS

U. S. Steel

BBD&O

24 i

ABC

time, start, duration

\oice of Fireslone; Mon S^^O-"* pin; NIa> i4; Si wks
The Lone Ranfier; MWF i,:Mi-' pm ClVl'; Jun i; .Si wks
Betty Crocker Magazine of the .Mr; Fri 9:i.S-9:4.S am CDT;
Jun i; .Si wks
The (ireen Hornet; Tu 7:.<0-S pm CDT; Jun i; .Si wks
Famous Jury Trials; Sai 7:.<0-« pm t;DT; Jun 5; 52 wks
(.roucho .Marx; Wed <»:.«(- 10 pm ; Sep i«» or Oct 0; 52 wks
Arthur (iodfrey; M IW IF 11-11:30 am; Jun I; 52 wks
llarkness of Washington;
ITh 7:45-8 pm; May 3; 52 wks
11. V. Kaltenborn; MWF 7:45-8 pm; May 3; 52 wks
Theatre
fiuild
on
the
Air;
Sun
9:30-10:30 pm;
.Sep 5;
52 wks

New Agency Appointments
SPONSOR
Nathan Albert & .Sons, N. Y
.\ldrlch Inc. Louisville
.Mien Products Co, Allentown, Pa
.\merican Beauty Macaroni, L. A.
.\merican Chewing Products Corp, Newark
.\sk Pharniacal Co Inc. .N. Y. .
.Associated Hollywood and Beverly Hills Laundries,
L. A
Bellevue Stratford Hotel. Phila.
Bllimore
F'lowersCo,
& Boston
(Jifis, H'wood
Boston Varnish
Brand & Silver Inc. N. Y
Brown & W llliamson Corp, Louisville
Carter Products Inc, 'Toronto
CertiHed Kxtracis Inc, N. Y
Colgaie-Palmolive-Peet Co, Jersey City
F;. L. Cournand Co, N. Y
Oam r Products Co, N. Y
Dean Milk Co. Chi
Douglas Oil of Calif<iriiia. C'icarwater
Dovie Packing Co Inc. Long Branch, N. J
Flkeles Co. LA.
Fnzo Jel Co, -Sheboygan. Wis
FMollll Produi Is Inc. .Stockton
{;iass Container Mfrs Institute Inc, N. Y.. .
Samuel (nildwyn Pnidiictlons. H'wood.
(;u;irdian Life Insurance Co tif .Vmerica
Hollywood Candy Co, Centrulia, HI.
Jack i(i Jill Ice Cream Co, L. A
Jaspers < ^ola Co, L. A
JolU
Food Products Inc, N. Y
R. M. Kellogg C<i. Three Rivers, MIcli
Kramer Jewelry Co. N. Y
I.eOuorne House of the Ihince, N. Y
Lincoln Products <:o. N. V
Long Island Railroad. N. Y
I.uiniilor Co. I.. A.
John R NLirnle & Co. Westlield. N. J.
Modern F'ooos Ini'. Paterson, N. J. . .

PRODUCT

AGENCY

(or service)

.Ml>eri Fifth Awiiue
Ice cream
. Al-Po dog food
. Food products
Chewing gum

children's wear.

Askephedrine

Bliss & Marces. N. Y.
Schoenfeld. Iluber & (ireen. Chi.
.MacKennev &; .Shontz. Phila.
Dan B. Miner, L. A.
Ii" Cole «c Chascm, N. Y.
Irving Rosen. N. Y.

Institutional
Hotel
F'lowers,
gifts
\ arnisli
Persian lamb furs
Kool, Life cigarettes
Liver pills
.Extracts
F'ab Detergent (added). . .
Walco Tele-Vue Lens
.Joy cake mixes
.I)airy products
Petroleum products
.Sirongheari cat. dog food
Venelian blinds
(*el;iliii products
Canners
Instituiioiial
-Movies
Insurance

John F'reiburg, L. A.
Benjamin F^shleman,

Phila.

.Makelim.
H'wood.
Bennett, Wall
her & Menadier. Boston
Television, -N. Y.
Ted Bates. N. Y.
J. Walter Thompson,
Toronto
Charles W. Hovt. .N. Y.
William F;stv. N. Y.
Uorland, N. Y.
Peck. N. Y.
Fuller. Smith & Ross. Chi.
F>nest N. (Jeorge. L. K.
Calkins & Holden. N. Y.
John Freiburg. L. \.
Schoenfeld. iluber & (^reen. C;hl.
Roy S. Dursiine. L. A.
F\K)te. CU>ne & Belding. .N. Y.
F<K>te, Cone & Belding. L. .\.
(Gardner, N. Y.
D'.Vrcv. .St. Louis

Pay
Day, bars
Milk Shake, Smooth SaUln'
candy
Ice cream
Jaspers ( Cherry Cola
Pancake mixes
Flower plants, shrubbery, fruit plants.
Jewelry
.
Dancing school
No-KoH' auto paint

Madison. Beverlv Hills
IIKL Advertising. L. \.
Mortimer Lowell. N. Y.
MacDonald-Cook, South
A. W. Lewin. N. Y.
Shaw
. N. N.
V. Y.
F'urman.

Railroad
Lighling. aulonxiiive accessory div
Thompson's
Hiishpuppv Mis
\-IVrl
Cake Fireside
Ml\es

Al Paul Lefton. N. V.
John Freiburg, L. .\.
Peler llillon. N. Y.
Calkins & Holden, N. Y.

(Please turn to page 103)

Bend

Te IOWA cotmr^f^z^^JH^^
-T ower is wonderful, though you know and
we know that what a man says (or what a radio
station broadcasts) is really more important
than how loud it "comes in."
^^ itness the listening-habits of the radio audiences in the eighteen scattered Iowa counties
featured at the right. Each of these counties
is adjacent to a county in which there is at
least one good radio station. Yet from 5:00
a.m. through 6:00 p.m., according to the 1947
Iowa Radio Audience Survey, WHO gets a
terrific 59.9% average of the total listening!
There is only one answer

to such listener-

preference. That| answer is Top-Notch Programming— Outstanding Public Service. Write for
Survey and see for yourself.

WH®
*for Iowa PLUS +
DES MOINES

. . . 50,000 WATTS

Col. B. J. Palmer, Presdient
P. A. Loyet, Resident Manager
FREE & PETERS, INC., National Representatives
JUNES1948
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(See "After Midnight Audience," SPONSOR, May 1947,
page 13.) Why did Barbasol return to radio? What airselling formula are they using currently? What are their
plans for future radio expansion?

Barbasol, the brushless shave cream firm that opened the way for other
advertisers to air-sell nationally after the midnight hour via disk jockeys,

p.s

PROVIDENCE

WHERE A
BOY-SIZE BUDGET
CAN DO A
MAN-SIZE JOB
IN RHODE

ISLAND

on WFCI

youre

smack-dab in the center of a rich, densely,
packed industrial area that includes a
Senerous slice of populous Massachusetts
... a million-listener pool oF buyers who
have what it takes to buy withi And
you II reach their ears at lower cost on
WFCI!

EXAMPLE:
Current rates of the three competing
full-time 5000-watt stations show
for a 5 times-a-week one-minute spot,
26-week schedule —

Station "A"

13%

Higher

Station

"B"

16%

Higher

Station "C"

59%

Higher

is again using broadcast advertising. However, Barbasol's current use of
the air medium reverts to the original thinking of the men's toiletry
concern, not the resultsof their testing job on the after-midnight audience.
Barbasol is sticking to its original formula of capsule nighttime shows
built around a stellar personality, in this case showman-columnist Billy
Rose.
One of the major reasons lying behind Barbasol's buying of the 5minute Billy Rose show, Pitching Horseshoes, on 430 Mutual stations, was
an opportunity for a multiple-sponsorship deal with the Musterole Co.,
another client of Barbasol's ad agency, Erwin, Wasey. This enabled
Barbasol to include radio in a tight budget that might not otherwise have
allowed for broadcast advertising. Musterole is sold Monday-WednesdayFriday nights, and Barbasol's Brushless Shave Cream and Lotion Deodorant are vended Tuesday-Thursday nights, 8:55-9 p.m.
Although there have been no intensive promotion campaigns surrounding the Barbasol sponsorship, the program is being merchandised
to dealers and distributors. Barbasol has no other radio currently, except
for a very limited number of foreign-language broadcasts on New York's
Yiddish-language WEVD. Other radio plans are believed to be in the
discussion stage for Barbasol, but nothing else is definite.
Barbasol's sponsorship of Billy Rose is not an indication that aftermidnight selling didn't produce results. It did. Budget problems,
introduction of new products in the Barbasol line, and reorganization
within the company itself caused the withdrawal. Barbasol considers its
multiple-sponsorship deal with Musterole a "good buy."

(See "Music Sells . . . when a disk jockey spins records,"
SPONSOR, February 1947, page 20.) What is the status
of network disk jockeys? Do they compete successfully
with the local variety?

Disk jockeys sell — when they're local. Network ventures in the platterspinning field, by ABC (Paul Whiteman) and Mutual iMartin Block),
have not been successes. The formula is there — chatter, records, and

P.S

ad-lib commercials — but the formula is not enough. Like women's participating programs, man-on-the-street broadcasts, and most sportscasts,
the disk jockey's popularity is in direct proportion to the way he caters
to the local likes and dislikes of his listeners. The old show-business line
about "They loved me in Oshkosh" is equally apt for the jockey — what
one town will love will leave another cold.

5000 WATTS
DAY
& NIGHT

WALLACE A WALKER, Gen. Mgr.
PROVIDENCE, The Sherofon Blitmor©
PAWTUCKET, 450 Moin St.

Rfpraenlativei:

THE
SO

KATZ

AGENCY

The rating of the hour-long multiple-sponsor Paul Whiteman Club
(it averages around a 4.0) has often been topped by ratings earned by
local jockeys competing with it. ABC has tried to hypo the rating with
extra promotion dollars, contests, and offers, but when the plus-promotion
is over the rating slips back to where it had been all along.
in an effort to find out just what was wrong with the Whiteman show,
the Lazarsfeld-Stanton Program Analyzer was used to test it recently.
The results showed that 60% of a representative listener panel had
sampled the program, but only 10% were actually listening regularly.
Whiteman, now a vp at ABC and long a musical tradition, plays the
same records as the local boys. A tradition is not enough. The Whiteman carefully-written "chatter" is just not the warm, folksy stuff local
jockeys do unrehearsed.
The Martin Block network platter session on Mutual ran into a more
intensified version of the same basic problem.
Block is an undisputed
SPONSOR

'^

IT*S EASY.
IF YOU
KNOW how!

w.

E don't say it takes any particular genius to run a good
Southern radio station (or to pull rabbits out of hats, either!)-

It's tas-j, if you }{now how . . .
After 22 years here at KWKH,

we do know how to reach the

ear, mind and heart of that inimitable individualist, the Southern
radio listener. Yes, he is slightly "different." He has a little
slur in his accents, loves homelike talk and entertainment,
hates senseless high pressure. But that doesn't mean he doesn't
work as hard, make as much money and spend it as fast as you
people up North !
The people in KWKH's daytime area have an annual income
of over two billion dollars. They believe in KWKH because

KWKH

we are part of them, believe in them, and know how to show

Texas

it. If you want them to believe in you and your product, too,
KWKH

can help you.

50,000 Watts

SHREVEPORTf

Say when!

CBS

LOUISIANA
Arkansas
Mississippi

The Branham Company
Representatives

Henry Clay, General Manager
Dean Upson, Commercial Manager
JUNE 1948
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{Continued from page 20)

success in his own bailiwick, New York, where he has built a great reputation as an air salesman par excellence at WNEW. But Block's hour
in the afternoon usurps more local disk shows than docs Whiteman's program since ABC stations generally carry more afternoon network programing than jMutual stations. Ratings fell off, because local audiences
preferred the home-town boys. Block's sponsor, Kreml, dropped the
show. It is continuing on Mutual for the present, but on a sustaining
basis.
The disk jockey sessions across the country which have the highest
ratings, and thus deliver most sales for their sponsors, are those whose
stars have built local followings with locally-tailored programs. It just
can't be done as well via network.

"It's a

(See "Coffee on the Air," SPONSOR,

50,000 watt boy.
Mr. Time Buyer!

//

We're sure that this newcomer,
Television Station WATV, will
make a mighty valuable addition to your media family.
His new RCA 50,000-watt
transmitter — the most powerful
in the New York Area — will

December

1947,

pase 22.) Why did Standard Brands, Inc., quit pluggin'
Chase & Sanborn Coffee on the Bersen-McCarthy show?
Are they using broadcasting for it now? Have sales gone
up or down?

Standard Brands has shifted advertising emphasis on Chase & Sanborn
Coffee from a national to a local basis. In place of the Bergen-McCarthy
show they have purchased announcements on participating programs

p.s

thioughout the country. They're using enough participations and other
announcements to achieve spotty national coverage. Where they can't
buy time on a good participating program the company is buying announcements.
Reports in the coffee trade are that women's participating programs
have inci eased Chase & Sanborn sales in some areas as much as 300%.
The improved blend is said to have helped, too.

blanket America's Richest Market*
with your sales message.
You con learn more about this
high-powered newcomer by calling or writing Station WATV —
(and don't forget to ask about
the special Pioneer Rate Plan.)
*WATV

Prospectus now available

CHATTANOOGA
1150 ON YOUR DIAL
MORE
Chattanoogans will tune in for
new sparkling summer programs this
month and the summer months to come.
It's good listening, and good SELLING
day and nite on

WAPO

National
serving New
Metropolitan
82

Jersey and
New York

Affiliated uilh
Broadcasting

Company

Represented hy

HEADLEY-REED

COMPANY
SPONSOR
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The curtain rings up on

TELEVISION'S
GREATEST SHOW
A full hour of All -Star

VAUDEVILLE
every Tuesday
Created hy KVDNEK

AGENCY,

inc.

There's a lot more to it than this . . .
The full calendar pad and the accurate wrist watch — these
mark today's salesman just as surely as the blanket and
feather marked yesterday's Indian.
But when that salesman is a Weed and Company
representative, these symbols of business-like efficiency are just a
small fraction of the complete picture . . . There's a lot more to it.
There's the product he sells — national Spot Radio,
an enormously complex advertising medium but one of today's best
and most economical sales-makers for those who use it correctly.
There's the experience that enables him to present that
product in the right way . . . for what it can do for you as
a radio advertiser interested in making money. And behind the
experience there are the two vital factors that created it:
knowledge and hard work. You can depend on them to prcxiuce

Weed

results in any type of business. You can't get along without
them in Spot Radio. That's what makes Weed and Company
service so valuable to any advertiser.

a n cl c o in p a n y
24

radio station representatives
II c w )■ o r k
san francisco

boston

•
Chicago
a tIa n ta

d e t r o it
Hollywood
SPONSOR

Post Toasties' sales force found sampling its major problem in 1909.

Door-to-door distribution overcame the original trade name, "Elijah's Manna'

Sampling

— preNelling
the profluet via the air eoine$« fir$«t

done via coupons in printed advertising
and in stores or via door'tO'door dis'
of a product, but sampling devices are advertributors. Today free samples are
tising plus a method of getting the nondwindling to a point where they represent
user to try the product."
less than 10% of all introductory devices.
— Duane Jones
It is estimated that in 1948 65% of all
The sampling job is never sampling on the air will be done through
over-all
done. Merchandising men the medium of offers requiring listeners to
stress that even if every prospect in the send in money with their requests. As an
world were sampled during one week (a indication of how such self-liquidating
patent impossibility), another segment of offers have increased, NBC reports that in
the population would come of buying age 1933 only 10% of the air offers required
during the next week and they in turn cash. By 1939 this figure had grown to
would have to be sampled. And so on, 55%. Since the war (during which
ad infinitum.
sampling practically disappeared) 50% of
Sampling methods change regularly. A all product offers have required money.
generation ago virtually all sampling was
Up to October 1, 1930, the networks did

"Sampling is a fundamental purpose of all
advertising. Advertising accelerates the sale

JUNE

1948

not permit direct sampling. Advertisers
were able to get around this prohibition
with "surprise package" gifts, pictures of
stars, and copies of theme songs with
which were enclosed for instance a "secret
of shaving success" (Ingram Shaving
Cream). Such offers usually included a
sample of the product, but were never the
subject of a direct announcement on the
air.
On the night of October 1, 1930, commercial network advertising policy was
changed by NBC. The regular Palmolive
Hour script was revised at the last
moment by Phillips Carlin, the announcer (now MBS program vp). The
disguised offering was revealed for what it
25

The final form of sampling to come to
broadcasting was contests. Stations and
networks gave in very grudgingly to the
desire to use contests as part of air merchandising techniques. The dangers were
manifold. Most contests are in effect
legal lotteries which frequently disturb
the moral sense of policy men at stations
and chains.
If they are carefully conceived and
supervised as most of the big air competitions are today, they're enormously effective as a sampling device.
Thus sampling via the air can be broken
down into three classifications -the free
trial-size package of the product, the
premium, the contest. The last two are
most used at present. Keeping the goodwill of the retailer is so important that
most manufacturers hesitate to distribute
free samples as advertising. When expediency dictates that free sampling be
used (as in the recent cases of Procter and
Gamble's Prell and Shasta) then direct
mail is a favorite device. It doesn't
throw in the face of the retail merchant
the fact that a considerable number of
potential cash sales have been killed.
Merchants hear about it but not to the
extent that they would were the free
sampling accomplished via broadcasting
or black-and-white advertising.

"Amos

'n' Andy" on NBC set a network sampling

was, a free sample. A new commercial
epoch in broadcasting was bom. The
words that Carlin purred into the microphone were:
"Tonight we make a unique offer. So
that you may try the Palmolive facial
treatment, we offer to send you a trial
cake of Palmolive. With it we will send
you samples of three other fine toilet
articles. These are sent with our compliments as we want every listener to get
acquainted with our gift box. Just mail
your name and address to ... " etc.
Over 100,000 listeners requested this
Palmolive gift box. The free offer had
come to radio. While 100,000 pieces of
mail aren't an imptirtant quantity these
days, it was in 1930. Three years later
some free offers were pulling returns in the
millions. When Amos 'n Andy introduced Pepsodent Antiseptic on their 15minute daily broadcast, they pulled well
over 2.(XK),IXX) requests for the product.
Over 4.(HH).(KK) tubes of Pepsodent tooth26

record for Pepsodent Antiseptic in 1932

paste were sold since each request for the
free "fifty cent size" bottle of Antiseptic
had to be accompanied by the tops of two
cartons of the toothpaste.
It was a short time before this sensational introductory offer of Pepsodent
Antiseptic (nationwide distribution was
achieved within two months after this airoffer) that the networks decided to permit
premium offers. The premium is advertising's method of forcing sampling of the
full-sized packages of a product. Long
before the birth of broadcasting they
were used in packages to persuade buyers
to try products and to keep buyers coming
back for more. The pictures of motion
picture and sports stars in cigarette pack-

Nevertheless free sampling is seldom
effective without advertising. The value
of any free trial package is in almost direct
proportion to the advertising that precedes, accompanies, and or follows it. In
the case of Shasta the 1 1 ,000,000 samples
were mailed during the height of the radio
and publication advertising. First copy
placed was one-minute nighttime spot
announcements in 2(X) markets early in
January. P&G broke mention of the
product on a network program (Jack
Smith), January 19. The following day a
press party for beauty editors, cosmetic
trade executives, and wire services was
held "unveiling" the product. During
February and March magazine advertising started and on March 1 5 Beulah,
another P&G network program, was emplo\ed to tell the Shasta story. The budget used to promote the Shasta sampling
was over $1,500,000. This does not include the cost of the samples or their mail
handling.
It is too early to determine the results

of the Shasta introduction. It i.<" comjsetages, the "gifts" in Crackerjacks, are two ing with new shampoos brought out since
or towards the end of the war and the
memory pieces of industry's early use of
premiums. At the retail level, the gifts battle for the shampoo dollar is terrific.
obtained with soap wrappers and the P&G officials say that their thinking on
"coupons" given with retail purchases are the introduction of a product like Shasta
part and parcel of the same form of is "corporation property" and not for resampling.
lease. Their entire handling of the debut,
SPONSOR

except the mail sampling, reflects the
thinking of one of America's great package product samplers, Duane Jones, president of the advertising agency bearing his
name.
Says Jones, "Everything we do at this
agenc>', in one way or another, is connected with sampling." The jovial, talkative, round-faced advertising executive,
who came to merchandising maturity
while he was with Blackett-SampleHummert (now Dancer-Fitzgerald-Sample), isa firm believer that broadcasting is
tops as a sampling medium. The agency
uses three basic sampling devices:
1. Self-liquidating premiums
2. Self-supporting contests
3. Self-supporting promotions
There are rules for all three forms of
Duane Jones sampling. For the first,
Jones' favorite, the rule is also three-fold.
It's to presell the product on the air, presell the premium on the air, and last keep
at around 25ff the money to be sent in.
The product preselling should continue, and this is a Jones must, for at
least three months. "Tell people about
your product for three months and then
sample new users by offering a premium."
This Jones' rule applies of course mainly
to one-product lines of merchandise.
The premium preselling can be done by
introducing it right into the program as
being connected in some way with the
main character. Then one "just like it"
is offered. Networks shy away from too
frequent use of this device, and make cer*
tain that the emotional appeal tied to the
premium isn't for "magic" or "medicinal"
powers.
Jones' final rule that the premium cost
the consumer not more than 25^ differs
from the belief of other users of premiums
as sampling devices. Reuben H. Donnelley, handlers of direct mail and other
forms of sampling for hundreds of firms,
including Lever Bros., P&G, Borden,
Standard Brands, Pepsi-Cola, feel that
it's the premium, not the price, that determines the appeal. They do agree that the
cost should be a dollar or less. Jones feels
that it's easier to send a quarter in an
envelope than to send in a number of
coins. Donnelley points out that even in
the case of 25^ offers thousands send in
two dimes and a nickel.
Even strict adherence to the Jones
rules do not ensure success of a premium.
(Please turn to page 74)
(Top) Reuben Donnelley checker works on
Birdseye peach contest that sampled millions
(Second) Premium Introduced cake flour
(Third) Sol ventol broadside sells samplins plans
(Bottom) "Double or Nothing" studio audience
tastes Campbell Soup For mc Walter O'Keefe
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John Reed King plays jigsaw puzzle game via TV

^^jjtei Audience participation pro'
gi'^Tis are next to sports and
^HwJS
^^■^ newscasts in TV popularity.
The question-and-answer sessions are as
yet the only type of live TV programing
that can be done with little in the way of
rehearsal costs and production either in a
studio or from a remote location. They
are one of the very few video program
forms which compare directly with radio
in program costs and results.
The visual version of the audience participation program offers sponsors a tremendous opportunity to work in constant
product reminders. Radio mc's at best
give away samples of the product to contestants, and toss in references to the
sponsor above and beyond the straight
commercials. The television sponsor who
has an audience participation program
can achieve much more than this by using
background displays of his product, plus
continually handing out samples of the
product for all to see.
Many TV stations will go on the air
before their studio facilities are completed. An advertiser wishing to use the
visual medium, and who doesn't wish to
use sports, film, or special events in a new
TV market, need go no further than the
TV audience participation show. Mueller's Macaroni, Manhattan Soap, and
B. T. Babbitt have achieved real sales increases as well as a rating (13.7) that tops
many nighttime TV ratings with their
daytime telecast Missus Goes A'Shoppin' .
The jointly-sponsored quiz show is
scanned, not from CBS' new studios
Despite

heat

hundreds

crowded

DuMont

(which were only in the blueprint stage
when the show started), but from supermarkets inthe New York area. The fact
that the featured products are in plain
sight of the camera at all times helps to
bring in a solid over-all sponsor identification of 77%.
Missus Goes A'Shoppin' is not a freak
in TV. It is a formula that can be applied by any advertiser, or combination of
advertisers, who has grocery or household
products to sell, and who wants to use the
TV medium now. The cost ($1,000 a
week per half-hour show) is about par
for an average remote TV audience participation show throughout the country,
but the program has pulled returns to
premium and contest offers that run as
high as 21.6% of the available audience,
at costs as low as 8^ per return.
That cost is 2(f lower than the best
national average for radio, and 10^ lower
than the radio average in a local market.
The audience participation show in television isalso one of few types that can
show actual boxtop returns to offers.
A typical 30-minute audience participation show can be done from a remote
location, such as a supermarket, department store, theater, etc., with costs like
these:
Talent
Time
Remote charge

Studio productions cost even less, since
the extra lighting equipment, mobile
units, personnel, and cameras are not
necessary.
The remote show offers, for

Network

studio

York to bid For donated articles at television's first auction.
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$150-$500
$200-$250
$40O-$800

at John
Over

Wanamaker's
$3,000 went

in
to

New

its relatively higher costs, an immediate
method for getting on the air. One of the
producers of studio TV audience participation programs, Ray Harvey, avers, "I
don't know of any other live television
show in which a sponsor can get such inexpensive laughs." His televised School
Days package is done for as little as $250
a show (talent and production costs).
Harvey adds that an acceptable show can
be done for $150 if necessary. Like most
TV producers, Harvey promotes his merchandise prizes at no cost to himself. The
money goes only for an mc and for equipment and props for stunts, allowing an
average of $10-$20 per stunt. As always,
there is no limit on what can be spent
on stunts. But audience participation
cost is still cheaper than any other form
of indoor TV programing.
The TV audience participation program
works well not only for the advertiser who
has a packaged product to sell, but also for
the advertiser who sells a large and varied
line of merchandise. When Sears, Roebuck (Philadelphia) decided to use television, they bought a Raymond E. Nelson
package, Visi-Quiz, on Philadelphia's
WPTZ (SPONSOR, December 1946). The
program went on the air in September of
1946, a time when there were only some
600 sets in the market. After the number
of sets had climed to nearly 2,000 Nelson
and Sears decided to include in the quiz
show format a question directed to
viewers, who were invited to call the
studio if they knew the answer. The
night the check was made the program
brought in 100 calls and 1,772 additional
busy signals on the three lines set up to
handle the calls. With allowance for

charity
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Dennis James gives a TVcontestant the acient flour treatment

duplicated calls this meant that at least
75'/f of the total video receivers in the city
were tuned to Visi'Quiz.
An ingenious feature in the show added
to its selling effectiveness. To display the
prizes, which were all merchandise gifts
from Sears, a large "mock-up" of the
Sears catalog was placed in the center of
the studio. Whenever a contestant won a
prize he walked over to this outsize catalog, swung it open, and picked out a prize
from the many waiting inside. In large
size type, where the cameras could pick it
up, was the catalog order number. It was
a commercial but the viewers didn't
know it. They just "ohed" and "ahed"
at the prizes.
Just how effective this device could be
was proved by a Sears survey of orders
placed at the catalog order desks. The
customer who didn't own a TV set
ordered an average $8.50 worth of merchandise. Customers who owned sets and
regularly tuned in Visi'Quiz were found
to be ordering an average of $95.00
worth. Sears felt, and still does, that the
show was a success. They took it off the

'Happy"

Felton takes his contestants to school with gag questions

air in June 1947 only to wait for the
number of sets in the market to climb.
Now that Philadelphia has a sizable number of sets. Sears is thinking of bringing
Visi'Quiz again before the iconoscopes.
They remember those hundred-dollar
orders where the customer said he had
"seen it on television," even if there
weren't enough of them.
This sort of result has led, unfortunately, to a widespread belief that the only
thing necessary to a successful TV audience participation program is to select a
tried-and-true radio formula and transfer
it intact to the viewing screen. Raymond
Nelson, producer of the Sears show, says,
"There is a great deal more to it than just
bringing a contestant from the audience
before a camera and hitting him with a
custard pie." His beliefs are shared by
such directors of TV audience shows as
Charles Stark, Ray Harvey, Walter
Ware, Harvey Marlowe, and others who
have produced successful TV audience
participation programs.
Even if the format is built from scratch
with the visual medium in mind, it is easy

'Charade Quiz" is typical of visual stump-the-experts programs

When

to go wrong on the choice of an mc.
Probably nothing irritates the living-room
viewer as much as an emcee who is a
smart aleck, or who humiliates the contestant. Producers insist that more than
anything else, the emcee should be likeable, easy, and able to do a last minute
switch on a gag if it is not going correctly.
He must never be snide, act superior, or
try to be a box-office comedian. Program
analysis studies of the CBS Research Department show that the audience attention on quiz and audience participation
shows falls off when the mc departs from
the format of the show to wise crack
unless of course the gags grow naturally
from the situation.
The addition of the camera has created
a new set of rules regarding the type of
questions and stunts that go over well
with viewers. Radio quiz shows often
need super-elaborate gags and lengthy
explanations, such as the stunts on Truth
or Consequences and People Are Funny.
Here, radio paints broadly on a limited
canvas to obtain its effects. The visual
(Please turn to page 60)

the telephone figures in the prosram, operators are telegenic

People or homes ?
-best for qualitative researcii**
H. M. BEVILLE, JR.
Director of research, National Broadcasting Company

I thought your article, "Listeners Are People," in the
May issue was extremely well done. The tremendous preoccupation of radio advertisers with program ratings which
are based on families has somewhat beclouded the fact that
"listeners are people."
One very important research field which puts major
emphasis on individual listeners as its unit of measurement
for qualitative program testing is exemplified by the Schwerin
Research Corporation and its work for NBC and many sponsors. In this research the reactions of each individual in
the test audience are obtained so that it is possible for an
advertiser to determine quickly and inexpensively to what
segments of the total population any particular program
appeals most strongly. This type of research is of great
importance in determining whether a particular program is
successful in hitting its mark. Since radio offers advertisers
the opportunity to sponsor the type of program which will
have the strongest possible appeal for the audience which
represents prospects, qualitative program research can be
of great value in telling him how the audience he par'
{Please turn to page 50)

^ManiilieN are people too''
C. E. HOOPER
President, C. E. Hooper, Inc.

I read your article, "Listeners Are People," in sponsor.
May 1948, and I agree with the title.
This is not to say that I disagree with the contents
because we fully expect to supply the industry with personal
listening records on individual listeners. The opportunity
to do this represents the basic appeal of the listener diary on
which, as you know, we have settled as a major device for
supplying supplementary information to the industry. The
diary provides the opportunity for the individual to enter
his record of what he listened to when, regardless of where
he is or how he catches the program and, what is more,
regardless of the type of service he is utilizing: television,
{Please turn to page 50)
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for May promulgated the thesis

that people, not homes, listen. To document this formula, facts based upon
WRC's "personal <liary study** and a host
of other studies were presented. The pros
and cons are presented below in this issue.

Homes

People
ff
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^^-are pureiiasing units''
OSCAR KATZ
Director of research, Columbia Broadcasting System

I read your article, "Listeners Are People," and find it
difficult to agree that the radio family is no longer an accept'
able unit for measuring program audiences. While it is, of
course, true that people, not homes, listen, it is still a pretty
incontrovertible marketing fact that the family is today,
just as it was 10 years ago, the purchasing unit for the great
majority of products advertised on the air. It is no accident
that all the familiar research panels, such as the Industrial
Surveys Company panel and the J. Walter Thompson Company panel, have been reporting on a family basis for the
past nine years.
This is not to imply that listening figures on an individual
basis do not have a worthwhile supplemental value. It is
generally helpful to have at hand simultaneous measurements on both bases. The listener diary technique, which
CBS pioneered and has used for years, has been designed to
give this sort of flexibility. By measuring family listening
and at the same time determining audience composition,
we have been able both to provide family measurements and
to reflect the number of characteristics of the individuals
comprising the family circle listening to a given program.
Some 41 CBS diary studies back, in connection with what
was one of the first diary studies ever conducted, we gathered
information separately by individuals. Before long, however, we also processed the data by families as it became
increasingly obvious that the family unit could not be by{Please turn to page 50)

^'-neeessary for eorreiation"
HANS ZEISEL
Associate director of research, McCann-Erickson

WRC's Individual Diary Survey is undoubtedly a great
step forward in the field of audience research. It is important, however, to accompany each such new step with an
effort to indicate where in the framework of other audience
measurements this particular one fits in, lest the tide of new
measurements become confusing.
{Please turn to page 52)
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blue sea. It is his responsibility to place national spot campaigns effectively despite the lack of adequate tools.
He has to buy time for account executives, advertising managers, and other
sponsor personnel, who often know little
of the broadcast medium and less about
how to use it effectively.

That the timebuyer has been able to do
as good a job as he has during the past ten
years is a tribute to his willingness to
sweat and dig for facts that are not otherwise available.
The men and women who bear the
title of timebuyer, manager of the radio
luedia department, etc., are not the personnel of the agency who cope with the
headaches. It's the assistant timebuyer,
or members of timebuying staffs, who find
themselves knocking their heads against
the stone walls. It's the Ann Wrights
(Thompson), Joe Lincolns (Y&R), Elenore Scanlons (BBD&O), Betty Ruth
Bruns (Bates), Penelope Simmons (Fed-

eral), and Henry Clochessys (Ccmpton)
who do the struggling. They operate
with 10% of the information they desire
and feel essential to cope with the
Gordian knot that budget, market, goal,
dealer, and distributor tie.

tract department, special announcements
were being written by the program department of the agency. To all intents and
purposes the station was being integrated
into the advertising operations of the
account.
Of course the availabilities had been

The failure of radio to supply timebuyers with what they require is to a offered "subject to prior sale" but since a
week had gone by and the representative
degree the direct result of the manner in
had not notified the agency that the spxjts
which the industry sales problems have to
were not clear, the timebuyer naturally
be handled. Recently a station in the
concluded that everything would be okay.
Middlewesthad choice chain breaks availThe station representative's salesman,
able. It notified the offices of its representative. Almost within an hour the not hearing, finally wired the station for
confirmation.
The station answered:
New York office had them sold. Notice to
"availabilities previously sold
this effect was sent the station. A little
later another salesman in the New York
by your own office.
don't you
office sold the open breaks to another
boys talk to each other."
When the timebuyer received the news,
prospect and also wrote the station for
Not only had the
confirmation. Three days later the first he hit the ceiling.
sale was confirmed by the station. A agency gone to considerable expense, but
week went by. The second timebuyer it had to go to the client and tell him that
who had contracted for the prime avail- the spots were not going to be available in
abilities had notified the client and agency
the specific market. The sponsor's advertising manager had to go to the sales
production department of the buy. Time
orders were being drawn up by the con- manager and tell him tiie bad news. The

Frolih'iiiN ill the sigi^nc^y

Problems

1. Limited staff

1. .\dvertisers lack knowledge

2. Markt'liiig data unrelated to radio coverage

2. Local pressure forces unbalancetl buying

3. Lack of coordination
ing personnel

3. Spot advertising seldom

helMeen

media

buy-

to light

for

6. Necessity for buying in most cases
without kiioAvlcdge of the ropy or campaign
7. ( lit-rkiiig «>f ^pot campaigns
make real cvaliiati(»n
8. Seldom
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enough

of s|K>t radio

tlonc long term

4. National and district salesnianagers make
arbitrary changes after a schedule is set

4. Little direct contact with clients
5. Failure of account executives
timehuyers' recommendations

%%iili the >iponM»r

too limited to

time to set up a 8che<lule

5. ^^ponsors do not like to be bothere<l with
details — timebuying is all <letail
6. Advertisers expect more
than from other media

results

from spot

7. Too little point-of-sale promotion
tt.

Salesmen

are seldom

9.

Top management

hard

bricfe<l

on

for s|>ot
spot

!<» impress on spot
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they're enthuNiaNtie ahout their
jobN. but the tools are laekini^

salesmanager had to write his district
manager and tell him it was a false alarm.
Luckily the district manager hadn't
moved too quickly and he didn't have to
tell his retailer customers that the local
advertising campaign had been cancelled.
In other like cases the district managers
have had to explain to retailers that "due
to circumstances beyond our control, the

were in contact with the agency 28 times
in the two days. When the account executive couldn't be reached, the sponsor
spoke to the head of the radio department.
When the radio head wasn't there, the
sponsor spoke to the media head. When
all three executives were unavailable, the
timebuyer herself (it was a girl this time)
had to handle the inquiries. She handled
16 calls.

campaign has been cancelled."
To set up the above schedule the timeTimebuyers have been fired for "accibuyer spoke to 17 station representatives,
dents" like these.
Station representatives are seldom in wired 15 stations direct, and phoned six,
the position of holding availabilities open long distance. Less than half of the station representatives could give her infor any length of time. Time that isn't
formation on availabilities without checksold is 100% loss in the national spot field.
ing their stations. The timebuyer was in
Station representatives have been burned
when, violating their regular operational no position to report the number of calls
rules of "first come first served," they that station representatives had to make
have held prime availabilities open for a to obtain the necessary availabilities for
specific sponsor. Timebuyers have sat on her.
She turned over to the account execuchoice spots for two to three weeks (often
through no fault of their own) and then
tive the complete line-up of firm availabilities for the 75 markets in four days,
had to return them to the station reps
48
hours
after she was supposed to deliver
with ' 'sorry . " As one station representative
wryly put it, "neither our stations nor our
own shop can pay bills with 'sorrys'."
Timebuyers who have shifted from
other sections of an agency's media department find it difficult to realize how
speed is the essence when a prime availability opens. They have seldom been
faced with the same factors in newspaper
or magazine space buying. Some of them
actually resent what they term "the rush
act" that station reps give them when a
choice spot becomes available. Others
resent not being informed when time
opens.
Advertisers at any one specific time are
either interested in radio, or they're not.
When they are interested they want facts,
figures, and availabilities at once. They
think nothing of asking for a 75-station
schedule in 24 hours. One timebuyer
made a record of the number of calls that
was made by a sponsor on a new spot
campaign in one 48-hour period. The
advertising manager,
or his assistants,
JUNE
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the information. After the timebuyer had
worked "round the clock," the sponsor
held the list for a week before making up
his mind. At the end of the seven days
the entire schedule was accepted. Because the sponsor had held up his decision
for a week, the timebuyer discovered that
"firm" availabilities in 10 cases were no
longer open. She had to start all over
again clearing time in these markets.
Since the client is always right in a case
like this, it was all the timebuyer's fault.
"Hadn't she made it clear that this was a
commitment?"
She hadn't, because until it was approved by the advertiser the entire campaign was speculative. She naturally
couldn't tell that to the client. Neither
could the account executive, who simply
explained, "Our Miss Blank must have
misinterpreted her instructions."
This isn't an isolated case. It happens
every week at some agency. When a
national spot campaign is planned, it's
(Please turn to page 66)

Problems ^rith stations, representatives
1. Choice availabilities frequently not available for spot
2. Stations want immediate decisions on availabilities and
national advertisers aren't geared that way
3. Stations want to sell spot programs but generally do not
make information available on why they're good buys
4. Few stations compile market and marketing data
5. Most station merchandising looks good only on paper
6. Many station representatives do not keep their "current availabilities" file up to date
7. Station representatives do not usually present availabilities to show what is on competing stations at the
same time
8. Stations and their representatives do not make their information available in a readily accessible form
9. Promotional luncheons are useful ONLY IF the station
or its representative has something to say
33

KPRC's "Garden Club of the Air" is identified with dirt hobbyists throughout Houston. Local flower show audiences Rock to sponsor's exhibit

America's top hobby
^pot advertisers ar<^ diseovorinjif

that din -clobbers buy everytiiiiig
At least one person in every
home is interested in gardening, say horticulturists.
The passion for coaxing beauty or utility

over-ail

from growing things isn't limited to any
social, economic, or educational group.
On the same day that the governor of the
state wrote the conductor of the KPRC,
Houston, Garden Club of the Air expressing his appreciation of the show, a colored
mail carrier rang the doorbell to ask the

affiliated." Your skyscraper gardener is
probably a member of the garden club
that hoisted his dirt up in the elevator.
Gardeners of every description are an
audience hungry for practical information
about gardening both vegetable and

American families will buy. Garden
shows have sold, in addition to seeds and
fertilizers, such things as beer, oil, tires,
electrical appliances, etc.
\\'h\ haven't more stations and sponsors cashed in on the proved interest of

flower. A station doesn't have to build up the nation's number one group of hobbyists? Despite the fact that probably more
interest; it has only to feed existing interest with the right kind of show. People of literature is distributed yearly on gardenthe dig and spray fraternity want to know
ing topics than on all other hobbies put
together,
despite the fact that basically
what's going on in the world of their
agricultural
programs (^early morning
mc's opinion on the knotty problem of hobby, who's doing what, want to share
azaleas versus camellias.
secrets and experiences. That's part of stuff) and general women's service programs deal regularly with garden topics,
In a great city you're just as likely to their hobby fun, just as important as
see a carefully watered geranium pot on getting the right answers to their prob- many stations and sponsors close their
the fire escape of a slum tenement as you lems.
eyes to the depth and range of Mr. and
are to find expensive flowers and shrubs
The sponsor who gives listeners a show Mrs. America's fascination with growing
atop a skyscraper. Your millions of box which will do these things can sell them things. There's a belief in some quarters
and pot gardeners are probably "un- almost anything that a cross-section of that vegetable and flower growing is a
34
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kind of sewing circle business.
This is a bad misconception of the seri'
ousness with which the dwellers in the
nation's towns and cities take their
hobby. Even those whose only fling at
horticulturing may consist in the careful
tending of indoor plants testify that they
listen regularly to a garden show or to
early morning farm broadcasts for nuggets of information about growing things.
The fact that most garden organizations include social activities has contributed to the feeling that gardening is
fruitless. Yet the desire to get together to
admire a member's skill and do a little
modest bragging to boot can be made to
work for a radio program. WWJ's
Garden Hour (Detroit), KEX's (Portland,
Ore.) Dirt Doctor, are two of many which
have done a selling job.
The experience of Phil Alampi, Farm
Director of WJZ, New York, is not unlike
that of many farm broadcasters. He devotes about a sixth of his time, on an

New

York gardening enthusiasts get up early (6-7 a.m.) to weed and hear WNBC's

Tom Page

average, to discussing home -gardening
questions. WNJR, Newark, first broadcast Your Garden Today at 6:30 a.m. to
give N. Y. farmers a better break. The
show went on in November, and as it
moved into winter so many listeners
asked for a later hour that they switched
it to 8:55. WNJR had expected winter
listening to fall off, but it held steadily.
Stumpp and Walter Company (garden
products) is the sponsor.
Collier's discovered that gardening is
top favorite of its readers' leisure time
activities in a survey made earlier this
year by the Crowell-Collier Publishing
Co. They came up with the fact that
three out of five of Collier's readers have
Gourd

raising

was

top

stunt

For

WTMJ

Tom Williams,

"Old

Dirt

Dobber,"

broadcasts

gardens. Percentagewise gardening had a
slight edge over the next most popular
sports with both men and women readers.
Second most popular leisure activity
with men is fishing, with 56% participating. With women, swimming was next to
gardening with 47% participating.
Sixty-one per cent of men and 57% of
women readers have outdoor plots of some
kind. Flower-growing was more popular
with women, while more men chose
vegetable-growing.
Another survey at about the same time
was made of American Magazine men
readers for sports and hobby preferences.
The figures stacked up like this:
Hobbies
(% participating)
Gardening
51

direct

from garden

over WLAC,

Woodworking
Photography

Nashville

27
22

(% participating)
Fishing
39
Sports
Baseball
32
Golf
29
Although 71% of American Magazine men
readers said they engage in outdoor sports
and 63% in hobbies, gardening actually
took a greater total number of men outdoors than fishing, the most popular sport.
So exuberant is the growing interest in
gardening that it's breaking out all over
the continental landscape. In a kind of
floral chain-reaction "Round Robin
Clubs" have been springing up by hundreds in the
last turn
five orto page
six years.
{Please
80) They're
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^toH|b%4|t Radio didn't make Air^Wick.
^^^^ changed
^^^El|f
But
broadcast
advertising
the air purifier
from

a class commodity, which its manufacturer thought it was, to a mass consump-

Radio o'eates
a new living habit
Air-Wick

became

an American

in»«tiiuii4»n via two 1.%-niinnte
network

pro^iirams w^eekly

tion product
nation's
homes.now in use in 20*^ ^ of the
It also changed a regional wholesale
grocer fSeeman Brothers, Incj, with 8590% of its sales within 50 miles of New
York City, to a national business distributing in 48 states. Radio further
helped Seeman Brothers to increase their
net working capital from $4,376,802 in
1946 to $8,239,914 in 1947 an increase of
nearly 90% in one year. This jump in
working capital, caused by the necessity
of a much larger inventory ($4,382,789 in
1946 and $6,538,797 in 1947j. reduced the
net income per share of common stock
from $1.21 for July-December 1946 to
$1.19 for the same period in 1947.
Whereas the corporation's ratio of working capital to liabilities in 1944, the year
following the introduction of Air-Wick,
was 3 to 1 , the current ratio is 6.92 to 1 ,
an increase in assets of over lOO'^c '"
slightly over three years.
Seeman Brothers are very reluctant to
reveal how great a contribution Air-Wick
is making to their business. This is
understandable since over 70 competitive
products have come on the market since
Air-Wick was first introduced in 1943.
Seeman is not interested in inspiring new
competition b>' reporting the really huge
Air-Wick profits. Air-Wick business is
included in Seeman Brothers' financial
statement along with its White Rose
trade-marked line of canned goods and
other items.
Gjmpetitor San-0-\'an is reported to
iiave spent over $500,000 tr\ing to establish itself in the New England market and
OCedar, a well known name on waxes
and cleansing antiseptics, is still trying to
introduce its Odac spray.
Air-Wick made its own market. House'
hold and cooking odors for generations
liave been accepted as necessar>' evils.
Smoke-laden living nxims have also been
accepted as one of the unpleasantnesses of
the smoking habit. .At first it was
thought
somedo ad-men
"B-0"
approach by
might
the job,that
but aSeeman,
feeling that it had a class product, did not
believe that it could frighten upperbracket income groups into buying. The
problem that Seeman Brothers faced was
the developing of a new living habit, of the
automatic thought "open the Air-Wick
lx)ttle whenever an odor ma\ offend."
Don Gardner s straighl handling of the news
helps fo build Monday
Morning Headlines
SPONSOR

Gaslines on nearly all big comedy programs help to spread the fame of Air-Wick.
Eddie (iaiitor:
You a wrestler?
Why when
Gorgeous
George enters the ring they spray the
place ivith Chanel I\'o. 5.
Mad
Russian:
For me

they open

Air-W^ick.

At the time of determining the introductory advertising budget of $50,000 the
Weintraub agency moved into the picture. Newspapers in the New York market were used at the outset, the first copy
being placed during May 1943. The immediate response is said to have been sensational and the idea of a $50,000 yearlong test was discarded and replaced by
an advertising allowance per case within
five months after the first ad appeared.
Several times the original $50,000 were
spent during the first year.
Seeman and Weintraub continued to
use newspapers until the end of the second
year of selling Air-Wick. By this time 60
leading markets had been opened, the
product spreading throughout the country, market by market, as manufacturing
and distributing problems were overcome.
During the third Air- Wick year, starting
May 1945, the product was introduced to
the pages of national magazines — Lije,
Good Housekeeping, Ladies Home Journal.
During this year, the magazine budget
was $200,000 and newspapers received
about $150,000. Air- Wick was introduced to Lije's pages with a double-page
spread. Other magazines carried full
pages on a fairly regular schedule.
The following year the agency and
sponsor felt that truly national distribution had been achieved and decided that
the time had arrived for the use of radio.
Weintraub generally is regarded as a user
of network time rather than spot broadcasting. He leans to the theory that
newspapers are the ideal medium with
which to open markets, that magazines
can help extend a territory-by-territory
operation to national proportions. Then
it's time, according to Weintraub thinking, to take to a national network operation and to make the networks pay off at
point of sale.
In September 1946 Weintraub bought
Monday Morning Headlines on ABC, Sunday evenings. The program follows on
the air Weintraub's
successful Drew
JUNE
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Fred Allen : It hy the muJJ with
a skunk coat?
Minerva Pious: Inside the muff
is an .iir-U ick.

In majority of cases they also sell the odor remover
IJoh Hop*':

liona hi Colnid It deserved his Oscar but

don^t YOU something?
think mv performance in "Road to Rio^'
deserved
Georgia

Pearson airing (sponsor, February 1947)
for Lee Hats. Weintraub started with a
line-up of 230 stations. At this time,
newspapers were dropped and several
more magazines — Better Homes & Gar'
dens, Esquire, Cosmopolitan — were added.
Before radio was added to the
schedule the Air-Wick sales, according to
a well-known grocery index, had been increasing at the rate of 30% per year.
With the first network program the sales
increase jumped to 40% per year, and
this despite the fact that sales figures had
to beat, percentagewise, the figures of the
previous years which had been jumping
at the 30% figure.
At the end of January 1948 Weintraub
felt it was time to add a daytime program
geared 100% for the mass market. While
Monday Morning Headlines does not fall
into the "class appeal" category, it does
follow Drew Pearson, a crusading type of
newsman, and can be construed not to
reach "every woman." The latest audience composition report (Hooper) gives
the Headlines program an audience per
set-in-use of 1.8 women, 0.95 men, and
0.33 children.
Weintraub decided that a motion picture appeal would hit the mass housewife
and bought Hollywood Headlines, Saturday a.m. on ABC. The program is built
in association with Photoplay Magazine,
which books stars, collects the Hollywood
news and color for the show. This lends
authority to the airing which it might not
have as a straight motion picture gossip
program. The network for Monday
Morriiyig Headlines was reduced from 230
outlets to 188, the 42 dropped stations
having territories with Air-Wick sales
potentials which do not justify dual
airings.
Seeman Brothers are now spending
$624, 1 30 a year for broadcast time, gross
(sans frequency or dollar volume discounts). The cost of the talent (program
material) is nominal. Don Gardner, who
handles the newscast, is not an "expen-

Gibbs:

Yes, Bob.

i bottle of 4ir-Wick.

sive" name and the news is handled by
ABC's newsroom. The Hollywood Head'
lines cost, because of the Photoplay tie-up,
is very small.
With the dual air program schedule,
Air-Wick is expected to do 60% better
this year than last, and to exceed the Seeman business from all other sources combined. So appealing has been the national
business scene to Sylvan L. Stix, president
of Seeman, that he's looking over new
products all the time, with an eye to adding to their one-item national line. It's
expensive to distribute a single product
nationally and the sooner Seeman has a
number of products to sell the U. S. the
sooner it will be able to cut down distributing costs which are admittedly high.
An intensive attempt has been made to
educate women — and women buy over
90% of all Air-Wick that is sold— to buy
several bottles at a time. Research has
developed the fact that when it is a
bottle-by-bottle purchase there is an
average of five days between times in
which these homes are without the
product and this cuts down by as much as
five bottles a year what an individual
home will use. The average bottle is
consumed in from four to six weeks.
Radioed reminders of Air-Wick week
after week are said to have cut down this
purchase lag — increased the number of
bottles used simultaneously per home
besides introducing it to new buyers.
Radio has also contributed
becoming almost a generic
product. Air comic after
using it in gag sequences —

to Air-Wick's
name for the
comic is now
hardly a week

goes by that a telegram doesn't reach the
agency requesting permission to use the
name for a comedy sequence. Jack Carson, Eddie Cantor, Charlie McCarthy,
Fred Allen, Jack Benny, Abbott and Costello are a few who have Air-Wicked
broadcasts for laughs.
Seeman Brothers' two programs for the
product have gone far towards making
Air-Wick part of the American scene.»»»
37

JUJJJ-FJ_FJ_^PgHqg^P^^^^W

c^he:.vr(dLet/

I

6:30
I

)

f----

innfftnfinnwim

wnfnFivr^fr-iBliHHnMH'

gHITIBT^PWTgPlMi
I

Cleveland Chevrolet dealer devotes window display to telling passers-by he sponsors WHK's popular "Dinner Winner" telephone prograr

Spons<»rs find that it pay!< to
take the partieipating auciien«*e
out of the »»ludio into the home
Mr. Bell's little instrument is on NBC, CBS, and MBS. The money
a potent broadcasting device. award was practically the same. The
It's radio's only direct link between formula for picking the telephone number
listener and broadcaster. Even within to be called was practically identical with
the approved range of use permissible that used before the war. The entertainunder the rules of the Federal Communi'
ment was not noticeably better or worse
cations Commission and the telephone than it was when it threw all of broadcastcompany itself, it can make or break
ing into a dither. The only thing different

over-ail

programs.
was that this time it just didn't attract
Why?
There's no pat formula which delivers listeners.
outstanding audiences. When the Pot o'
Gold was first aired it reached such listenNo one has the answer. It just didn't
ing heights that no other program on the seem to pull.
air at the same time could attract a
The telephone is naturally a two-wa\
worthwhile audience. Telephone traffic instrument. By FCC regulation it cannot
during the half hour dropped to the lowest be used on the air in a manner that permits both the caller in the studio and the
in the 20 previous years of operation of
the AT&T.
listener on the phone to be heard. Nevertheles itis used as both an incoming and
When the program returned to the air
on ABC two years ago, there was trep- an outgoing program device despite the
idation in the
heartr of competition radio audience's inability to hear both
38

sides of a conversation.
This past season has seen its outgoing
use reach an all-time impact high on
Truth or Consequences, Stop the Music, and
People Are Funny. Consequences reached
its greatest listening audience to date
through its "walking man" telephone promotion. Stop the Music is the first program to give ABC a sizable Sunday
evening audience in competition with
McCarthy and Allen. Throughout the
U. S. A. listeners hum the "mystery tune"
for anyone who'll listen, and then they
ask for the name of the song. Music retailers find it's important for them to be
able to tell the title of the current week's
money tune to customers who ask.
Millions of homes tune their local .ABC
stations and keep one ear to the loud
speaker and the other cocked for the

phone.

SPONSOR

find it's easier to
at this time for
but also find the
cooperative than

the foreseeable future. Arthur Haas, the
president of the company, wants to keep
Cleveland sold on Chevrolets so that
when the time comes that the automotive

usual. They're waiting for that Stop
the Music call.

business reenters a buyers' market, he'll
have enough consumer acceptance to ride
the storm.

Hooper interviewers
get through to homes
their rating information
phone answerers less

The outgoing call- the call from the
program to the radio home — is an effeC'
live local station device just as it is a network audience builder. Tello-Test, and
the many like games which it has inspired, issponsored by over 50 different
products throughout the U. S. A. The
idea is simplicity itself. An announcer
phones one home after another asking the
answer to the day's question. The ques'
tion may be, for instance, the source of a
certain quotation. It may be a date in
history. It may be the name of a star
who played some great role in the theater
or on the screen. If the persons called
during one broadcast can't answer the
question then the prize money is added to
the next day's pot. In most cases the
basic prize is $5.00. However, the jackpot has risen to over $150 when a particularly obscure question was used, although public libraries in many areas in
which \TellO'test is broadcast post the
answers on their bulletin boards. Tellotest has, in the opinion of many station
executives who have used or are using it,
passed its zenith. Nevertheless it's doing
a tremendous advertising job in many
sections of the country. Its appeal is
basic. It's the listener in the home who
plays, not the small group that can
squeeze into a studio.
This very same appeal, with the prizes
in the form of food instead of money, has
made WHK's Dinner Winner the top
local program in Cleveland, with a rating
of 15.4 (fall-winter, October 1947 through
February 1948, City Hooperating). Din'
ner Winner is a 15-minute telephone program. The announcer. Bob Ledyard,
calls from eight to 12 phone numbers on
each broadcast. If the person answering
the phone says "roast beef" or whatever
food he is eating that night, instead of the
conventional "hello," a free dinner goes
over to the family the next day. For
instance if a dinner winner mentions
"ham" when she answers the phone, she
might receive a ten-pound ham, a peck of
sweet potatoes, two cans of pineapple,
two heads of lettuce, two loaves of bread,
and a pound of butter.
The sponsor of Dmner Winner in Cleveland isthe local Chevrolet dealer, who is
finding that it brings prospects in to his
showroom daily. There isn't an oversupply of Chevrolet cars at present or in

The free food is given away each day by
Pavelka Bros. Co. They're thrilled by
the acceptance they have achieved via the
give-away routine. Pavelka is "the talk
of the town," says its president, Henry A.
Loesch, "through Dinner Wiy^ner."
These devices which inveigle listeners
into answering the phone in some fashion
other than "hello" are a headache for
Hooper and other researchers who use the
telephone to obtain their information. In
Cleveland and other areas which have
followed WHK with this free meal program (Chicago, Detroit, Akron, to mention three). Hooper girls are slightly
abashed when they call during the Dinner
Winner broadcast and are greeted with
"pork." However, food doesn't throw
them nearly so hard as to have the respondents answer the name of a radio
station as they did down in New Orleans,
with station WNOE.
Everyone who answers the name of the
radio station which is running a promotion like WNOE's gets some cash.
At first Hooper decided not to issue
ratings for areas where a money promotion was active. Now Hooper has his
girls in these areas preface their calls with
the following statement:
"This is not a radio station calling. I
am a Hooper radio reporter. There is no
reward for answering my questions. May
I have your sincere answer? Were you
listening to your radio just now?" Then
the girl goes ahead with her regular set of
Hooper queries. It takes the girl a little
longer to make the required number of
phone calls in each town where the interviewers have to use this disclaimer but it
prevents a rating report's being thrown
out of kilter.
There is little question but that a quick
way for a station to impress its call letters
on any service area is via a phone promotion such as WNOE's. And since the
station pays just $1 per call letter answer
it's an inexpensive promotion.
Latest, and as yet unproved, outgoing
use of the telephone is Mutual's Lucky
Partner, which pairs a studio contestant
with a contestant in the home, via the
telephone. Dennis James is mcing this
one, which started May 20.
{Please turn to page 96)

How Its done on Stop The Music: (1) Visitins star picks phone book number (2) Phone calls
placed as previous winner watches (3) Band plays and mc waits for phone call (4) The music
stops and, via phone, contestant is asked nameof song. Prizes exceed $1 8,000 per song question
JUNE
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lVI<'viNi4»ii*N 4^arlv c*omnier4*ial
|iali4^rii In bciii];*' I'MlabliNlied.
S|»4»rls Uik^' If'^ail in rolling

lllilVERAI.KS

ALTO.>ll»IKILIi:«<
SPONSUK:

J'a. kar.l Has

Hi.lge, Inc.

I'KOULCT:

I'ackanl

SPONSOR:

National Brewing Co.

PKOULCT:

C APSLLE CASE HISTORY: Xalional Rrcicing came on
the risual air lasi I\oiember with pro basketball games of
the lialtimore Bullets and the Washington Capitols ami
proved again that sf)orts sell lieer. Sales went up despite

<: \I»SI I.K C VSi: HISIOH^ .■ For Jour necks carlv in 1917
tills iiiitnniotiic dealer sfumsored ii two-minute Jilm demonsi rating I Ik- I'aekanl. There uas no entertainment or
glamor in the />i(lorial demtmstratitm. Pavhards. nnlihe
other cam, hare not been scarce in metropolitan Arir > ork,
hut this dealer sold out his years allotment with these four
tele<asls. Time costs ivere $600. Sales were $21,000.
Afiency: ) ouny. & Rubicam.

the fact that basketball lime (winter) is not In-er time.
April 20 a survey indicated that 80.5% of Baltimore
owners were looking at .\ational-sponsored basketball
88.3% identijicd the advertiser Agency: Owen &Chapf

NX ABD,

WM

Ne«

York

PK()(;H

\\I:

I u,..miiml.- <„...n..r. ials

Ki:Vi:KA4.iES
Sl'ONSOR:

PaUl

Sales Co.

^.■^^ •\.,rk

UAZOIK
SI'ONSOR:

PROD

LCI': Beer

I'H()(;H\M:

Pro F.HXl.all

KEAIIES

\larlii. 1 irearm.s Co.

CAPS! LECVSi; IIISIOKV:

I'KODl CI: Kla.l.
Following the telecast of a

sored (iwly a.m. program on If 'OH, \eu- York, llie tivo
ojfers each pulled the greatest response per ad-dollar-spent
in the sponsor's history. The response per thousand television homes icas over ten limes as great as the respimse
{ter tliousatul radio homes.
New

York

Baltimore

IMUHiR

\M:

Pro Ba^ketl.all

SPONSOR:

Gimbel's Department

Store

PRODUCT:

Lipstick

CAPSULE CASE HLSTOHY: As an imjmct test. GimM's
offered a sample lipstick on one Sunday neicsnTl telecast in
February. The offer ivas made on a single program.
There were an estimated 1.000 receivers in \Tilicaiikee at
this time. On Monday, the day after the teleiast, 257 requests tivre received for the sample. This represented one
set in five in the area, allowing for multiple requests from
he same home.
WTVTJ-TV.

Mijuaiik.e

I'R()(;RAM:

Nowsreel

II03IE AI*I*EIA>C ES

Columbia I', football game Marliii offered a razor blade
free. The same offer was made on their regularly -spon-

WCBS-TV,

\R-TV.

On
set
and
tell.

COSMETICS

CAPSULE CASK lllSTOin : Pabst sponsored nine games
of the I\ew ) ork Giants Football team over H .\B T during
the fall of 1947. After the second game, they reported that
they had their biggest we^'k of Pabst history in the metropolitan .%<•/< > ork area. The cost to the sponsor was approximately $50,000. Taverns ichich had said "no'" to
Pabst salesmen for years called the Pabst distributor,
and asked to be served.
Agency: IT arwick and Legler.

W MM.

Beer

PR«k;R\M:

CoIIc-m- I .M.ihall

SPONSOR:

TrillinpX Montague

PRODLCT:

Norge Appliances

CAI»SULE CASE HIS lOlO : Despite the limilcil set distribution at the time that 1 . and M.. \orgejoblH'rs, sponsored
the ]T arriors' professional basketball games, the spon.sorsliif> opened up neiv dealershifis for the .\orge line. Since
most (h'alers carrying kitchen appliances also carry television receivers the dealer impact teas naturally grifit.
I . iK: M. s(desmcn uere greetitl regularly icitli " lion's your
basketball team doing? "
W EII,-TV. Philadelphia

l'l{()(.K \M:

Pro Ba«ketl>ail

.^^^

Thirty additional advertisers (over and above the

^HW^^^

230 who used video in April) were on the air in
May. New users of the video medium ranged
from the florists of Chicago (on WGN-TV and WBKB) to
investment counselors (Francis I. du Pont Qjmpany) over
WABD in New York. They included a number of brewers, oil
refiners, and automotive dealers. Very little that was new in
the commercial use of the medium was evidenced during the
month but Chesterfields, to protect their New York Giants'
telecasts, eliminated all billboard advertising from the New
York Polo Grounds except their own. This move may have
started a trend which will hit other baseball diamonds through'
out the nation. There's no question about who is paying for the
telecasting of the New York National League games. Other
sponsors seem less worried about having other advertisers use

PUBLIC
SPONSOR:

UTILITY

Philadelphia Electric

PRODUCT:

billboards in baseball parks or perhaps overlooked this factor.
In New York, one Sunday afternoon in May, the circus hit an
all'time viewing high. Over 60% of all video receivers were
tuned to WCBS-TV to view the Ringling Bros.-Barnum and
Bailey multi-ring event from Madison Square Garden. Number of viewers per home also hit an all-time high with more than
seven viewers per set reported for this telecast. Ford dealers
paid the bills for this telecast.
First sponsor to be signed by WPIX, New York Daily News
video station, which officially makes its bow on June 15, was
F. & M. Schaefer Brewing Company, which will sponsor the
Ranger hockey telecasts this fall. Typical of present-day TV,
it was a beer company sponsor and a sporting event combination that started WPIX's commercial roster.

GASOEIIVE
Light and Power

CAPSULE CASE HISTORY: W'PTZ scheduled "Television
Mdlinee" to give dealers something ivilh which to demonstrate sets. Regular talent included Mrs. Florence Han-

SPONSOR:

Esso Marketers

CAPSULE

CASE HISTORY:

PRODUCT:

Gasoline

In order to check what tele-

vision could do to get across a hard-to-explain attribute of a
product, Esso Marketers built commercials to explain the

ford and Judith 0' Flaherty oj Philadelphia Electric. Programs have averaged, since the fall of 1947, 300 requests for
recipes given by these home economists during the program.
The utility has won real good-will not only from the
dealers but from set owners.

money-saving and trouble-saving virtues of "Controlled
Volatility.''''
Before the telecast a research organization
checked a cross-section of the video audience on gasoline

WPTZ, Philadelphia

WNBT,

PROGRAM:

PETROLEIJII
SPONSOR:

CAPSULE

Gulf Refining Co.

CASE HISTORY:

"Television Matinee"

PRODUCTS
PRODUCTS:

Gas, oil, tires

fFhen Gulf first started pre-

senting Jon Gnagy in "YOU Are an Artist'^ they thought
of it as a short-term video experiment.
Now in his second
year, Gnagy is filling an outstanding advertising assignment for the oil firm. A recent check-up revealed that even
bar and grill viewers test their abilitv to draw as Gnagy
demonstrates how.
Offer last fall of drawing pencil for
each drawing drew 887 requests. Agency: Young&Rubicum
\<i NET, New York

PROGRAM:

DEPARTMENT

"YOU

Are an Artist"

STORE

SPONSOR :Ea8tem Columbia PRODUCTS: Silverware&pillows

CAPSULE

CASE HISTORY:

One participating sponsor-

ship, athree-minute commercial in KTLA's "Shopping at
Home,"" sold $800 worth of merchandise and cost $65.
Two products were sold in the three minutes.
Within one
hour after the telecast, 45 phone coll orders were received.
The commercials were straight product presentations of a
silver service ($11.95) and a bed pillow ($5.79).
KTLA, Los Angeles

PROGRAM:

1

"Shopping at Home"

buying.
Another check was made after the "Controlled
Volatility" Esso buyers increased 10.5% after the showings.
New York

PROGRAM:

Esso News

CANDY
SPONSOR:

Loft Candy Company

CAPSULE

CASE HISTORY:

PRODUCT:

Candy

During the early part of 1947,

Loft offered viewers a half-pound box of candy free.
One
out of every 28 television homes requested the sweets.
This
wasnt exceptional.
What was outstanding was the fact
that every letter writer had the involved address, 38-17
18th Street, correct.
The address was shown visually on
the program but uas not emphasized.
WABD,

New York

PROGRAM:

Announcement

roYS
SPONSOR:

American Pipe Cleaner Co.

PRODUCT:

Toy kit

CAPSULE CASE HISTORY: As a side line to regular pipecleaner sales, American Pipe Cleaner put together a kit of
pipe cleaners with instructions to youngsters for fashioning
m iniature figures. They were offered, following a program
addressed to young children, at a time when there were less
than 10,000 receivers in New York.
First offer brought
147 orders at Sl.OO each. Average thereafter was 85 orders.
Vi ABD, New York

PROGRAM:

"Small Fry Club"

1

one-sixth, and the factory pays one-third.
If on the other hand the local distributor
decides to sponsor the program himself
then he pays one-third and the factory
two-thirds.

r

There is another advantage for the
dealers besides the sharing of costs. On
a special deal by a manufacturer the
transcription company is usually willing
to scale down the franchise cost for each
area, since it is guaranteed a number of
sales which it would otherwise have to
make itself.
In some cases sales objectives must be
achieved before the manufacturer is willing to share costs of a dealer broadcast
campaign. In the Philco arrangement for
dealer sponsorship of Myrl and Marge and
Flight with Music, Philco shared costs
when a dealer met his quota. In many
cases this has been an incentive for a

imiare - the - eost
eaiiiiiaigiis
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More and more sales managers
of national advertisers are inspot
sisting that their advertising
budgets include dealer cooperative allowances. Except in the case of soaps, foods,
drugs, and a few other mass-produced and
mass-sold products, 20% of most organizations' dealers produce 80% of their
volume and even a higher percentage of
their profit. Advertising allowances,
either on a per-unit basis (so much for
each refrigerator ordered, etc.), or on a
total volume basis, can and do increase
the dealers' push behind the line of
products with the allowance.
Advertising managers, however, frequently look upon ad allowances as a
polite manner of giving retailers extra discounts. They do not like to see part of
their budgets spent beyond their control.
In fact a sizable percentage (37%) of
sponsor's cross-section of ad managers
believe that dollar for dollar they do not
get their money's worth in space or airtime when they share costs with retailers.
They are less prone to question the effectiveness of sharing space in newspapers
than of sharing airtime. Newspaper advertising space can be seen while it's impossible, except in big population areas,
to check airtime.

piii|ii»iiil

iiiarkt^t

J
local dealer announcements are tacked
fore and aft. Finally there is the allowance which is spent for preparing a transcribed program for which the dealer pays
the entire time bill. The only co-op in the
latter case is the furnishing of the program, tie-in advertising, and suggested
dealer advertising copy.
The advertising manager is not too concerned with the final form of dealer cooperative advertising. He thinks of it as
a mat service. The practice of furnishing
retailers with advertising in cut or mat
form is almost as old as advertising itself.
Making available to dealers programs
which they can sponsor to advertise the
manufacturer's products locally is more
expensive than making black-and-white
copy and art available. However, whereas in the black-and-white copy the manufacturer's trade name and product compete with the dealer's name and copy,
there is little competition between national and local copy on the air program.
Only one appeal can be heard at a time.
Frequentl\ the program that is made
available to local advertisers is an openend transcription for which the manufacturer pays the franchise rate for the

dealer's area. In many cases the manufacturer pays a percentage of both the
Regardless of how advertising man- cost of the transcription and the time.
A typical example of the latter is the
agers feel, dealer cooperative advertising
on the air is on the increase. It takes cooperative operation of Borg-Warner
three basic forms. First there is the Norge division. Norge is making the
allowance which is spent as the dealer Alan Ladd and Freddie Martin programs
desires — of course only to advertise the available to its dealers. If the dealer is
manufacturer's product. Then there is sponsoring one of the program series for
the allowance that is spent on time for a Norge, he pays one-half of time and
specially prepared transcription on which transcription costs, the distributor pays
42

dealer to push Philco instead of a competing brand. It is this impact which
makes sales managers favor dealer cooperative advertising. It's a spur which
prods dealers into doing a better selling
Although Philco has a network program (Crosb> — ABC) it felt the need for
broadcast advertising at the local level.
The dealer
co-op
formula
Philco's
answer
to this
need.
It hasisincreased
job.
sales in the areas which have used
Philco's dealer plan as high as 300% over
areas in which there was no local effort.
Another network advertiser
er cooperative programs is
Shoe Company, which has Ed
Saturday mornings on NBC.
has a substantial audience and

using dealthe Brown
McConnell
Smiling Ed
an unusual

selling record for Brown Shoe. The compan>', however, wanted something extra
with which to spur shoe dealers to special
efforts on Brown Shoes (its Buster Brown
and other linesj. It turned to the Ziv
program, Barry Wood Show, and made it
available to shoe dealers in 53 markets.
This campaign is too new to have developed a case histor\' but in some Barry
Wood markets there already is an increase
in Brown Shoe sales.
It is difficult for a manufacturer to control what goes on the local air along with
his transcribed program and prepared
national advertising copy. Many advertising managers feel that the local copy
isn't what it should
afford in either money
the-air recordings on
cooperative schedule,

be. They can't
or time costs offevery local dealer
for checking pur-

In big cities, where there are local
checking services, most national adverposes. tisers pay the latter to check not only
(Please turn to page 104)
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Proved and Potent
PULLinG POUJER
for Radio Dollars
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CKLW
YOU GET a clear channel signal beamed
via the Great Lakes water route to an
eight million population primary area.

YOU GET the power of 5,000 watts
day and night and a middle of the dial
freuqency of 800 kilocycles.

YOU GET a market with a radio homes
and buying power percentage second to
none in the country.

YOU GET a station with alert, aroundthe-clock programming keyed to the
trend of this market's listening habits.

Tou'// reach more buyers for less because CKLW has
the lowest rate of any major station in this market !
Guardian Bldg., Detroit 26
J. E. Campeau, President

Adam J. Young, Jr., Inc., Nafl Rep.
H. N. Stovin & Co., Canadian Rep.
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Miirkn sktions
Independent stations flouiish
in the shadow of great metrO'
spot politan broadcasters. During
the early days of radio many suburban
areas had great stations, like WOR (Newark, N. J.), but as soon as the FCC (or its
predecessor) permitted the move, they
transferred their operations to the main
stem of their areas.
More recently there has been a trend
among smaller wattage outlets situated on
the outskirts of metropolitan trading
areas towards doing outstanding jobs
where they are. Through effective community service they are delivering audiences which just don't listen to stations
covering them from big population
centers. For periods ranging from five to
eight years WFAS, White Plains, N. Y.,
has been serving its section of Westchester; WPAT, Paterson, N. J., has
covered North Jersey; WKPA, New
Kensington, outside of Pittsburgh;
WEXL, Royal Oak; WJIM, Lansing,
serves Detroit's garden areas; and East
St. Louis' WTMV, the Illinois part of
the St. Louis market. But recently there
has been a change in the approach of
these stations and of the hundreds of new

Suburban stations produce because . . .
1 . they serve the needs of men

and women

who labor in cities and live in country
2. they serve the needs of the merchants who
have to compete with bis city stores
3. they

fisht

expense

of the metropolis that supports them

4. they

for

operate

the

suburbs

as though

they

even

were

at

the

inde-

pendent stations miles away from the main stem
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air, carrying the ball in the local community's fight for public improvement.
Since most of these communities exist to
house the workers of the industrial
centers they surround, they are interested
in better bus, train, and other commuter
transit services. They also have to watch
state and county taxation and guard
against a host of encroachments on their

tion, is a former newspaper man and
political reporter. He believed that he
had his finger on the pulse of suburbiana.
There was little in the way of news coverage of this Long Island sector by any
daily so one of the first things that he did
was to establish a five-rn^ news staff. A
news staff of that size is unheard of for a
daytime operation. It is an expensive
detail. Most small stations take their
news off syndicate wires or else use the
services of a local newspaper. But most
of the stations covering Long Island had
news syndicate wires and even if his news
editor rewrote the material with a local
lead it would still be wire copy. Further,
there was no daily newspaper covering

local township's autonomy.
Typical of what can be done by a small
250-watt station within the shadow of a
great center like New York is the case of
WHLI, Hempstead, L. I. Hempstead is

WHLI's section of Long Island which is
willing to cooperate with radio. WHLI
has to go out and get the news — or else
not give the county adequate news
coverage.

located 45 minutes from New York's 34th
Street and a great majority of its menfolk
come to the metropolis daily to work.
The station is a daytime operation (on the
airuntil local sunset in Hempstead). It has
an FM affiliate, WHNY. It competes
with 20 other stations which can be heard
throughout most of the wealthy section of
Long Island which it serves. In the
opinion of most advertising agencies
placing national spot business, it had as
much reason for being there as a snow
shovel in Cairo. Grade A signals are sent

Godofsky, ex-WLIB, set up a good staff,
men who for the most part had worked
wiih him. He made no attempt to sell
national advertisers but concentrated instead on local merchants. Within four
months he had laundries, banks, bakeries,
Plymouth, De Soto, Packard, and Ford

into most of Long Island by New York's
four network 50,000-watt outlets, two
independent 50-K\V stations (WHN and
WINS), two 10,000-watt operations
(WNEW and WQXR), four 5,00a-watt
independents (WBNX, WEVD, WMCA,
WOV), and two 1,000-watt broadcasters
(WHOM and WLIB). Agency execu-

doing all right when an unusual opportunity knocked on its door. The Big
Snow fell. The Long Island Railroad was
asleep at the switch. No provision had
been made for the heaviest snowfall in its

suburban outlets toward their prospective
listeners.
There is less and less attempt to ape
clear channel stations and be all things
to all men. Instead, clearer-headed managements are tailoring their programing
for the areas they serve. In many cases
they are a continuing town meeting of the

tives couldn't see any reason for a peanut
whistle station operating in Hempstead or
any other Long Island suburb.
Elias Godofsky, president of the sta-

agencies, merchants' associations, food
stores, men's and women's clothing shops,
jewelers, and restaurants.
He stressed "familiar music and local
news," as Godofsky felt Nassau residents
wanted to hear them. The station was

history — or any snowfall, for that matter.
Long Island residents were unable to get
to work, or, in some cases, to get home
from it. The New York newspapers took
the Long Island to task but nothing much
happened. WHLI began a campaign for
(Please turn to page 107)
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No guesswork here! Dr.W. D. Bryant,
former Director of the Department of
Research and Information for the city
of Kansas City, spent many months
investigating and classifying all the
factors which determine the limits of

clearly set down as encompassing all
of the State of Kansas, the western half
of Missouri, and small parts of Iowa,

primary interest. From the findings of
this nationally recognized expert,

Nebraska, Oklahoma and Arkansas*.
Before the institution of the KMBCKFRM Team, no one Kansas City
broadcaster could provide blanket

Kansas City's trading area has

coverage of the entire area.

been

*The Study is
Available on request

7th Oldest CBS Affiliate
Represented Nationally by
FREE & PETERS. INC.

D

BROADCASTING

COMPANY

Albuquerque
Beaumont
Boise
Buffalo
Charleston, S. C.
Columbia, S. C.
Corpus Christi
Davenport
Des Moines
Denver
Duluth
FargtD
Ft. Worth-Dallas
Honolulu-Hilo
Houston
Indianapohs
Kansas City
Louisville
Milwaukee

Minneaix)lis-St. Paul
New York
Norfolk
Omalia
Peoria-Tuscola
Portland, Ore.
Raleigh
Roanoke
San Diego
St. Louis
Seattle
Terre
llaute
Syracuse

NBC
ABC
CBS
CBS
CBS

ROB
KFDM
KDSH
WGR
WCSC
WIS
KRIS

NBC
NBC
NBC
NBC

woe
WHO
KVOD
WDSM
WDAY
WRAP
KGMB-KUBC
KXYZ
WISH
KMBC-KFRM
WAVE
WMAW
WTCN
WMCA
WGH
KFAB
WMBD-WDZ
KEX
VVPIT
WDliJ
KSDJ
KSD
KIRO
WFBL
WTHI

St. Louis

ABC
ABC
CBS
NBC
ABC
ABC
IND
ABC
CBS
CBS
ABC
NBC
CBS
CBS
CBS
NBC
CBS
ABC

Television
Ft. WorUi-Dailas
New York

ABC
ABC
NBC
ABC-NBC
CBS

WBAP-TV
WPIX
KSD-TV

EFFECTIVE
RADIO
If you

believe that "a big nighttime
show" is the answer to every radio
advertiser's prayer, take a look at the
Hooperatings for your favorite pro-

ence-per-dollar with spot broadcasting
than with any other medium. And
that's what WE call ''more effective

grams in a dozen different cities. They'll
vary all over, because of wide differences in sectional tastes, in the power
and acceptance of each individual station, etc., etc.

Free & Peters are pioneer station
representatives. We know spot radio
radio."
as you know the intricacies of your
own industry — the opportunities as w ell
as the places "fools rush in where
angels fear to tread." We like nothing
better than to share our experience
with agencies and advertisers who
want more effective radio. May we —

The only way you can use the best
station in each market (and the kind
of programs that each audience likes
best) is with spot broadcasting — BuirsEve Radio.
You can buv more aiidi-

with you.^

FR EE & PETERS,

INC.

Pioneer Radio and Television Station Representatives
Since May, 1932
NEW
ATLANTA

DETROIT

YORK
FT.

CHICAGO
WORTH

HOLLYWOOD

SAN

FRANCISCO

40 West 52nd
continued

from

page
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I feel a rather deep responsibility in not
picture.
having I<ept you informed of our progress.
Our publicity department has sent the
story to various publications. Apparently, however, we have not done a very
good job of telling our story. Enclosed
herewith is a reprint of a government
publication which does a pretty good job
of describing the WRFD facilities and
tells something of what we are trying to
do here in Ohio.
Edgar Parsons
Statioti manager
WRFD,

Worthington, Ohio

^ We !iu(ige.st that those interested in the
WRFl) story write directly to the station for
the reprint mentioned above.

BACK ISSUES
For some time now I've been reading
SPONSOR by borrowing other peoples'
copies, but the time has come now where
1 simply must have my own subscription.
Your magazine is so good that I often
want to clip and file your articles for
reference.

Another dynamic Lang-Worth Feature — 52 half-hours.
Available for sponsorship July 1st (via transcription) on
600 Lans-Worth

Affiliated Stations.

"Through the Listening Glass" reveals a Wonderland of
Music in brilliant colortones. Stars the radiant voices of
the Silver Strings under the direction of Jack ("March of
Time") Shaindlin . . . features weekly appearances of the
renowned Lang-Worth Choristers and a carousel of guest
vocalists. Among these are the outstanding romantic
balladeers Johnny
and Eva Garza.

Thompson,

Enclosed is $5.00 (in check) for a year's
subscription.
Also, will you tell me whether back
issues are available, and if so at what
price.
I am interested in buying back
issues all the way back to your first issue.
Charles Hull Wolfe
BBD&O
New York
^ Back issues with the exception of March.
April, and October 1947 and March 194« are
available. Only 144 copies of our handsomely
bound edition of Volume 1 are still to be had
by subscribers, at $10.00.

Joan Brooks, Dick Brown

WRONG

DEPARTMENT

The article on Mr. S. C. Gale, appjear"Through the Listening Glass" is a kaleidoscope of the
finest music written — performed with dignity, grace and
imagination. For cost and time availability, contact any
Lang-Worth Affiliate. For program format and listing of
Lang- Worth Affiliated Stations, contact:

LANG- WORTH,
113 W. 57th St., New York
♦jack shaindlin
49

Inc

ing under "Mr. Sponsor" in the March
issue, in which you state, "Gale makes
full use of General .Mills' big research department (it's grown from five people in
1930 to over 300 today) to evaluate his
advertising efl^orts", is misleading, due
perhaps to inadvertent confusion.
The "Research Division" of General
Mills, whose efforts are pure research in
the fields of foods, chemicals and mechanical engineering, has growTi from five in
1930 to over 300.
The Market Analysis
(Please turn to page 72)
SPONSOR

Paul W. Morency, Vice-Pres.— Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr.— Sis. Mgr.

WTICs 50,000 watts represented nationally by Weed & Co.

M. H. BEVILLE SAYS:

But as far as a broad scale, comparative,
over-all, syndicated service on the
(iAJUtiuucd Jrutii jJUjic il )
subject is concerned — we expect no big
ticularly wants to talk to can be reached. development within the next year or two.
I hope you will continue to carry such The industry is currently involved, and
interesting and thought-provoking articles will be for many months to come, in
regarding new types of research and new absorbing, financing, and educating the
uses for all types of radio research. I am practitioners in broadcasting with the
sure sponsors will benefit because more significance of projectable quantitative
knowledge about the individual radio information. In the meantime, the more
listeners will make for effective use of attention you and your colleagues of the
* * * Fourth Estate pay to this development,
radio advertising.
the happier we will be because the easier
we will find it to satisfy the universal need
for personal listening information after

C. E. HOOPER

SAYS:

{Qmtinuedjrom page il)
FM, AM, livingroom, bedroom, playroom, portable, car, tavern, and maybe
some day, walkie-talkie set.
If I differ with sponsor at any point,
it is the suggestion 1 think I see in your
article that this type of information will

"Big Jim" Waites — at a mik«
— means what he says. He's
the bass part of the famous "Le
Fevre Trio," WCON feature
attraction, beloved by aU
throughout the southeast.
Besides "Big Jim" the "Le
Fevre Trio" includes Urias LeFevre, Eva Mae LeFevre, Hovie
Lister and Alphus LeFevre.
These folks know what people
want. They sing and play the
fine old hymns and spirituals.
But they do it differently. They
have a way with 'eml
They make personal appearances all over the southeast,
playing to thousands every
week. They play to many thousands more, exclusively over
WCON, twice daily 6:45 a. m.
and 1:15 p. m. A. M.
they're
for Standard FeedonStores.
P. M.
a non-feed client
could SPONSOR them
three or five days a
week. Call Headley
Reed now and get the
best "5 man sales trio"
anywhere.

ABC

IN ATLANTA it's

WCON

5000 WATTS

550 KC

you have created it.

OSCAR

KATZ

***

SAYS:

{Continued Jrom page 31)

passed if our diary results were to have
sufficient practical application. Three
listeners to a program in the same family,
supplant existing statistics. It won't for example, just did not have the same
supplant any continuous, comparative
record we have been making to date on marketing significance as one or more
families for either network programs or listeners in three different families.
From time to time during the past eight
city programs. These records deal with
years
we have reexamined the relative
homes, or if you prefer, families (families
merits
of the two bases and have invariare people too), which continue to be a
ably
reached the same conclusion. Most
basic concept in all consumer goods merchandising. These records embody basic advertisers first want to know how many
factors of speed, economy, and frequency different homes are being reached and
which are required by the universal need then, additionally, how many listeners
throughout the industry for evidence of this family figure represents. An answer
the rapid changes which take place in the in terms of total individuals only is not
behavior of individuals acting as a group. enough; and the possibility of including a
The study of personal listening involves relatively small amount of extra out-ofno pressure for frequency, leans in the the-home listening does not compensate
direction of a "qualitative" appraisal of for the lack of data on a family basis.
While the foregoing expresses my genhow people listen, should be analyzed
eral reaction to the article, there are also
deeply and deliberately, should supplement existing records of a more strictly several specific points on which I would
"quantitative" nature (such as "Pro- like to comment.
You state that "the radio home concept
gram" Hooperatings and "City" Hooperatings), and considering their high has resulted in the underpricing of the
cost need be produced but periodically. 7 to 8 a.m. hour in most station rate
The listener diary lends itself perfectly
structures." To the best of my knowlto this assignment, just as it does to the
edge, the underpricing of this hour has resulted rather from the fact that many
projectable operations on which it is curstations have absolutely no measurements
rently doing such a thorough-going job.
We anticipate that others will follow of their early morning audience, in terms
the lead of NBC-WRC in the next year either of families or of individuals.
The significance of the comparison of
or two and, either through our organization or through others, conduct personal Washington audiences detemiined by the
listening studies. We believe that it is WRC diary with those obtained by
inevitable some form of diary be used for Hooper eludes me. Hoop>er is confined to
this purpose. Nothing else except the telephone homes; the WRC diary is not.
coincidental can keep pace with the fast- The WRC diary is limited to listeners
moving technological changes in available over 17 years of age; Hooper is not.
broadcast service and, as indicated above, Above all, your projection of Hooper
the diary can cover situations the coinci- ratings, based as they are on families, to
dental cannot. No other one method of the 950, (XX) individuals represented by the
record-keeping can move from place to WRC study is completely invalid statistically. Family ratings can be projected
place with the listener himself.
SPONSOR
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RADIO
IN
PUBLIC
TRANSIT
AT LESS THAN
$1.00
PER
GUARANTEED
LISTENERS.

r/'yffj

STARTING
JUNE 15TH
NX'CTS (FM)
broadcast

daily

VEHICLES
THOUSAND

Delivers your aural sales message to an audience which
has never before been available . . . the riders of Public
Transit Vehicles.

will
to ^00

FM-equipped
vehicles
operating
in Cincinnati
and northern
Kentucky.
380,000
passengers
ride
these hOO vehicles each d.n.

This is a nevs audience — it is an audience that is
^iijtunleed on the following counts. It s size is a
known fact, not an estimate. Listenership is 100%.
The type of audience is known — enabling \ou to
By September
19(8 the num"tailor" your message.
ber of FM-equipped
vehicles
Day by dav regularity
makes possible judicious use of follow-up
will be increased. Perfect recepcopy in sales messages.
tion and public
acceptance
of
It is an audience in
transit which can be persuaded to act
this idea \\ ere established
during
the months of surveys vvhich preimmediately on sales suggestions. This
ceded the signing of the contracts
new medium is closer to "point of
with the Ciincinnati
Street Railwav
sale" advertising than anything
...The (Covington, C^incinnati and
heretofore possible in radio.
Newport
Railway Co. and The Dixie
Traction C.i>.

It is a new medium in advertising that
delivers an entirely new audience — and —
has been
received
enthusiastically
by the
public, the Transit Companies, and advertisers

FOR FURTHER INFORMATION AND FOR CHOICE AVAILABILITIES
..WRITE IMMEDIATELY, OR WIRE-
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only to a family base. Assume two
families: Family A with two members and
Family B with three. If all three members in Family B listen to a given program, the program's rating on an individual basis is 3/5 or 60Vy' . Its rating on
a family basis is one out of two, or 50%.
Obviously, these two ratings or percentages cannot be interchanged for purposes
of projection.
The only way that a family rating can
be converted to individuals is by first
projecting the rating to total families, and
then by multiplying the family audience
thus obtained by the average number of

individual listeners per family.
In summary, it is my feeling that we
are not faced with making a choice between family-based ratings and individuals-based ratings. Both are needed,
and neither one is a satisfactory substitute for the other.
, , ,

HANS

ZEISEL SAYS

(Continued from page 31)
Sponsor, very appropriately, tried to
compare the individual diary ratings with
Hooper ratings. But the method of com-

TELEVISION
SERVICE

36 Hooper city "Number of Adult Listeners per Set" is a three-weeks average.
It's still a generally satisfactory correlation pattern and warrants speculation as
to the possible reasons of the consistently
big difference between the two projections, aside from those arising from the
incidental inaccuracies of the data. These

CUFF!

and
we

reasons may be grouped as follows:
L Differences in the Audience Concepts
1. The diary measures Total Audience,
the coincidental telephone interview only
Average Audience. The Total Audience
will be on the average about I5'^( larger.
2. The individual diary measures also
out-of-the-home listening — the telephone
interview is limited to homes only.
II.. Limitations of the Telephone Interview

do
mean . . .

SAM CUFF
Scoop! Top television consultant Sam Cuff is now teanit'd

ing Stations, Sam Cuff knows his
wa\ around in this medium as few

up with us.

what that

men do. His resourcefulness, bis

means? Right — advertisers, ad
agencies and the stations we rej)rcsent will get the benefit of some

experience, his consultation — all
are available to admen, as well as

Know

of the smartest, monev-makingest
know-how in the business.
Formerly general manager of the
Du Mont Television Broadcast-

ADAM

the stations we serve, without fee.
Anybody at all hobbled bv
doubts and (]ualms will fuid Sam
Cuffs services a revelation and
a boon — spelled b-o-o-ml

J. YOUNG. JR.
I NCORPORATED

11 W. 42nd STREET
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projecting Hooper ratings to total individual listeners, although it entails certain simplifying assumptions: one could
multiply the rating by the number of
homes in the survey area (35 1 ,000 according to the latest estimate) ; this would give
the number of homes listening; which
number is then multiplied by the "Number of Adult Listeners per Set" as given in
Hooper's quarterly reports for this period.
The present data hardly warrant a
more detailed numerical analysis because
the projection basis for the Hooper ratings
is not exact. The Hooper rating is the
average for the five-month p^eriod from
October through February 1948. The

EXPERT

ON THE

parison was not quite proper: Hooper
rating percentages were projected against
Washington's entire adult population,
approximately 950,000 according to the
last estimate. This is hardly correct,
because it assumes that in each listening
home all adults were listening to program.
There seems to be a better method of

NEW

YORK

Cliy

a)
inherent
It is
limited to telephone homes; the
addition of nontelephone homes, aside
from creating individual program variations, might increase the over-all proportion of listeners, since nontelephone homes
do more radio listening. (If this be true
more during the daytime than during the
evening, it might help explain the greater
daytime discrepancy between the two
projections.)
b) corrigible
By not asking: "Is somebody else in the
home listening, possibly at a second
radio?" and by waiting only for six rings
before the home is recorded as "nonlistening," Hooper underrates his audiThere is little doubt
ence by about 11'^^.
compare and coordinate
measurements with the
ones form the only sure
and possibly also bigger

that efforts to
newly evolved
old established
road to better
ratings.
»»»
SPONSOR
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SONGS OF PRAISE is a beautifully produced radio show. It
consists of the Hamilton Quartet, one of the finest singing
groups of its kind, presenting such favorite hymns as ROCK
OF AGES and LEAD KINDLY LIGHT, such memorable old
refrains as I HEAR YOU CALLING ME and \^ HEN DAY IS

historical significance it may have. Altogether it's a nuisical
treat packed with human interest, appeal and dignity.
SONGS OF PRAISE (156 15-minute programs, vertical or
lateral) is a World Audi-Flex feature, too ... all music re-

DONE. Add to these some top-notch organ solos and you have
the music for a superb radio show.
But SONGS OF PRAISE goes even further! In addition to
the timeless melodies that are part of our heritage, each program brings listeners highly entertaining sidelights. For the
continuities provide the annoiuicer with an interesting story

K US FOR

INFORMATION,

PRICES

AND

corded in separate bands on each disc so that all sponsor's
commercials can be spotted in the written scripts supplied . . .
making the programs truly flexible to meet your needs. And.
remember, SONGS OF PRAISE is priced within the range
of limited budgets and according to market classifications.

AUDITION

DISCS OF THESE

LEADING

WORLD

FEATURES

( Jertical or Lateral I
CASA CUGAT

The "Rumba King," Xavier Ciigal.
his full orchestra, chorus and vocalists in a sparkling musical show. 156
15-min. Audi-Flex programs.

IREENE WICKER-THE

SINGING

FOOTPRINTS

LADT

ON THE SANDS

OF TIME

Art Baker recounts the exciting and

Telling 26 famous fairy tales, 13 stories of great musicians and 13 holiday stories. 52 15-min. open end
programs.
For full inforination, prices and audition discs, write to . . .

often surprising stories of outstanding men and women. 260 5-min. open
end programs.

WORLD
BROADCASTING
SYSTEM, im.
TRAySCRIPTIOy HEADQUARTERS
•
A SUBSIDIARY OF DECCA RECORDS, INC.
TtCAGO,

22 West Hubbard St.

Distributed in CAISADA

•

NEW

YORK,

50 West

STth

St.

•

HOLLYWOOD,

6750 Santa Monica Blvd.

by Northern Electric Company, Limited, 1261 Shearer Street, Montreal 22, Quebec

From
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THE

WINNER

Lanesdme
Here she is . . . the top disc jockey introduced in 1947 . • . chosen the nation's best by the editors
of Billboard magazine for stations 5,000 to 20,000 watts. Lonesome Gal is a nightly WING
feature, another example of WING's

outstanding live-talent programming.

Write for avail-

abilities (quarter-hour, half-hour, and participating spots) on the Lonesome Gal and other WING
shows. Here is your opportunity to reach 358,000 potential radio families in rich Dayton,
Ohio and trading area served by WING.

This audience has an income of $1,452,000,000,

higher than any time during the war. And even more important, the audience is growing. If
you want to sell the Dayton market, call WING

or Weed & Co.. our National representatives.

ABC
WEED

& CO,

NATIONAL
REPRESENTATIVES

WllfG

Mr. Sponsor Asks

^

"Is there a practical method by which an
advertiser can establish immediately the
dir<'<t impact

of broadcast

sales?'*Brenner
his Robert

The
l*ii*ki'€l l^siiicl
siiiMWf^rN
31 1*. lliM^iiiK^r

Director oF Advertising & Merchandising
B. T. Babbitt, Inc.

Sales within the areas must not be unbalanced in favor of the product or its

uct usage in listener-homes vs non
listener-homes . . . forced distribution . . .

competition.
The retail outlets should be periodically

premiums or contests that pull proof-ofpurchase. These and other standard
techniques can be used, although media
research generally has a long way yet to

checked during the several months preceding the start of advertising to establish a steady sales position.
Advertising through other media should
Resultant sales be maintained at a steady rate for the
are without doubt months preceding and during the test. If
the most realistic this advertising is at all sporadic it should
measurement of be discontinued.
Store merchandising and sales effort
advertising — should be continued at normal.
through any
The actual test must be continued for
media. But imsufficient time to allow sales to settle to a
mediate, yet credible, assessments true position.
In fact, every effort should be made to
should not be exensure that conditions within the test
pected. In the
area are known and in every possible way
case of an article, service, or appeal advercomparable
with the total market, and
tised and sold exclusively by radio, the
that
enough
time
is allowed for the test to
mail-in responses give an immediate indication of the impact of a campaign, and in be credible.
the case of a local retail or department
J. Ross MacLennan
Marketing & research department
store sale announcement, the cash register
Erwin, Wasey & Company, Inc., N. Y.
responses place a value on the broadcast.
But time, preparation, and cumulative
study are needed before an accurate sales
valuation can be placed on a campaign
advertising goods sold by national retail
That word "im'
distribution.
botha
amediately"
tribute isand
For the advertiser who is particularly
interested in resultant sales and is not imcurse to the broadmediately concerned with variation in
casting medium.
An advertiser in
consumer establishment, and whose product is sold nationally through retailers,
all fairness to himsales tests would provide the most conself and his investclusive evidence of the influence of broadment, should look
to radio for as
cast advertising.
To conduct a test of real value:
good or better reIsolated areas representative of the
sults— but no greater miracles — than he
total market should be chosen (more than expects from his other advertising.
one town would overcome the bias of
There are a number of research measurements which can be used to clock relocal listening habits).
Within these areas retailers are selected
sults from radio: store checks or wholeto compare in composite with the total
saler inventories . . . "specials" advertised
distribution system.
only on the broadcast . . . surveys of prod56

advertisinfr on

go in this regard.
Mutual's Dealer Cut-in Plan, for example, has given our advertisers such as
Wings Shirts and Clipper Craft Clothes an
opportunity to measure traceable sales on
a store-by-store basis. I believe we could
do more copy and other testing than in the
past . . . help advertisers institute more
effective methods of merchandising the
radio campaign through wholesalers and
dealers . . . and develop accurate and fast
techniques of store checks and consumer
reaction.
In the final analysis, however, results
are determined by a wide combination of
factors and each campaign must be
treated as an individual case. Factor No.
1 is the objective which the program itself
is designed to accomplish: is it supposed to
sell hard, moderately, or on an instituc
tional level? Factor No. 2 is the economiinfluence: current condition of the buying
economy, prices, whether the product itself isoversold or in short supply. Factor
No. 3 is distribution of the product.
Factor No. 4— a big one — concerns not
only the choice of the right program and
time period, but the suitability of the
vehicle for the selling job . . . and the
effectiveness
of the commercial selling
copy.
These factors must be measured qualitatively— just as sales results are measured quantitatively — if research is to do
its full job of serving the advertiser's
interests. "Mr. Sponsor" has asked "a
mouthful" this time!
Richard J. Puff
Director of research
Mutual Broadcasting System, N. Y.
SPONSOR

"Is there

a

practical method
by which an advertiser can estab'
Hsh immediately
the direct impact
of broadcast advertising on his
We have been
sales?"
doing just that for
some time, with the effect upon sales as
just one aspect of the larger picture of
radio impact.
We say, what effect is the radio program having on the people who hear it?
Does it affect their buying habits? Do
they use the product more or differently?
Do they know more about the product?
What effect is the program having on
attitudes toward the product? toward the
advertiser? What effect does the radio
program have on brand knowledge? on
brand ratings? etc.
It is our conviction that limiting radio
impact to sales alone is a short term and
incomplete approach. Certainly, we
want to know about the effect on sales.
But we also want to know the impact on
consumer habits, attitudes, and level of
information. We feel that the more we
know about what the program is doing to
actual people, the better our and the

BOOK OF THE MONTH
I^'^KcUcU
tCi^tMc^
"Broadcast Measurement

• It is comforting (at the comparatively old age
of twenty-four) to receive documentary proof of
honesty! For years WFBM has claimed listeners
within a 50-mile radius of Indianapolis . . . verifying our 400,000 radio-home potential with good
old half-millivolt maps, heavy mail response areas,
and personal contacts.
Now— in effect— BMB has put a notary seal on
our published figures . . . for, the 109i-or-more
counties in Indiana credited to WFBM fit our

client's position to make realistic decisions based upon facts.
This approach requires a carefully
planned and executed consumer study.
An analysis of the radio program over a
period of time is the first step in the actual
plan. This gives us a pretty precise idea
of just what ways we can expect the program to affect listeners. These and other
objectives worked out during the course
of the planning become the testing points
in the consumer study.
The method used is the most fundamental in experimental science: experimental and control groups. With the use

claims "hand in glove."
Skip the bonuses if you like . . . five-state mail
on almost every contest offer; registered daily
listeners in 82 of 92 Indiana counties (WFBM's
membership "Quiz Club"); and actual, measured
sales results outside our claimed listening area . . .
But credit WFBM with exclusive, basic CBS

of an adequate "normal sample" of consumers in the area of study (market), we
quickly determine which families are
listeners to the program and use these
families as the listener group (experimental). A matched group of nonlisteners to the program is used as the
control.
An intensive personal interview study
is done of both groups, and sufficient information issecured on the rest of the
"normal sample" to make possible certain
projections to the entire market being
studied.
The comparisons of the two groups give
us the measure of impact. These easily
can be set up as an impact profile. At the
JUNE

1948

Bureau"

coverage in Indiana; top over-all Hoopers in
Indianapolis 16 months in a row; and almost four
million people in BMB counties. Let us show you
that we sell by radio any product that can be sold!

WFBM

is "First in Indiana" any way you look at it!

BASIC AFFILIATE: Columbia Broadcasting System
Represented Nationally by The Katz Agency

I
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same time the study results give us more
precise information on the nature of our
radio audience, their listening habits,
what the> think of the program, etc.
Dr. Leon Arrons
Research director
William H. Weintraub C^ Co., Iiic.

wing

^cS^

istoWBinKansasQ

N. Y.

At the present
state of our knowU
edge, the answer is
- onl> under certain limited conditions. For any
product which has
some prior history
of distribution and
advertising, it is
possible to parcel out practically
the influencesimof
product exposure, use, and advertising
from the efltct of the radio show. The

NOW!
owing your sales to a new high in the rich Kansas City
Marketland with those dynamic customer-getting extras
now available! Yes, sir, WHB is sitting pretty in the very
heart of the Midwestern trade territory, swinging out—
now— with

10,000 WATTS
710 KILOCYCLES
FULL-TIME
oee your John Blair man today, and join other smart
advertisers in the Swing to WHB!

10,000

WATTS

IN

KANS^
f»£SIDfNI

DON
JOHN

ClNlfAL

DAVIS
MANAC!

T. SCHILLING'_

^

^
^
^

effect of habit, i.e., such things as consumer franchise, brand loyalty, word of
mouth advertising, availability in the
stores habitually patroniztxl, impulse purchase, and prior advertising all are important influences in the sale of anj' product which must be known if we are to
measure the influence of any one medium.
This being the case, the only condition
under which the immediate impact of
broadcast advertising on sales can be
measured is where a new product is being
introduced to the market having no backdrop of consumer experience to influence
sales. Even in this case, there is one imponderable, namely the influence of
similar products in suggesting the purchase of the new product.
Consumer diary panels and a wide variety of other market research techniques
can provide clues, and only clues, to the
effect of a given program on sales. One
of the most promising methods is one
which we have used in connection with
The Pulse. In this technique we have
interx'iewed matched samples of listeners
vs nonlisteners, comparing data fiom the
two groups on product purchase and use,
then comparing the results with those of a
similar random sampling measured before
the program went on the air. In this wa\
it is possible to get a rough measure of the
prior influences of advertising on purchasing behavior and measure the program
effect against those estimated influences.
The assumptions in this method are man\
and obvious but it is the most accurate
method we now know.
Dr. Wallace

MUTUAL
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NETWORK

• 710

KILOCYCLES

• 5,000

WATTS

NIGHT

H. \\ ilfeck

Federal Advertising Agency, Inc., N. Y.
SPONSOR

full face.
Th.hese

Sundays in Metropolitan Washing-

are the sort of facts provided by WRC's

1948 Diary study— new facts about listeners. Here, for the
first time, are more than half a million figures

ton, 277,925 persons 17 years old
and over— 158,417 of them womenhear Jack Benny. Over half tune in
to WRC

especially for his program.

relating to listening on the basis of audience size,
composition, duplication, flow or loyalty —
and all in the new terms of individuals.
WRC's 1948 Diary Study has useful, fully validated
notes on the Washington people who listen

Monday through Saturday evenings,
101,650 different listeners-49.5%
male, 60% over 35, 57.5% high
school graduates, 88%

telephone

subscribers — listen to the Esse
Reporter at 11 p.m. and to Steve

to any program or time segment in which you're
interested — and your inquiry will be welcomed
by WRC

and NBC Spot Sales representatives.

Douglas' Sports News at 11:05.
Tuesday afternoons in Washington,
13,357 men listen to Stella Dallas
on WRC.
Wednesdays.

25,650 people in

Metropolitan Washington listen to
David Brinkley's noontime news

980 KC.
It»pr0t»ntad

by

NBC

SPOT

SALtS

commentary— at a potential cost to
a sponsor of ^^ each.

NATIONAL

BROADCASTING

JUNE 1948

COMPANY
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TV PARTICIPATION

variations on them, of course, are wellnigh
endless. Here is how he lists them:
(Contimted from page 30)
1. The competition stunt where two
counterpart of such gags need not be as
people compete in a sack race, drawing
involved to get across. Walter Ware and
contest, peanut-eating race, etc.
John Reed King, producer and mc re- 2. The blindfold stunt- when the audience is in on the joke, and the conspectively of Missus Goes A-Shoppin',
have found that small, intimate effects,
testant believes that the wet spaghetti
such as the expression on the face of a
he is walking on is a floor full of
worms, etc.
woman contestant trying to sing with a
mouthful of crackers, is better video fare. 3. The backfire stunt — where the joke
turns around, as rehearsed and
The pie-seltzer-flour routines went out
with Mack Sennett.
planned, on the mc.
Ware believes that there are only a few 4. The husband-and-wife or two-people
stunt
where the husband must put
basic gags which are usable for TV. The

on his wife's hat and she smoke his
cigar, etc.
5. The charade stunt — where the losing
contestant must act out something
ridiculous.
Questions asked of TV contestants
must be selected with great care. Only a
few of radio-type quiz questions will go
well in television. The visual element is
of prime importance, and questions should
be only those that lend themselves to its
use. Identifying famous people and
places, acted-out movie titles and song
titles, puzzles, games, and such are fine to
sustain viewer interest. The classroom
atmosphere, achieved by Ray Harvey's
production of School Days, capitalizes on
another factor. Much of the entertainment of quiz and audience participation
shows comes from the contestants who
give wrong answers. However, the questions must not be hard p>er se. Harvey

SPOT

RADIO

?

Spot radio lets you hand-pick
the station which will do the
best selling job for
market - by - market.

you

-

SOUTHWEST
VIRGINIA ?
Southwest Virginia, of which Roanoke
is the hub, is a complete market within
itself. It represents 23.7'/^' of Virginia's
total buying power.

WDBJ?

why

planning effort to work out in blueprint
form necessary lighting diagrams, to check

per-sale advertising costs are

. 5000

low on

WATTS

radio homes

ROANOKE.

60

& PETERS.

in 38

That's another reason
WDBJ!

• 960

KC

Owned and Operated by th*
TIMES WOULD CORPORATION

FREE

in stores jammed with 300-700 women,
all anxious to get in the show.
Other and more technical problems are
raised when the show originates from a
remote point. In the case of Missus Goes

year after year in listener loyalty,

Virginia counties.

CBS

'girls for others, and so forth. John Reed
King does likewise, even though the
rehearsal-less Missus telecasts originate

A'Shoppiii', a different store is visited for
each broadcast. This means constant

alone you can reach 111,500

Virsinia and West

preselected carefully. Charles Stark had
a few uncomfortable moments in his Cash
and Carry show when contestants chosen
at random froze before the camera. Now,
he picks all his contestants during the
program warm-up and has an opportunity
of testing them first. This also affords
him a chance to type -cast his contestants,
picking bald men for certain gags, pretty

VVDBJ is a 24-year-old pioneer in
this rich market - a consistent leader
prestige, coverage, and sales
resulfs I Ask Free & Peters I

With WDBJ

uses "easy" questions based on all sorts of
common misconceptions. If the contestant misses, he must undergo one of
the stunts planned for him.
The contestants themselves must be

VA.

INC.. National Representatives

the neighborhood for electrical interferences, and to work out camera angles and
product displays. Since rehearsal is seldom possible even for King himself he had
to learn to read commercials from large
cue cards held up near the camera, and
achieve the effect of sp>ontaneit>'. The
resulting sales increases, better shelf positions for the products in stores, and publicity value for the stores and dealers,
more than offset the remote charges.
The basic philosophy which lies behind
the success of TV audience participation
shows is constant. They are not radio
programs, and cannot be treated as such.
The viewing audience requires that primarily they have eye-appeal.
SPONSOR

Only in America
can
this
happen

WE

ARE ALL FAMILIAR WITH THIS SCENE. IT HAPPENS

PARKS ALL OVER THE COUNTRY.
RIGHTS AND

PRIVILEGES. FREE SPEECH WAS

WE ARE DOING
LEAD

A

IT TYPIFIES AMERICA

EVERYTHING

fA)

^J^'^S^^.^.^^^i^^r

BORN

IN OUR POWER

I

I

I

WITH ALL ITS INHERENT

IN AMERICA, MISTER, AND

TO SEE THAT IT CONTINUES

HEALTHY AND UNFETTERED
^

EVERY DAY IN BALL

I

TO

LIFE.
^^

CBS

THE GOODWILL
FISHER

STATION,

BLDG.

Represented

INC.

DETROIT
by

Petty

ADVERTISING MEDIUM
G.
JUNE

1948

A.

RICHARDS
Pres.

HARRY
WISMER
Assl. to the Pres.
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"The

daring

Company

adveniure

of the National Broadcasting

in bringing Mr. Toscanini hack to America and

building an orchestra for his special use will doubtless be
explained by the cynical in various wa\s. Yet the basic and
inescapable fact is that the NBC

is founding its audacious

enterprise upon the conviction that fine symphonic music and
great symphonic leadership arc immensely and increasingly
popular in America; and if that does not amount to putting
trust in the power of ideal things, it is hard to say what one
should call 'm^ —Lawrc7icc Gthnan, N. Y. Herald
une, Jan. 2, ig ^S.

Trib-

As mi rxperhnent — iiyiique hi radio — the
NBC

Synifhofiy ivoii its first critical laurels. But ivhen

Arturo ToscaTiini completed his tenth full season with Beethoven's nionurnental Ninth Symphony, broadcast and televised, the acclaim was for a great musical reality . . .
". . . as perfect a realization of the letter
and spirit of Beethoven's towering masterpiece as you are
likely to encounter in your lifetime." — PM.
". . . interpreted with tlie acme of breadth
and grandeur and also with the lyricism that lies at the base
of all music ..." — N. Y. Times.

Symphony
broadcast in the public interest by
A ni erica's No. i Network . . . the National Broadcasting Company
and \ BC Television
A

SERVICE

OF

RADIO

CORPORATION

OF

AMERICA

spot
trends

Spot placement continues to increase despite fact that, starting in
April, advertising eases off. There's nothing spectacular about the
over-all increase from March's 73.5 to 74.6 in April. Only the Southern
index was lower than March. In the industry classification, automotive showed a sizable increase. Food placement is so great that an increase of 2. 1 in the index affects the total volume of national spot
advertising. Decrease in drug advertising is seasonable and less than
expected in April. Soap advertising, being up, also helped bolster
the national trend. Twenty-eight firms started spot advertising in
April and 48 increased schedules. Thirty-seven cut placement and
18 cancelled schedules.

Based upon the number oF programs and announcements placed by sponsors with stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as a base of 100

Per cent

AUG

SEP

OCT

NOV

DEC

JAN

FEB

MAR

APR

70.3

78.5

74.6

MAY

JUN

JUL

Based upon reports from 24 6* Sponsors
Sept

250 —

1947 = 100"/.

base

monlhj

200 —
150 —
100 —

102.7 102.5
77.5
^
50 —
Trends by Geosraphlcal Areas 1947-1948
AUG

SEP

OCT

NOV

DEC

2,280,000 radio families

JAN

FEB

MAR

APR

MAY

JUN

72.9
JUL

Trends by Industry Classifications 1947-1948
91 Sponsors Reporting

Fof lhi« total a iponior it rtgardtd ai a single corporate antity no matter how many diverie divisioni it may include.
reported under a number of clasiificaliont.
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In the industry

reports,

howerer, the same

sponsor

may be

SPONSOR

mm
SO10S

KPRC
^""-'.'nc/opcr.l

edfayTliniOOSTOV

w. p.

POSr

May 1, 1948

OVETA CutP MOBSy.

Mr. Edward Petry
New York, New Yor
k
Dear Ed:

JL HIS letter to Ed Petry answers questions that time-buyers and radio people are asking
about 1948 listening audiences.

S/tre'mfnd^rix'of *"" '^'° P^^P'e were askln.
..
mg stations. Her? "hLT '*""°"^ *°"'<1 do to tSt l^f ""'"'"^^ ""at

In Houston, the answer is that
KPRC

continues conclusively

^^ ""^ ^^ " ---^^^^^^U^^T'

-e Ke.r.ar.Ma I 2

Jlth 33.8. Vw:;e1r°'jSfJ'sr ,^ ™af4Ted xlf^" «««

FIRST. FIRST by yardsticks

KPRC

that count: audience rating
. . , network affiliations . . .

32.3
22.0
8.2
20.2

33.8
26.4
12.4
25.7

Station "B"
Station "C"
Station "D"

J947

local programs. The facts
And KPRC's small J

speak for themselves. Put
your client in touch

--petltor;.^'^-^

^"^
46
&9.8
.9%%

28.03%
-^^^^^^^^^
31

with

the biggest audience
in
Houston and the Gulfcoast

.5 %

172.5

2 93.9%

%

gRC over
over Station
station "B"
*^RC
^RC over Station "D"
"C"

area, today! Call Petry or
write us for availabilities.

Sincerely,

J947

K aU adds up to this- *h»

.,

^""^^

JH/mni

IN HOOPER
RATING
IN BMB

HOUSTON

IN THE SOUTH'S
FIRST MARKET

950
NATIONAL

JUNE 1948

REPRESENTATIVES:

Edward

Petry & Company

•

KILOCYCLES

•

5000

Affiliated with NBC and TQN

•

WATTS
Jack Harris, Manager
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TIMEBUYERS' LAMENT
(Continued from page 33)
usually scheduled to start at once. Network schedules are frequently determined
months in advance, national spots are
frequently operative the week after such
a schedule is approved. In most cases they
have to be, since there are very few stations
that will hold spot announcement or program time open for a period of more than
30 days, even if contracted for.
The intense speed at which a timebuyer
must function is a gigantic headache, yet

WIP

it's just one of the timebuyers' laments.
More nervewracking are the odd-sized presentations, each of which carries some
piece of information about a station or a
market that the timebuyer feels is important. To keep the information in
some ready reference form would require
a research staff and a morgue that would
in the short period of a year outgrow the
library of a great newspaper. Agencies

MToduces
TIk- I*t'ttr Paul (^aiidv Company and
it? adxerti.-idf; apeiuy, Platt-Forhcs,
arc known lor being Miiarl time
l)uyers. Batk in iNovemher, 19 JO
lliey l)oiif:ht onr 12:30 P. M. news
acrofS tlir board. Tlial \\a> almost
cifilit years ago and the 12:30 news
is still selling Peter Paul |)roducts.
National sj>onsors and agencies — as
N\cll as local — l»ii\ WIP because
they've

proven

tlial

WIP

produces.

WIP
l^li iladelph
in
by
Busie 3iutual

don't maintain that tyf>e of staff and few
earn a net income sufficient to justify such
an organization leven BBD&O with its
$12,000,000-plus national spot business).
Timebuyers want a uniform information sheet on which all stations, their
representatives, and their staffs will report essential market, rating, power,
coverage and other data. They have no
objection to flash broadsides and trick
promotional
pieces, which
but they'd
like all the
basic information
is included
in
these presentations to be made available
to them also on an 8^ 2 x 11 sheet for
filing. They want these sheets dated so
that out-of-date information may be discarded with ease by a clerk. They want
Hooper data, BMB rating, Conlon mail,
diary, and all other research figures on
these sheets.
They want all coverage maps printed
on 8^2 X 1 1 size sheets or multiples of
8^2 X 11 '11 X 17, etc.) which can be
folded and filed in a letter size folder.
They think BMB helps them considerably but find that it gives them only the
broad outline of what station to buy.
They are happy to have as tools the
availability sheets which station representatives like Katz, Petry, Free & Peters
supply them. However, they point out
that no station representative gives them

npprvHpntvd

i:uwA

iiii

Saiionnily

PETR

V

A ro.

the competitive picture. In order to purchase time intelligently they have to
know not only what precedes the availability on the station but what follows
that spot. That's the beginning.
also have to know what is on the
stations in the city or area at the
hour. The best time spot in the

They
other
same
world

isn't nearly as good as it should be if it
66

SPONSOR

entree into
Detroifs
homes . . .
For 28 years, VVVVJ - THE DETROIT NEWS has enjoyed a "family relationship"
with Detroiters, who have given WWJ.the key to their homes, and keep the
"welcome mat" out morning, afternoon, and evening.
This is due to WVVJ's solicitude for the community's welfare, as evidenced by its continuous
Public Service leadership. It is due to WWJ's constant catering to the desires of
Detroiters in local programming. And it is due to the wealth of stars available through
WWJ's 21 -year old NBC aflTiliation.
The combination of these 3 elements provides WWJ

advertisers \>ith an effective

economical medium for promotion of products of every description in the multi-billion dollar
Detroit market. Through WWJ - THE DETROIT NEWS
you gain entree into the mosl homes — all the lime.

MRST

IN

DETROIT

.

Owned

and

National Reprcsentofivcs: THE GEORGE

Optraltd

by

P. HOLLINGBERY

THE

DETROIT

NEWS

COMPANY

Basic
AM — 950 KILOCrClli—5000 WATTS
fm — IJ I MfCACrCitS — 10 5 »f W

^Jiociofe

Te/eyition

S(o(/on

VVVVJ-TV

NBC

Affiliola

happens to be on the air at the same
moment that a Bob Hope, Lux Theater,
jack Benny, or Winchcll is scheduled.
There are a great man\' local profjrams
that have the pull of the great network
programs and these facts have to be ,
available to a timebuyer, if he is to do a I
top timehuying job.
Station representatives say, off the
record, that getting the information on

A NEW
MAJOR MARKET

112,600
urban population

FOUR CITIES in the WHIZ primary
area (all within 25 air miles of Zanesville) haveCitmore
than 112,000 Total
y
Urban Population.
Population
Zanesville
Newark
Cambridge
Coshocton

42,000
38,000
19,100
13,500

otal Urban Popu ation 112,600
ZANESVILLE is the Ninth Largest
Trading Area in the State of Ohio with
a total population of 260,000 and retail
sales in excess of $150,000,000.
AND

WHIZ

dominates in this rich

industrial-agricultural trading area with
a 60 per cent share of audience. (ConIan — November, 1947).

NBC

AFFILIATE

John E. Pearson Co.
«8

No. 1 Maritet
IN THE

their competition is the timebuyers' job,
not theirs. They get it for buyers if it is
requested but most of them find it a
thankless chore.
Timebuyers want the competitive picture a routine part of every time availability offer.
All timebuyers bewail the fact that
they are frequently forced to buy time

with

SELL

that they know won't do the job as well
as time on some other station. That's for
the most part forced upon them by sponsors and account executives. The sponsors' district managers and sometimes the
sponsors' important retail outlets request
that certain stations be used, regardless of
consideration of coverage, ratings, or
availabilities. Timebuyers would like to
present the competitive picture as they
see it to the advertising manager of the
sponsor. The account executive roadblocks such desires most of the time. It
is his job to satisfy the client. There are
literally hundreds of areas of disagreement between advertiser and agency that
an account executive has to smooth out.
Arguing about a station choice is just not
important enough in his mind. The result is that the client's choice decides
many a station selection. This doesn't
mean that the client's choice is wrong.
Frequently, because his representatives
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210,200 PERSONS
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are out in the field selling, the sponsor's
recommendations are better than the
timebuyer's "book" selections. Timebuyers claim, however, that they can't do
a 100':'c
buying
job when
of the
selection isdone
for them.
The part
record
indicates
that there is something to be said for
both sides.
Timebuying, like all the factors that
go into the productive use of radio, is a
fine art. Timebuyers just want to use
their judgment in the practice of that art
instead of being clerks.
They look ahead to the next few years
of AM, FM, TV, and FAX with glimpses
of nightmares bigger than any with which
the\' have coped.
They want stations, representatives,
other agency personnel, and sponsor management to develop a better understanding of the medium to give them an
opportunity to do timebuying, instead of
placing orders.
•*«

We Lead Day and Night
in this Rich Tri-City Market
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More than 350,000 American Families
are enjoying television now, with
about 45.000 new receivers going into
new television homes
each month.

HOW

THAT

YOUNGSTER

GROWS!

SPONSOR

27 television stations now on the air. Stars
indicate present television cities. Dots soon
will be. By late 1948, 44.5% of the nation's
population will be within reach of television.

IDENTIFICATION

High sponsor identification ratings are usual
in television. The most recent Hooper survey
shows 5 out of the 10 highest ratings were
programs presented on the Du Mont Network.

5 PEOPLE PER

RECEIVER

That's average home audience. In public
places, audience may be a hundred or more.
46% bought products because they had seen
them advertised on television.

^£Pcf/l/fint-

For information on any phase of television
—advertising, starting a broadcasting station,
opening a dealership— ask DuMont. DuMont
has pioneered in every phase of television;
knows all the angles; is interested in anything that promotes television.

Two
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WBBM

GET!

*St.vlc-s in modern melody
are modeled by the WHBM
orchestrn. voealist* and
Kuest stars. Styli-s in clothes
arf brilliantly described

-O^t/

by Wieboldfs fashion expert,
as models parade the
talked-about fashions before
a WBUM

studio audience.

I

tESULTS YOU CAN BANK ON...

^v

Like this : Wieboldt's — leading Chicago department store— wanted to move more merchandise. They turned to WBBM.

WBBM

turned out "Melody Lane."* And "Melody

Lane" turned out these results :
SALES:

$U,000 worth of hose in Septem-

LAURELS;

First place in the Xatio7ial

ber! $6,000 icorth of men's jackets in October!
$9,000 irorth of coats iii November! $i,600

Retail Dry Goods Association contest for the

ivorth of blouses in a four-day period in

the nation! First award by the Chicago Fed-

December! Atotal of $33, 600 ivorth ofWBBM-

erated Advertising Club for the best locallyproduced nighttime variety shoiv!

sold special items in three typical months!

most effective large-store radio advertising in

After three years of sponsorship, Wieboldt's told the NRDGA : " 'Melody Lane' is not
merely sponsored by Wieboldt's ... it IS Wieboldt's. It is a splendid medium for selling
specific items of merchandise, as well as being one of our best investments in public
relations and good will." It's still another reason why . . . WBBM

CHICAGO'S

MOST

Like all WBBM-built

SPONSORED

STATION

FOR

BEEN

22 YEARS!

programs, "Melody Lane" delivers high returns at low cost.

Building sales— scoring measurable results— is a WBBM

habit. Has been for the past

22 years. That's why advertisers place more business on WBBM
Chicago station. That's why YOU

Chicago's Showmanship

HAS

than on any other

belong on WBBM.

Station • 50,000 watts • Columbia Oivned

WBBM

Represented

by Radio Sales

Radio Stations Representative . ..CBS

lO

We^t

Continued

from

52iifl
page
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Department, which operates in the field
of consumer research, evaluating products, advertising and various phases of
marketing, was established as a separate
department in 1938 and currently has a
staff of 28.
A. Wells Wilbor
Director, Market Analysis Dept.
General Mills, Inc.
Minneapolis
DOWN

TO EARTH

One of the items at the top of my list,
before I leave for California today, is to
extend to you my congratulations on the
excellent May issue of sponsor.
' You and your staff have done a splendid
job in collecting what 1 believe to be
really the top group of good, informative,
and down-to-earth articles foi both radio
and television for the advertising agencies.
The issue shows good concentration,
and is a result, 1 know, of considerable
effort and hard work.
J R. Poppele
WOR. N. Y.

A Great Show...
in true Anierican tradition
A STIRRING 15-minute recorded, open-

to it . . . keeps them coming back for more . . . molds them into an appreciative

"Inter
. . . featuring
end production
Faith"
choir, conducted
by Joseph
Markel. Hymns of all churches and
all religions with the stories of their
creators.

and highly responsive audience. More than half a million families in and

A program dedicated to the true
spirit
all
men.of tolerance and good will to

IiIlKl b MAulU IN ItIUoIC (ioodimisic, like magic, draws its listeners

around New York are such de\oted lo\ers of the fine music they hear on
WQXR

and WQXR-FM

that no other station can reach them so

compellingly. More and more advertisers are increasing their sales through
the magic of good music among these families that form the most inviting
segment of this biggest and richest of all markets.
For greater sales use WQXR

and WQXR-FM

. . . the

stations distinguished for good music and the news
bulletins of The New
72

York Times.

WQXR

. . . and WQXn-FM
Radio Stations of The New York Times

K

Ideal
with a
appeal
breaks

for a wide variety of sponsors
moderate budget. Tremendous
to extensive audience. Station
and one-minute spots publi'RADIO HYMNAL' are
availablecizing
free.
•;* years of association
with top radio shores:
•Bob
Hauk."
North.-Can"Mr.You& Mrs.
Top
This'- "Kate Smith Hour,'
"Inner Sanctum/' "Kay
Kyscr.- "Toun Meeting cf

CHARLES STARK PRODUCTIONS
Air." MADISON
the '366

AVE. NEW YORK U, N. Y.
SPONSOR

vp

MR*

CEORCE

A. RICHARDS

the appointment

ol

E.MUIiLEN
E N T

W J R
DETROIT

OF

WGAR
CLEVELAND

KMPC
LOS

ANGELES

Mr. Mullen, who will take over the active administration of these
three stations, has a long and successful record in the radio industry. He joined the National Broadcasting Company in 1926, has

<h^

been an executive vice president since 1940. He was a vice presiWe

dent of the parent company — The Radio Corporation of America.
are indeed proud to announce that a man of his attainments

and long experience in all phases of radio will very shortly
assume the office of presidency of our three stations.

^>^

SAMPLING

confirmed by Donnelley officials for practically all premium offers.

(Continued from page 27)
He has never forgotten his dollar lipstick
for 25c and his beautiful seascape. No
one wanted either of them. He'll never
forget, either, the success of his Blarney
stone bracelet, his orchid pin, and his
more recent miniature Eisenhower sword.
Jones' premiums, to sell for 25c, must
cost 22c, including mailing, packaging,
etc. Out of 100,000 returns premiums
sample the product to 50,000 prospective
users. Jones judges that of that 50,000,
half will stay with the product sampled
and the rest will drift. These figures arc

Aside from possible users who come of
buying age, there is a floating market of
buyers in most fields. Percentagewise
this is said to be around 30' ^ of all consumers. The smart sampling offer shoots,
says Jones, at ihis floating market first,
and then at the buyers of competing
products. While it has nothing to do
with sampling, Jones doesn't forget that
premium offers also help cement the product relations of the regular buyers of the
item.
lones doesn't use radio exclusively for

WISCOIVSIN'S
A/ecuei^ and

sampling. When the budget can stand
it, he uses newspapers on his premium
offers also. This means not only a
healthy return from newspaper readers
but when radio and newspapers are used
together the responses combined are onethird higher than they are when each
medium is used individually (offiering
different premiums).
Jones pretests his premiums. He
doesn't buy extra spots or special air-time
for the purpose. He simply plans regional
cut-ins on his regular network programs in
markets that he feels are representative of
the country' at large. In other words
Jones samples his sampling devices. If
they work in his test markets, they'll
usually work in the country at large. He
crystal-balled the Blarney stone bracelet
idea but now he thinks that gambling
with an advertiser's money is fun — for the
other man.
Jones' second sampling formula, contests, is used successfully by practicalK'
every big advertiser. Lever Bros., P&G,
and most other big merchandisers go on
the theory that six to eight contests a year
are enough. These are frequently staggered so that a premium offer comes in
between contests.

MOST
POWERFUL
RADIO

Contests are not self-liquidating in the
way that Jones' premiums are. However,
they produce more new users of the product, and thus pay off advertisers in this
way. Most contests require proof of purchase with entries. Recently, program
audiences have been hypoed by contests
that required donations for certain charities but no proof of purchase of the sponsored product. The effect of this comparatively new radio promotion device in

STATION

reaching new users of the ad%'ertiser's
product is still in the limbo of unproved
sampling. It's obvious that these competitions increase the size of the audience for
their program, but what they do saleswise for the product is any man's guess.
Most contests require some words about
the product, words that the advertiser feels could come only after the product has been bought and sampled, or
which in any event get the contestant in
a "positive" frame of mind as regards the
product. Since in over 90*^ of the cases
they also require proof of purchase, contests are certain to win new users and to
do a good sampling job.

AFFILIATED M. B. S.l

1070 ^^ if<i'^ <^^
MADISON

3, WISCONSIN

Represented by HEADLEY-REED
74

COMPANY

Jones' rules for contests are elementary :
make the requirements simple, make the
prizes something that'll justify their buying the product for the first time, and develop an emotional appeal.
Jones' third form of sampling, selfsupporting promotions, is the toughest of
the three that Duane Jones uses. That's
SPONSOR

Why are there twice as many sponsored mystery programs in 1948 as there were
in 1941? Why are they so popular with sponsors — manufacturers of such varied
products as food and ref rigerators ... drugs and cigarettes ... soap and clothing...
motor cars and fountain pens?

^Z'/ r

The answer is simple: look at them anyway you will (ratings... costs... selling
efficiency) and mysteries are better buys than all other types of programs. And on
Mutual, mysteries cost less per rating point than the average for all networks.
Mutual mysteries are doing a terrific job for their sponsors (who include some of
the nation's top advertisers). Mutual mysteries can do a job for you too. Here are
three of them available— two with great selling records— and one which is building
into a top-rank vehicle. Read the highlights ... listen to them... you will want to
put them to work for you.

OF

'

ADVENTURES

^

The Fa/eon

THE

CASEBOOK

OF

Gregory Wooo/

Bought by Petri Wine in 1946 (as
From July 1945 to the Summer of
\^Al , The Falcon was sponsored by the
American Safety Razor Company— and
did a terrific selUng job. The average
rating for 1945 was 5.0; for 1946 (including the summer) it was 7.0; and
for the first half of 1947 it was also
7.0. Nine times during those two years
the rating went above 10!
In January 1948, The Falcon returned
to Mutual— as a sustainer. And the first
sustaining rating was 7.4. The latest
rating is 6.4.
What The Falcon did for its former
sponsor— it can do for its next one. It
can get ratings. It is an eminently merchandisable show, with unusual tie-in
opportunities afforded by (a) 3 Falcon
motion pictures a year; and (b) successful book series.
The combination of rating ability and
merchandisability means just one thing
to the sponsor— more audience for less
money per rating point . . . and more
sales more profitably. Listen to The
Falcon, let your own ears convince you
of its power to hold and sell an audience.
JUNE

1948

MysiBrious 7?ai^e//ei'

summer replacement for "Sherlock
Holmes") Gregory Hood did so well
it was kept through the winter and into 1947. The average Hooper for 1 946
was 3.3 and for 1947 it was 7.1 ; it hit
a high of 9.2 in April 1947. Back on
Mutual Tuesdays at 9:30 (following
Heatter and "Mutual Newsreel"),
Gregory Hood is once again ready for
sponsorship — ready once more to
deliver ratings and sales.
Gregory Hood has an unusual twist:
each week a different radio or screen
personality is written into the script
and is played by the celebrity himself.
Top writing and direction and unusual
plots combine to make Gregory Hood
a powerful sales vehicle.

Here's a show that's been building.
Average Hooper, Summer 1946, was
4.2; average January-July 1947, was
4.9- Last September "Traveller" was
moved to Tuesdays, 8 :00 p.m. (its present spot) and the 1948 average went
to 6.3. Its second March rating climbed
to 8.2, against such shows as "Big
Town" and Milton Berle.
Written by David Kogan and Bob
Arthur, who have such other hits to
their credit as "Thin Man," "The Shadow" and "Nick Carter" and starring
Maurice Tarplin, "Mysterious Traveller"
roams the whole chilling field of mystery, crime and supernamral. Ripe for
sponsorship, "Traveller" should pay out
handsomely. Listen to it and judge for
yourself.

For full details call Program

Department

.MUTUAL
Broadcasting
WORLD'S

LARGEST

System
NETWORK
75

because every self-supporting promotion real three-bar free sample offer. But it buy something— not get something free.
Since costs are of the essence, one major
is a new one and should have a novelty didn't work out as one. Only a tiny percentage
of
those
who
hf)ught
three
bars
angle to it. Not all self-supporting proadvertising agency's figures on sampling
motions have this novelty but they de- wrote in for a refund. If the product is costs are of interest. The most costly
liver in almost direct proportion to what liked, the aveiage customer feels cheap method, according to this agency, is doorasking for a refund even though it is freely to-door sampling. Introducing a product
they have of it.
For years Sweetheart soap had run a offered to all users, whether or not they nationally by this direct method would
special promotion which involved a free are satisfied with the product. Sales dur- cost $1 ,837,000. The agency stresses that
bar of the product. This annual sampling
ing this "special offer" period were up delivering the product is only the beginning of effective sampling and that this
device, used in conjunction with news- 40% throughout Sweetheart Soap distribution areas. Business was given a lift $1 ,837,000 would have to be backed by an
paper advertising, had been a stand-by of
the Manhattan Soap Q)mpany, manufac- far beyond what had resulted from free advertising campaign that would run into
the millions also. An orphan product, i.e.,
turers of Sweetheart. The current im- offers in the past.
pact of a free cake of soap, according to
Special offers used to introduce a new a product unknown as to maker and
Duane Jones, is not what it once was. product are frequently tied to the sale of a nature, can receive the ultimate in
Also Jones is against coupon sampling due standard item. Thus when Campana straight sampling and get nowhere.
House-to-house couponing is almost as
to its high cost. The Manhattan organi- wanted to introduce Dreskin it was
zation was sold on that free cake of soap, offered free with one large size bottle of expensive as house-to-house sampling.
so it was essential for the agency to sug- Campana Italian Balm. When B. T. The cost to cover the nation would be
gest a substitute promotion. Jones did Babbitt introduced Wet-Me-Wet it was roughly $1,250,000. To this must be
and it is one of the most effective non- part of the purchase of one can of Bab-0. added the profit the manufacturer must
premium and noncontest devices that has Royal Chocolate Pudding was sampled pay his retail outlets for redeeming the
come forth from the Jones organization.
for one penny and a purchase of three coupons. The advantage of coupon
The Manhattan Soap broadcasts told boxes of Royal Gelatin Desserts. Ex- sampling over direct product distribution
the listener to buy and use three bars of
ponents ofthe two-different-products-for- lies in the fact that since the coupons are
Sweetheart Soap, then send the wrappers the-price-of-one method claim that not redeemed by the retailer, the advertiser
and complimentary or adverse product only does it sample the new product but achieves distribution as well as consumer
comment to the sponsor and the full pur- it also increases the sale of the standard sampling with the same device. Three
chase price would be refunded.
It was a item. It also brings the customers in to times as many coupons as products must

"Nothing could ^^ finer than ^ be '" Carolina i""

be distributed to obtain the same impact,
because the maximum coupon redemption

thing is to buy announcements in daytime participation programs, throughout
the country. His figures on average costs
for sampling on these programs are double
that revealed by the agency whose figures

(percentage of the retail sales price) are:
Bread
10%
Cleansers 25%
at retailers' is 35%.
Pharmaceuticals
42%
The cost of successful sampling (per
Soft
Drinks
50%
consumer) through various media, accordThese are rule-of-thumb figures, stresses
ing to this same agency, shapes up as
follows:
the agency president. He points out that
Magazines $1.17
a product like Groves cold tablets, which
Newspapers .36
sell for 29c a box and which are a one-boxNewspaper
a-year sale, can afford only 10%i of the
retail price as an introductory expense.
Supplements .22
Radio (spot) .18
Pepsi-Gala on the other hand, being a reRadio (network)
.10
peat sale item, can afford 50% and higher
to obtain that first sale.
All these costs are average. Radio
Sampling costs on a per-market basis
sampling has run as low as 2c and as high
vary greatly. While 10c for network
as 35c a unit. This range is based upon radio is an average figure, sampling via
successful sampling campaigns as are fig- networks in metropolitan New York runs
ures for all the other media. Sampling nearer 36c. Over-all costs of network
campaigns which don't attract consumer
interest can run into fantastic figures per
sample distributed. One such campaign
was recalled by the agency reporting the
above costs. The per-sample cost was
$98.50.
The head of the agency feels that the
cost of introducing a product into the
home must vary with the product. His
figures for product introductory costs

morning

are quoted previously in this study — 20c
per delivered product.
Typical of this type of national spot
operation (although not a Jones account)
was the introduction of Peerless Packers'
"Vegtabath" on WGY, Schenectady,
N. Y. Peerless bought a three-time-aweek participation on Breakfast With the
Brooks (8:30-8:45 a.m.). During the 13
weeks 8,602 requests for free samples of
the new product were received. This is a
trifle more than 220 listeners sampled per
broadcast at a cost of slightly over 16c
per consumer. The free sample was
sufficient to wash vegetables for three
meals.
An outstanding example of the use of a
contest to force sampling is the case history of the Little Crow Milling Company
of Warsaw, Indiana. They started advertising a new product, Coco-Wheat, on
Chicago's WLS, December 2, 1935. They

sampling in big cities is around 20c.
Duane Jones, as indicated, feels that
sampling is his basic agency function. He
thinks daytime serial dramas are the
cheapest sampling vehicles available, and
he uses them as much as possible. He
acknowledges that "you have to have
money to do it."
For the advertiser who can't afford a
soap opera, Jones suggests the next best

bought 15 minutes daily for an "Uncle"
type of program.
Sixty days after the

u

You can be.
And at "Class D" rates!
The "Arthur Smith Quartet"— aired over SO,000-watt
WBT from 8:1 S to 8:30 A.M. across the boardchalks up a Charlotte Hooperating

of 11.4!*

That's 124% more listeners than any competing
23%

more than all competing

shows

program . . .

combined !

And outside of Charlotte— in the 94 other counties
where 96%

of the 3,S00,000

people served by WBT

livef—

the "Arthur Smith Quartet" has virtually no
competition from other Charlotte stations!
The "Arthur Smith Quartet" is so popular,
because

it's so good. Billboard Magazine

just

judged it the best folk-music group on any
SO,000-watt station in the country!
So ...if your sales are hitting a sour note in the
Carol inas, sponsor WBT's "Arthur Smith Quartet."
Nothing could be finer.

JEFFERSON
CHARLOTTE,

♦October

1947- February 1948

t50-IOO%

BWB

Daytime Audience

STANDARD

N.C. • 50.000

Area

WBT,
ff f

WATTS

L^

I BROADCASTING

• Represented

by RADIO

COMPANY
SALES

first broadcast, they made an offer of a
doll or toy train to the listeners sending in
the best ten jokes each day. The joke had
to be accompanied b>' a Coco- Wheat boxtop. There were 20,045 entries the first
week. This not only sampled the product
in the WLS area but according to the
sponsor brought 64 jobbers into line within six days after the entries were received.
The Little Crow Milling Q)mpany formula, two months of advertising the product and then a contest to turn interest
into sales, is one of radio's most effective
sampling devices. As in the case of CocoWheat it frequently not only results in
intensive sampling but also achieves disother way. tribution that could not be opened any

BMI ^-t^SAeef
Hit Tunes for June
(On
A

BED

Or

S*mmy

ROSES

Records)

Johmtone MomeO

K«y« — Vic. J0-S601

.

D*nny Dtnnis — Lon. 148

A Dtnnii
FEW^MORE',
KISSES (p...)
D«y— Vie. SO-S737
ALL DRESSED UP WITH A BROKEN HEART

(Marks)

Ptsjy Lt« — C«p. 1 50SS . Buddy Clark— Col. 37985
Eddy Howard— M«i. 1S36 . Ruts Morgan- Dec. S4339
Bob Hourton— MGM 1011!
. Alan Garard- Nat. 7019
. Alan Dal«— Sis. 15174
John L<urtr<i — Mercury 5093
Th« Fivt B«ri— Bull«» 1009 . Jack Owtns — Towar 1863
Jarry Coopci — Diamond 8090
Tht V«n)u«rdt — Univcrul 34
Phil Rttd — D«nc*-Tonc 176
. Bill Johnion— Vic. 80-8749

DREAM PEDDLER, THE

(PeeO

Frankia Caria — Col. 38036
. Sammy Kay«— Vic. 80-8658
Hal Darwin — Cap. 481
. Snooky Lanton — Marc. 5184
Dal Courtnay— ViU.'
. Harry Roy — Lon. 885

FOOL THAT I AM

vHill » Range— Mutual)

Dinah Shora — Col. 37958
. Sammy Kaya — Vic. 80-8601
Billy Eckrtina— MOM 10097
. Er»kina Hawkini— Vie 80-8470
Dinah Waihinjlon— Marc. 8050
. Giadyi Palmar — Miracia 104
Gaorjia Gibbt— Mai. 18013
Brooks Brothart— Dae. 48049
Tha Ravans — Nat. 9040

I WANT TO CRY

^Excelsior)

Savannah Churchill— Man. 1189
. Chris Cost— StaHlns 4004
Dinah Washinjton— Mar. 808!
Phil Raad-Frank PIchar— Danea-Tona'816

I WOULDN'T
BE SURPRISED
.epub o
Harry Cool— Marc. 5080
. Sammy Kaya — Vic. 80-8761
irS

EASY

WHEN

YOU

KNOW

HOW

Pe.oa)

Buddy Clarfc-Xavier Cusat— Col. 38135
. John Paris— Vie. 86-9087
Joan Edwards- Vila. 938 . Blua Barron— MGM 10185 . Eddia Ballanlina — Towar*

LONG AFTER TONIGHT bmo
Kata Smith— MGM 10157
Andy Russall— Op. 15055
Batty Rhodas— Vic. 80-8735
LOVE

IS

FUN

.

.
,

Snooky Lanson— Mar. 5095
yvatta— ViU. 919
Russ Titus— Musieana 14

Er^core)

Thraa Sunt— Vic. 80-8599

.

Mills Bfothars— Dae. 84388

SERENADE ^.^.0
Buddy Clark-Ray Nobia— Col. 38091
Bob Ebarly-Russ Morjan — Dae. 84376
Jatty Wald— Com. 7503

SOMEONE

CARES

.

.

Jan Garbai — Cap.*
John Laurant — Mar.*

(Campboll-Porgjo)

Vaujhn Monro.— Vic. 80-8671
. Mills Brothart— Dae. 84409
Arl Lund— MGM 10170
, "A Eddy Howard— Mai."
Frankia Carta — Col. 38130
a*^-.

TROUBLE IS A MAN ..,..,
Sarah
Sarah
Hall
Mary

Vaujhan.
Vaujhan- Music.
Music. 533
533
. Passy
Pajsy Li
Laa — Cap.*
Sitlart—
.
Sittan— Vic. 80-8386
!0-!386
. Mariha
Martha D<
Davis— Dae !4383
38131 . Ginn
Ginny Powall-Boyd Raaburn— Atlantic
Ann McCall— Col. 38131

WHO PUT THAT DREAM INar— YOUR
EYES
Rep. 1!!
Mark Watnow— Coait 80!6
Jack McLean— Coait 8015

kii'nr

AAyuA

.
.

<irT

Ray Carterstar
— —Rep.
Mer.1 !!
51 S
Chuck Foster — Mer. 51!5

> 8 444 3
Mary Oiborne — Dec. 84308
Guy Lombardo — Dec

i

LETTER

Adrian Rollini — Bullet 1083

BROADCAST
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NEW
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19, N. Y
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The best sampling is always that which
a consumer does with his own cash.
However, the device with which American
Tobacco started Your Hit Parade on the
air— a package of Lucky Strikes sent to
each listener who voted for his favorite
tunes of the week is also a proved
sampling stratagem. Since the listener
had to send in a list of tunes, it made him
feel that he wasn't receiving the package
of Lucky Strikes for nothing. He had
worked for it. Important in most sampling operations is the feeling that the product doesn't come entirely "for free."
That's the plus in the case of all contests used as sampling devices. The fact
that a boxtop is required is assurance that
lew consumers are being exposed to the
product.
The fact that practically all
users of contests to force consumer
sampling have figures that prove that
SO''; of the contestants are new users of
the product is ample justification of the
use of this form of product introduction.
Borden's recent promotion which called
upon all America to name Elsie's Baby
was basically a public relations, promotion, and publicity stunt.
It used radio
and printed media
to invite entries.
There were over 1,000,000. Each entry
had to be accompanied by a proof of purchase ofsome Borden product. Since no
specific Borden product was mentioned,
the feeling was that consumers would just
go to their cupboard, take a label off
something, and send it in with their entry.
Actually, a check-up of some 1 ,000 entries
revealed that 27<^^ were from new users of
the item from which they got their label.
Even if an air contest is not conceived
as a sampling device, it does introduce the
advertiser's products to new users. The
same thing is true of the use of premiums.
An air offer of practically any kind
samples the product of the advertiser to
some listeners.
SPONSOR

Frodijious Production
Promotes Products

"JOAN BROOKS SHOW" - four
30-minute programs weekly

WRVA does it because we have the "know-how"
. . . the organization . . . the talent . . . and the natural
ability and resources to produce shows with real

"WAKE UP TIME" - six 50 -minute shows weekly

showmanship.
Pronounced proof of proven production in loccil
or regional network programs is a forte of WRVA.
A progression of programs produced locally for

T 1^

progressive sponsors (who have a profound eye for
profits) is illustrated here. They include singles up

"RHYME DOES PAY" - five 40mmute shows weekly

to twelve -times- a- week presentations.
And we promote them, too!

known. For proof contact

WRVA

us, or Radio Sales.

Richmond

By its production is a station

and

Norfolk, Virginia

"JUGHEAD'S JUKEBOX" - six
105-minute programs weekly
JUNE 1948

"OLD DOMINION BARN DANCE"
- 12 times weekly

"QUIZ OF TWO CITIES" - halfhour program weekly

"SUNSHINE HOUR" - thirty min79
utes every Sunday A.M.

GARDENING

gardening has already had its effect in the
industry. Now on the market — and with
more to come- are single all-purpose
devoted to the study of all manner of sprays which simplify the amateur cultiflower and garden topics. The fact that
vator's task by combining in one solution
they are loosely organized under the the necessary ingredients to handle the
leadership of The Flower Grower (a na- commoner plant pests or diseases.
tional magazine) detracts not a bit from
For the benefit of the small-plot tiller
their spontaneous origin — individuals new hybrid varieties of many vegetables
simply write in and state they want to are being developed suitable for growing
start a "Robin." There are already over in limited space. A sweet com growing
3,000 individual clubs.
only three feet high is one of several new
{Continued from page 35)

The force of the "new movement"

in
typt's.

CiMM'E

ONC

%%

ONLY

S%a€k^n !

There's nothing static about the interest of your average garden fan. He — or
she may be particularly interested in
some special flower or garden topic, but
an exhibition or flower show is an irresistible call he'll be there if he can, even
if he has to do some traveling. KFNF,
the Henry Field Seed Company station in
Shenandoah, la., helped spread the word
last July, via its garden hour, of the twoday exhibition in Shenandoah of the Midwest Hemerocallis Society and gettogether of "Robins" in the area. Five
thousand people attended.
Last October members of the American
African Violet Society headed for Atlanta,
Georgia, for their annual meeting.
There are almost as many special societies as there are flowers, in addition to
general garden clubs, of which there are
some 6,000. Five thousand three hundred
of these in 41 states are affiliated with
The National Council of State Garden
Clubs. Men's Garden Clubs are coming
to life again, now the war is over. There
are nearly 200 of them. But for every
member of a garden organization there
are many times over that number of
amateur gardeners who aren't joiners.
They may never attend one of the numerous state (Please
and national
trails," but
turn to"flower
page 85)

LOOKING FOR
PROGRAMS?

X essiih. us hicks, hayseeds and
|>I«^\^ joi'kies in the R<mI River
\ alley have more d<Mi<;h to
spend on necessities and luxuries than similar apple-knockers in almost any other section
you can think of!

a/
S//^ffOofs^/s' CBoecat ^

The average family in \\ DAY's
area, for instance, has an KfTecti\c Buying Income of S!l49.*{ as
against an average of $3166 for
loua. Kansas. Minnesota. Missouri, Nehraska and the l)akotas. comhined! (Sales Management, 1917.)
For 26 years. \M)AV has been
the l>i<: ra«iio hahil in the Red
River Valley. Most people hardlv
c>cr even think of anv other
station.
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Mi\\ ysv prnvc it to youY

FARGO, N. D.
NBC

. 970
5000

KILOCYCLES
WATTS

FRtt&PtTtR5.hf,

OMAHA &
Council Bluffs
BASIC ABC '5000 WAHS
Represented by

EDWARD FETRY CO., IMC

>

SPONSOR

Vjf"'i^M
'
'
^
j'^

"Dadd/Kingtail"

The Most Sensational
Kid Siiow on the Air Today!

FOR SALE !

. . . WITHOUT
...WITHOUT

BLOOD-AND-THUNDER
LOSING ANY JUVENILE

APPEAL!

If you are looking for a kid show

They said it couldn't be done . . . but with "Daddy Ringtail" WFAA-570 came up with an answer to the kid
show critics that was an overnight success.

that's really different and can
actually guarantee

Here are just a few of the results of its first year on the
air:

• A

PROVEN

AUDIENCE

• PARENTAL

SUPPORT

• UNLIMITED
PROMOTION
POSSIBILITIES
You II want to know more about

13,000 "Daddy Ringtail" color books sold on the
air in less than 10 days!
Last Hooper topped all kid show competition in
town.
An estimated half of the potential kid audience
listens regularly in Dallas alone.
And the kid show critics are changing their tune. Parents, teachers, ministers have only praise for "Daddy
NOW AVAILABLE FOR NETWORK
Ringtail!"

WFAAs

OR LOCAL SPONSORSHIP

"Daddy Kingtail"
FOR

FULL

WRITE
OR

CALL

PETRY

INFORMATION

WFAA

DALLAS

YOUR

NEAREST

OFFICE.

DALLAS, TEXAS

820 NBC 570 ABC
TEXAS

QUALITY

NETWORK

Radio Service of the Oallot Moraing
Represented

JUNE 1948

Nationally

by

EDWARD

Newt
PETRY

and

COMPANY
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Coutests and Offers
PROGRAM

CENTAUR

CO

Molle
UruKhless Shaving

Mystery

Cream

Theater

MORSE

GENERAL
GORP

SEED CO

FOODS SALES

Garden Gate
Jury

Ferry seeds
Gaines Dog
Food

10-10:30 pm

10-10:15 am
Sunday

Juvenile

3:30-4 pm

Telephone
Andy

MTWTF
6:18-6:30 pm
Thursday
9-9:30 pm

13,500
vacation,
1949-njodel
Fords,
TV and radio sets, other cash prizes

Send 200-word essay on "My Closest .Shave"
with two carton flaps to program, N. V.

(I) "Orderbership
of cards.
the Green
Thumb" mem(2) Certificate
for
Ferry Seeds, box of plants, garden book

Both get prizes.

CLOTHING

TV

CO
All soap

LEVER

Underwood

portable typewriter

(1) Recommend

friend for award, with

NBC

reasons.

(2) Send in original poetrj-

CBS
MBS

Send question for discussioo by jury to pro-

WGN,

gram, N. y.
Clothing

HIRSCH

-*M

Friday

Saturday
FERRY

aaonthly talHriaCimi

BROS
products
Sierra Pine
Toilet Soap,

LOS ANGELEJ

SOAP CO

Quiz 'n
Amos
Frank
Hemingway

Scotch

MTWTFS
7-7:15 am

set,

movie

projector,

Bulova

watch, vacation, clothing, etc. Cumulative jackpot of S250 plus $10 daily

from H'wd.
air clues
Listeners called, identify "Mr. Question Mark"

Regal aluminumware

Send 75c-$l and 2 boxtops from any Lever soap
product to sponsor, N. V., for each item

NBC
Chi.

3 Hollywood

Star Carnation plants

Send 25c and two product wrappers to sponsor,

Don
Lee

Cleanser

MARJ

Dr. I. Q.,
Mars,

INC

Dr. I. Q. Jr.

Saturday
5-5:30 pm

Snickers

Institutional

METROPOLITAN
LIFE
INSURANCE CO

Eric
Sevareid

(1) Various
merchandise
and
cash
prizes.
(2) $50 weekly plus whatever
studio contestant fails to win

6-6:15 pm
MTWTF

Health booklets

(1) Weekly word-building contests, based on
new
product
phrase
announced
each
week.
(2) .Send biographical sketch with Ping wrapper
to program

Free on request

to program,
station

NBC

c/o local CBS
WHAV.
CBS
HaverhiU,

MODERN
CD

BEER

& WINE

Beverages

Sports Quiz

MTWTFS
6:10-6:25 pm

Tickets to Red Sox or Boston

Braves

Mail in answers to four sports questions asked
daily.
Highest weekly score wins tickets

Canton,

games
Various

PARTICIPATING

Carol Adams

Various letter-writing contests, changed weekly.
Generally tied in with charity drives

Weekly prize of $10

MTWTF pm
1:15-1:30

WHBC.
Mass.

Ohio

Saturday
Mary Lee

Pet Milk

PET MILK JAIEJ CO

Taylor

Recipe booklet; baby care booklet

Truth or

a GAMBLE

Consequences

Free on request to program,
station

c 'o local

CBS

CBS
Saturday

Duz
PROCTER

10:30-11 pm

8:30-9 pm

Five weekly contests, totaling $50,000
in cash prizes

Send product sentence completed
and

ten

true-false
on
blank answers
to sponsor

in 25 words
official

entr>-

NBC

Sunday
Those
QUAKER

OATS CO

Oats

6-6:30 pm
$1.55

Websters

package

Seeds
of Vaughn's

Flower

Send 15c and trademark

from box to program.

MBS

Mother's
Twenty
RONSON
ART
WORKS

METAL

Lighters

Saturday
8-8:30 pm

Questions

STERLING

Bride &

Various

DRUG

Groom

Lighter to sender of subject used; if
studio
contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Send subject about which 20 Questions may be
asked, to program, N Y.

MBS

Listeners send number times "bride" mentioned on program on certain days, with 25letter on program, to program, N. Y.

ABC

Monday
$1,000 grand prize, various other cash
2:30-3 pm

word

WHBS,

prizes
Swift

SWIFT

Breakfast
Club

products

MTWTF
8:15-8:45 am

Four

prizes

of $500;
toasters

400

ABC

Camfield
Listeners

submit
containing
Prem recipes
to program

Swift's

■•Mr.X"
UPTAINS

FOOTWEAR

CO

Shoes

Cumulative

MTWTFSS
3 times daily

Huntsville,

$5 jackpot

ListenersMust
called,
identify
"Mr.letter
X" onfrom
air
clues.
write
25-word
official
entry blank to be eligible for call

Code-0-Graph

Send Ovaltine bliel to program, N. Y.

Ala.
MBS
WANDER

Ovaltine

CO

Midnight
Captain

MTWTF
5:30-5:45 pm

Whafs the
Name of
That Song

Wednesday
8-9:30 pm

True

Sunday

Mirro-Magic

Lee
Wildroot
WILDRDOT

CO

Cream
Oil
I

WILLIAMSON

CANDY

CO

Oh Henryl

Detective
Mysteries

82

$5 cash prizes

Don

Awarded weekly if person correctly identifies
wanted criminal described on show to FBI,
then contacts magazine

MBS

program
$100

4:30-5 pm

for

Send list of any three songs to program

reward

from

True

Magaiine

Detective

use

SPONSOR

Ire Your Sales
John J. Larmer, president. Piedmont Adv. Agency

an Important: Message
In June 1946 Stanback Co.,
Ltd., appointed a new advertising agency.
In December
1947, the new agency said to Stanback,
"You have been one of the most successful
users of radio advertising in America.
Using radio exclusively you have increased sales for 17 consecutive years.
Nevertheless, we recommend a complete
change in your radio advertising policy.
We want you to change your strategy of
station selection, switch to programs instead of announcements, use a brand-

adv.

for

Drug

Pro€lu<*i; Atlvertisers

Today (first quarter, 1948) Stanback expect sales leadership in 1948. Also resales are 10.7% ahead of 1947 . . . and
member: big rewards in advertising power
going higher. If your sales have slowed up and sales results went to those with vision
in 1946 and 1947, ask yourself these . . . men who knew radio would revolutionize communications and advertising
questions:
and got in early.
"Are we still following our pre-war radio

"Has our agency studied the almost 100%
increase in stations, the universal advances
inpolicy?"
radio rates, the post-war shifts in population, the latest trends in radio commercials,
the impacts of the NAB Code . . . and foreseen how these will affect our strategy and

"Do we still put our faith in 'symptonew copy appeal."
Why would any agency dare to propose results?"matic' copy when its effectiveness has
drastic changes in a policy with a 17-year
record of phenomenal success? The
"Are our plans and policies based on
slipped?"
answer is simple: Because revolutionary today
or yesterday?"
Remember this: revolutionary changes
changes have occurred in radio since 1944
. . . and even more rapid and far-reaching are here in radio. You cannot base your
radio advertising on 1940 conditions and
changes are happening right now.

This same opportunity exists today . . .
for those men of vision, who base judgment on fact, who are not afraid to try
new ideas, travel new paths. Will you be
one of these new leaders in radio?
"X" This agency feels it can show several
Drug Product advertisers how to get
quick increases in sales, forge ahead to
leadership . . . with new radio ideas and
strategy. Will you match your time with
ours? Write, wire or phone: John J.
Larmer, President, Piedmont Advertising
Agency, Inc., Salisbury, North Carolina-

\^^

«.

PETER DONALD
SHOW
is geMing big audiences for Stanback. Center: Peter Donald, radio's Number 1 story-teller. Top left: Star
Donald and Announcer Dennis James plan ad-lib switches. Top right: Donald and Three Flames "hamming around" to liven audience.
Lower

right:

JUNE

1948

Pre-broadcast

warm-up.

Lower

left:

Awarding

certificate

to Charles

Stark

as "Outstanding

Radio

Producer

of the

Year"
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. • . John Vissering, Jr.
Department Store Owner
Minonk, Illinois

npHE Vissering Mercantile Company in Minonk, Illinois. 39 miles
-■- northeast of Peoria, is the largest retail establishment in Woodford
County. Three floors of electrical appliances, home furnishings, textiles,
meats and food products attract customers from 1:1 Paso, Eureka,
Roanoke and all the prosperous little towns surrounding Minonk.
Herman Vissering, who with his brother, John, and sister, Mrs. \'iola
Beckman, operates Vissering Mercantile Company, says, "W'LS is especially popular among farm people, and over 60 per cent of our business
comes from farm families. I guess W'LS is the most popular station in
890 Kilocycles
50,000 Wafts
ABC Affiliate
Reprtienled by

John

Blair & Co.

Woodford County. "
The \'isserings know the radio tastes of their customers for the} were
all born and raised in iMinonk. Their father founded the store in 1890,
turned it over to them 14 \ears ago. John Jr. now heads the meat and
grocery section; Herman has charge of the dry goods, appliances and
furnishings; \'iola is the chief bookkeeper and runs the ofhce.
Minonk, population 1,897, like man\ another small Midwest town,
knows WLS well; has played host to W LS Barn Dance talent, depends
l.irgely on W LS for its news, markets, weather reports, and entertainment fare. \\ LS has the highest BMB in Woodford Count\ : 87 per cent
day, 90 per cent night. The count\ pojiulation of 19,124 is entirely rural.
Retail sales in 1946 totaled o\er 12 million dollars . . . effective buying
income almost 2OI/2 million dollars!
This important market is just one of many in the WLS area where
merchants and their customers listen to and are influenced by the advertising messages heard on WLS. Intensive coverage of a prosperous market . . . loyal listeners . . . programming that series the community—
that's iihy \\ LS gets results!

AFFILIATED IN MANAGEMENT WITH THE ARIZONA NETWORK: KOY, PHOENIX... KTUC, TUCSON... KSUN, BISBEE-LOWELL-DDUGLAS
84
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GARDENING
(Continued from page 80)
they are devoted to their own backyard
"trail" — and anyone who can show them
how to have more fun with it will get
their ears.
WTMJ announcer Gordon Thomas
raises gourds. He had a theory that lots
of listeners to his Top of the Morning
program might enjoy trying their hands
at it too. The station gave him the goahead and he began telling his listeners
about the various kinds of gourds, how to
plant, cultivate, and harvest them.
Would they like to try it? They would!
He promised them an exhibition at Mil'
waukee's Radio City after the fall gourd
harvest. Six hundred and seventy-seven
fans submitted entries; a thousand of
them attended the exhibition.
WLS, Chicago, offered a Surprise
Flower Garden packet of seeds three
times a day for five weeks in April and
May. Over 80,000 listeners sent in dimes
for the seeds. In twelve weeks on WLS
during this same period a seed company
received over 14,000 one-dollar orders,
while in two weeks over 4,000 people sent
in cash and boxtops for chrysanthemums.
Perhaps the oldest regular garden show
on the air is Tom Williams' The Old Dirt
Dobber, which started on WLAC, Nash'
ville, in 1933. Mr. Williams, one of the

IN

CLAY

COUNTY!!

country's well-known horticulturists,
answers listeners' questions on gardening
problems and each week awards the
Order of the Green Thumb to the most
outstanding gardener recommended by a
listener. "Having a green thumb" is the
gardener's phrase for "able to grow anything." The local show is an afternoon
participating session which has been sponsored by such varied organizations as the
Nash Electric Service and the Washington State Apple Commission, as well as
floral and seed companies.
A network version of the show, called
Garden Gate, was started on CBS in 1940.
It was carried sustaining on Saturday
mornings until 1944, when the W. Atlee
Burpee company sponsored it for three
months. It has since been sponsored during every late fall and spring by the
Ferry-Morse Seed Company on some 150
stations, continuing sustaining between
seasons. Mr. Williams gets around the
problems of differences in climate and
other local conditions by discussing general questions and adding plenty of qualifications. Although the Hooper rating
seldom gets much above 1, Garden Gate
sells lots of Ferry-Morse seeds. The
Institute for Education by Radio this
year cited the show for its excellent comJUNE 1948

Clay County, Tennessee
lay in the path of devastating flood waters.
There was no newspaper link with the
outside world to warn the people. Telephone lines were down.
No means of communication — save one. WSM.
Yes, WSM was there. Keeping Clay County listeners
abreast of the flood news. Warning them in time to save
lives and reduce destruction.
stations and safety.
This flood was

Directing

not an everyday

sufferers

to

relief

occurrence. But it was

typical of WSM's constant service to our listeners. Service
that has earned the confidence of folks who look
upon WSM, not as just
another radio station, but
as a trusted friend.

WSM

NASHVILLE
HARRY
50,000

STONE, Gen. Mgr., JRVINC WAUGH,
WATTS • CLEAR
CHANNEL

Com. Mgr. • EDWARD
PETRY & CO., Nafl Rep.
• 650
KILOCYCLES
■ NBC
AFFILIATE85

bination of entertainment

and seasonal

outdoors developments.
Despite the traditional success of
flower and seed companies with garden
shows, there are outstanding cases of

community consciousness by appealing to
the gardeners of the area is the Second
National Bank of Houston, Texas. In
June 1945 it started sponsorship of The
Garden Club of the Air, a i5-minute show,
twice a week, on Tuesday and Thursday

other sponsors who have reaped the rewards in both sales and good-will from
feeding the garden fans of an area the
right kind of fare.
The Olympia Brewing Co., Olympia,
Washington, has over several years built
one of the most amazingly loyal garden
followings to be found anywhere.

mornings at 10 o'clock. Financial institutions arc notably timid in their advertising or public relations approach to the
public. But this show, off the air during
the war, had already demonstrated what
a combination of dignity and dynamite

Perhaps the country's outstanding example of building a desired place in the

operation.
The idea for the Cardat Club of the Air

could do with the right sponsor co-

was originated in 1937 by Mrs. Ralph
Q)nselyea, an outstanding Gulf Coast
horticulturist with years of experience in
lecturing and writing. The underlying
theme of the show is that of community
service through a package consisting of
three elements: the program itself, printed
garden material specifically written for
the Gulf Qjast region, and a planned program of community cooperation in various beautification and related projects.
The Gulf Oil Company was the first
sponsor of Gardei^ Club of the Air. The
show, broadcast on KPRC, had an immediate impact. Mrs. Conselyea wrote a
monthly garden calendar which put into
print for the first time data geared solely
for Gulf Coast consumption. The Garden
Club oj the Air sold gasoline and oil.
Then it sold other Gulf products so successfully that the company decided to put
the show on a national network. Believing that it would lose its punch if it were
generalized sufficiently to deal with country-wide problems, Mrs. Conselyea, who
owns the package, refused.
The Houston Natural Gas Company
next sponsored Garden Club. It wanted
to remove the "soulless corporation"
stigma. How well the Garda^ Club succeeded isshown in the following instance.
A situation arose in a nearby city in which
a vote was taken on whether the gas company or another utility would serve the
city. The Gas Company, through The
Garden Club oJ the Air, had worked with
local groups on a city beautification campaign of which the citizens were very
proud. They voted overwhelmingly for
the Gas Company. This company continued to sponsor Garden Club until it left
the air following Pearl Harbor.
After the war the program was offered
to the Second National Bank as a public
relations medium. One of their goals is to
be recognized by the community as a
public-spirited institution interested in
promoting the welfare of the community
by contributing to the beauty of its
homes. The banks thinking was that it
could achieve its objective by reaching the
women da\time listeners of Houston.
The distribution of garden calendars
had reached 9,000 per month when
several thousand accumulated requests
for a "dirt gardeners handbook" for the
area got the handbook project under way.
Mrs. Conselyea wrote it on the basis of
listener questions. Twenty thousand
copies were printed last December. They
are exhausted now. All literature, of
course, is imprinted with the name of the
sponsor. Seventy-five people a day, on
an average, inquire for garden literature
at a desk set up in the bank lobby to
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Gasoline . . soap . . timepieces.

state Pittsburgh market

The products do not have much in

KDKA.

common,

do.

and rural listeners with the signal of

Standard Oil,Colgate-PalmoUve Peet,
and Bulova — smart merchandisers,

WOWO, Indiana's most powerful station. And they tap the fast-growing

all three — use all six VVestinghouse
stations.

Pacific Northwest through Portland's
KEX, now broadcasting with 50,000
watts.

but the producers

They reach the nation's third
market through K Y\V in Philadelphia.

reach . . on Westinghouse stations.

NATIONAL

JUNE 1948

Ask our national representatives for
costs and availabilities.

They penetrate the vast tri-

WESTINGHOUSE

RADIO

REPRESENTATIVES,

NBC

STATIONS
SPOT

SALES—

They reach millions of urban

Big markets, these. But easy to

They cover the densely-populated
New England area through WBZ and
WBZA.

through

Inc

EXCEPT

. kdka . kyw . kex . wbz . wbza . wowo
FOR

KEX

•

FOR

KEX,

FREE

&

PETERS
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INDUSTRY
BACKS
THE
BUYERS
A >\idc' raii«;t' of industries back the hi^li buying power of 1,000,000
people in WJllL's 32t'ouiily <'overage area.
Dozens of diverse industries — from silk spinnin«; to bookbinding —
beip keep average family ineomes well over
$2,000 yearly — higher
than any similar area
in the South. You ean
count on W JHL - and
stable industries — to
back your sales effort.
Check W. JUL!
ONLY

FULL-TIME

WITH

PRIMARY

IN THE

STATION
COVERAGE

NORTH-EAST

TEN-

NESSEE, SOUTH-WEST VIRGINIA AND WESTERN NORTH
CAROLINA

5.000 W

MARKETS

910 KC

JOHNSON CITY, TENNESSEE
Nat. Rep. John E. Pearson C<
88

service listeners.
The program gets an average of 250
letters a day, more than half of them from
men, asking questions, asking for the
handbook, or just thanking the Bank for
being such "nice folks." One woman
pretty well summed up the general tone of
the letters in her statement that she believes the Bank, "sincerely interested in
us as people," is not just giving "sweet
words to lure trade."
The only direct selling of the bank is in
a brief opening and closing institutional
message. But so solidly identified has the
bank become with Houston things floral
that when the garden clubs of Houston
held their last Spring flower show, the
general impression floating around —
despite the clearly advertised auspices —
was that the Second National Bank was
responsible for the show!
Impressions like that don't "just grow."
They result from careful promotion of the
show through planned leadership and participation inappropriate community activities. Public appearances by the
authority and mc of the program at fairs
and shows as guest speaker, etc., are
tremendously important. Mrs. Conselyea
has helped promote everything from an
International Flower Show to fund-raising
by the Ladies Aid of the East Columbia
IChurch for a County Nurse.
Many garden and flower programs have
been launched because of the universal
appeal to home owners. Few survive.
Why? Many conductors of successful
!shows are convinced it's because there
jaren't enough first-rate horticultural experts with the right personality and radio
know-how. Failure to talk the home
gardener's language, failure to interpret
properly the interests and needs of the
audience, failure to entertain as well as
instruct these are the sign-posts to a
show without an audience, say exjjerienced hands at the business.
Others feel a reason is the lack of real
knowledge on the part of many stations
and sponsors of the tremendous and sustained year-round interest in home gardening. They cite also the fact that most
flower and seed companies — traditional
sponsors of the flower and garden shows —
sta\ on the air from a few weeks to about
four months at most. This tends to give
the erroneous impression that serious
uardening interest is lacking the remainder of the year.
The answer seems to be that the right I
show will command an audience — and
sell a product — for 52 weeks a year,
riiere are always plenty of gardenini:
questions to consider, and plenty to talk
L
about, too — ask any gardener. * * * !

BILLION
DOLLAR

MARKET

spread over two states
Take

our BMB Audience Coverage Map, match it with the

latest Sales Management "buying
power" figures, and you'll see
that KWFT
reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our "reps" will bring
you all the facts, as well as current availabilities.
Write
today.

KWFT
THE TEXAS-OKLAHOMA
Wichita

Fallt— 5.000

STATION

Walt«— 620

KC— CBS

Represented
by Paul
H. Raymer
Co., and
KWFT,
801 Tower
Petroleum
Bldg.,
Dallas

for
HOT INFORMATION
on
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BY
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a sales curve v

The power of a network's muscles is measured by the audience it delivers.
CBS has the largest nighttime audience (Lux Radio Theatre) and the largest
daytime audience (Arthur Godfrey at II a.m.) of any network in radio.
That's why most leading advertisers turn to CBS to lift their sales curves.
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O ROCHESTER, H.Y.
"Best Test City in New York and
the Middle Atlantic States,"
says the Sales Management
Fall 1947 Test City Survey.

eSTATION
**Best Listened

WHEC
To Station

in
Rochester" says Hooperatings «
(and has been for past 4 years!)

A

Strong
Program
Promotion

'^

''

'^j}^ G^ ^

%^

~

WHEC

not only "airs" your program, but promotes it with the
combined force of spot announcements, newspaper advertisements,

"Jumbo-size" buscards, outdoor
posters, lobby displays and
mail.
WHEC uses daily advertisements in
both the Rochester Democrat &
Chronicle and the Rochester TimesUnion, — often buys extra space for
special merchandising
promotion.
WHEC's consistent and continuous
direct mail campaign is directed not
only toward key radio audiences
but also toward special lists of the
trade — dealers, distributors, trade
association members, etc.

t)iMd

h^

J^iHiVUp

J)kf^^

Write, phone or wire for availabilities
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TELEPHONITIS

impossible to have the entire nation call a

(Coutinued from page 39)

national program while it's on the air.
Major Bowes combined phone calls in
New York with phone calls in an honor
city, but that was the closest a network
program has come to using incoming tele-

A novel twist in the use of the phone has
been developed by WJW in Cleveland for
Central Chevrolet, a local auto dealer.
There, through a ten-minute program,
listeners are given the t)pportunity of
building a telephone number from broadcast clues. When a listener uncovers the
number he phones it and speaks to a
"Miss Central" who pays him $25.0() for
his sleuthing ability. Following each win
the number is changed.
The incoming telephone call is basically
a local program device since it's patently

phone calls. This Bowes' formula has
been used by other programs but none
since Bowes has hit his record of calls.
Local radio and television programs
find incoming phone calls an amazing
listener stimulant. TV discovered that a
Tele- Auction (December 17, 1947) resulted in sales amounting to $3,730
(WABD). During the half hour auction
a call came through every 30 seconds, [it
HOOPER

STATION

December.

WSBT

TIME

MORNING
MON.

THRU

FRI.

STATION

STATION

STATION

"C"

"D"

LISTENING

STATION
STATION

"B"

51.9

7.9

47.3

10.5

43.7

3.6

STATION

"F"

4.5

"£■'
3.5

23.4

5.1

INDEX

1947 -January. 1948

"G"

3.9

MON.

THRU

FRI.

7.8

17.5

9.0

12:00-6:00

EVENING
SUN. THRU SAT.
6:00-10:00

7.5

13.6

SOUTH

7.4

5.8

23.9

REMAINS

OVERWHELMING
THE

Signi Off
at Locol

2.2

Suntel

^l\

TH

CHOICE
BEND

OF

AUDIENCE

Today, with two competing stations in South Bend. WSBT
continues to hold by far the largest audience. Note, too, that
no out-of-town station comes close to WSBT

in listener loy-

alty. Throughout the nation very few stations can match the
audience allegiance earned and maintained by WSBT.

For

among all Hooper-rated Columbia
stations — WSBT ranked 2nd in th«'
morning, 4th in the afternoon, and 6tli
in the evening in share of audience.

5000
960
RAYMER

COMPANY

NATIONAL

played using the listeners' telephone or
social security numbers. The game is
presently on more than 12 stations with
M & M Candy Company sponsoring it in
Boston (WCOP), Philadelphia (WIP),
Chicago (WGN), Detroit (WXYZ), and
Pittsburgh (WCAE). It's very simple to
play. The listener, who has visited a retail outlet carrying M & M Candy, has a
form on which he has marked either the

for which the answer is "right"
questions
or
"wrong." He is told to write down one
number if he thinks the statement is right
and another if it is wrong. When he has
circled the five digits he has on the card
he phones in or mails it to the radio station.
The fun of playing this legal bingo (the
post office has labeled the game as a game
of skill with no consideration involved and
therefore not a lottery) seems to be almost
enough reward for the listener. The prize
is seldom more than $1.00 and it's usually
in the form of a merchandise order for the
sponsor's product. In Buffalo, where
Queen-0 soft drinks sponsor the game, the
award is two six-bottle cartons of the
product, well under a retail value of $1 .00.
The urge of the Tele phone- Radio Game
is that of competing with all the rest of the
great unseen radio audience. Indicative
of how it pulls, on April 28, WGN had
6,223 calls completed between 8:30 and
10:30 p.m. (A general rule is to permit
calls to come in an hour and a half after
the program has left the air.) Among the
calls there were 722 winners. In Buffalo

on April 27, there were 3.267 calls completed between 9:30 and 11 p.m.. with
289 winners.
M & M, the only national spot sponsor
using the program at this time, recently
made a confidential surve\' on the effect of
the program. Although the figures have
not been released it is understood that
distribution of M & M Candy in several

the above December-January period —

PAUL

games as a selling vehicle is Harry Goodman's Radio-Telephone Games, which is

last five numerals of his telephone number, or the last five digits of his social
security number. The announcer asks

8:00 -12:00

AFTERNOON

was all for a good cause (NYU-Bellevue
Medical Center) and there was a lot of
fun had by both the studio audience and
the air audience.
John Reed King had a TV Record Shop
on the air, during which listeners phoned
in to identify the record that he was
spinning. He tied up all the DuMont
(WABDj telephone lines — and that was
in early, early days of video.
The ultimate in incoming phone call

KC

WATTS
•
CBS

REPRESENTATIVE

100<~c
over started
test markets
program
after thewell
four weeksjumped
within
The effectiveness of the game may be
seen in the fact that The Ekiston Store in
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SPONSOR

Top network-radio vehicle
of two great national advertisers . . .

. . . just being released
for local broadcast
at low syndicated rates

ANOTHER PROVEN
NBC RECORDED PROGRAM
Through the cost-sharing feature of NBC Syndication,
one of network radio's most successful serial programs
is now available to local and regional advertisers . . .
and at rates well within the limits of the most
modest advertising budget.
Sponsored for four years by Safeway Stores on the
NBC Western Network, and currently scheduled over 40
stations of that Network by Albers Division of the
Carnation Company, aunt mary has one of the highest
year-in year-out Hooper records in the history of
daytime radio.
NBC Radio-Recording has available* immediately more
than 600 transcribed, open-end, quarter-hour
programs . . . enough for two full years and more
of across-the-board broadcast ... a smart buy for local
and regional advertisers reaching for a ready,
responsive daytime audience.
Here is top writing, direction and production . . .
casts of seasoned Hollywood talent ... a proven
entertainment and sales formula. Write, wire, phone
or use the coupon below to obtain audition record,
rates and new brochure.

Here's Hooper History
— and current, too!
AVERAGE RATING
5.4
(January-March, 1948)

Special discount rate on firm 52-week orders
(260 programs). Minimum contract 13 weeks
(65 programs) with renewal option.

Sample Market Ratings:
DENVER
EL PASO
FRESNO

6.5

OMAHA

10.5

SAN

8.9

11.4
DIEGO

SEATTLE

SPOKANE

*except in the area served by the NBC Western Network,
but check us for availabilities.
Program is offered .subject to prior sale and availability.

6.3
5.0

8.3

^rom latest Hooper Pacific Coast Reports
and Hooper Measurement of
Radio Listening Reports —

Oct. ■i6-Feb. 'W)

_ _

NBC Radio-Recording Div. (Syndicated Program Sales)
30 Rockefeller Plaza, New York 20, New York

\e0i
Radio-ReMaing

Rush audition record, rates, brochure for AUNT

Division

A service of Radio Corporation of America
RCA

Buiiding, Radio CSty, New

York • Chicago • Washington

NAME

TITLE

COMPANY
ADDRESS

• HoHywood

• Son Francisco
Cinf

ZONE

STATE

MARY.

Get thar
with the
Mostest
in your
battle lor
Waterloo
(IOWA)

Wilkes-Barre, Pa., has been sponsoring
the program and has found that it sells
specific products featured on each broadcast. Being a department store and featuring products not advertised in any
other medium, Boston Store has been able
to trace its sales results. They justified
renewing the program for 26 weeks (as of
April 3).
The program is not a cheap vehicle, although ituses only two announcers and
specially prepared syndicated continuity.
Special phone banks and corps of telephone operators cost a good deal, and even
if the prizes are merchandise they also
contribute to the cost. Still another
factor is the fact that Goodman will not
release the program for broadcast except
at key listening hours at night on powerful stations. In New York, where Stanley
Shave Cream sponsored the program for
13 weeks until internal problems at Stanley brought about a cancellation, the cost
was $3,000 a broadcast (time, talent,
prizes, etc.). In Chicago 50 trunk lines
and as many telephone operators are required to handle the calls on WGN (30 at
the station and 20 at the College Inn).
Winners are brought into the retailers'
stores, first to get the blanks on which
they play the game and second to redeem
their merchandise certificates. Up to now

It's one of the most important markets in northeast Iowa — where WMT
is the No. 1 station. It's a market
worth conquerinfr, a prosperous industrial cily of 65,000, widely known
for farm machinery and meat packing. Waterloo led the nation in
percentage of increase (35%) in
business volume for "47 over '46, as
evidenced by bank debits. And it's
the shopping center for the rich surrounding agricultural section.
Conquer Waterloo too with WMT
— the big gun in Eastern Iowa radio,
the area's only CBS outlet. Ask the
Katz man.

■*JfcV?>C

■vrc«5«v.

WMT
CEDAR

RAPIDS

5000 Watts
600 K C.
BASIC COLUMBIA

Day & Night
NETWORK

the products that have used Goodman's
game have been in the under-$1.00 classification. Most advertising men feel that
a game like this is best for a fast moving
mass product like candy, soft drinks,
bakery products, shaving cream, etc.
However, down on WMPS, Memphis,
Sealy Mattress sponsors the program with
the award $1.00 in cash, which he must
claim from a Sealy dealer. There is also a
special prize for the winner who writes the

Sells

Times
More
People!

5000
620
DURHAM,
REP.

PAUL

WATTS

N.C
H. RAYMER

•••A
N -S
TERLL
ATRRE
WES
THETA

best 25 words on "I'd like to own a Sealy
Mattress because ..."
Like all air games, telephone or otherwise, Goodman's must be kept fresh.
There's something new being added constantly. At one time a detailed how-toplay announcement prefaced the start of
the game. Goodman credits the M & M
agency (Compton) with suggesting that
all the preliminary chatter be discarded
and that the explanation be worked into
the game as it is being played. This increased listening audiences, phone calls,
and winners. M & M is planning to add a
special "Mrs. Hush" type of promotion to
Goodman's Radio-Telephone Game within the next few months. The feeling at
Compton is that with an audience that
enjoys games — give them plenty to play.
The Telephone Company has established aset of rules based upon 20 years of
(Please htm to page 100)
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Now . . .

90 HALF-HOUR PROGRAMS
TRANSCRIBED
The Riders of the Purple Sage
Special Guest Stars
Stories of the ModernV/eit
Authentic Cowboy Ballads

HARRY

S. GOODMAN

19 E. 53rd Street
New York 22, N. Y.
SPONSOR

NOW!
7/044, can. leU . . .
Radio personalities can sell books.

Sam

Molen, KMBC - KFRM sportscaster,
voted the No. 1 Midwest sports comnien'
tator by The Sporting News, is the author
of a humorous book on sports characters.
They Make Me Laugh, published by
Dorrance & Company of Philadelphia, is
selling
voice of
is heard
and thewherever
Arthur Molen
Church's team
Kansas—
stations cover a lot of territory as the
publisher is discovering — and the book in
turn is selling Molen. The sales of books
by local personalities often justify the
printing of extensive editions. The book
by Ben Hawthorne (Hartford, Conn.) on
his cow Bessie is another example.
To perk up Shredded Wheat business in Ohio,

Don Gabriel, who conducts "By Don's
Early Light" over WJW (Cleveland), ran
a seven-week "Eat a Better Breakfast"
contest during March-April. Winners received their prizes (table-model radios) at
an award breakfast — and Cleveland is
eating better breakfasts — Don hopes —
with Shredded Wheat.
WNBC (N. y.) "Treasure Hunt" uncovered a
cookbook printed in 1541 and a Bible
dated 1560. The hunt was part of the
promotion for the network key station's
6-7 a.m. rise and shine shindig with Tom
Page and Wally Butterworth. The oldest
article in the treasure hunt won contestant an RCA-Victor television receiver.
An entire issue oF the Carolina-Virginia
"Retailer" magazine was devoted to radio.
Inspired by the very active North Carolina Association of Broadcasters, of which
Harold Essex (WSJS) is President, the
issue presented a comprehensive history
of broadcast advertising. Practically all
the stations in the area advertised in the
edition.
122,181

letters were

received

in

WROW

(Albany, N. Y.) all-star scholastic basketball team contest. The mail count
reached 30,075 in one day (March 20).
The contest was sponsored by Stanton
Brewery, Inc., of Troy, New York, on
Stanton Sports Parade, a daily program.
KORN (Fremont, Neb.) is selling juke box
playing with a disk jockey program. A
local music machine route operator is
underwriting 45 minutes (11:15-12 midnight) of Insomnia Club, a typical record
spinning session.
Subscribing juke box
JUNE

THE RICH

locations get a short commercial on the
program and share the cost with machine
owners.

DOWNSTATE
ILLINOIS

Bea Wain and Andre Baruch visited the plants
of their sponsor to sell its employees on advertising. WMCA's "Mr. and Mrs.
Music" (N. Y.) shook hands with the
bakers and sales staff of Purity Bakeries
(Taystee Bread) and personal letters and
autographed pictures of the team later
went to each Taystee worker. Consumer
promotion includes 20,000 posters on the
show for stores and special radio timesized. tables with Baruchs' schedule emphaColumbus Philharmonic Orchestra promotion
on WCOL, Columbus, Ohio, during March
brought business for the sponsoring department store (F. & R. Lazarus) and
Magnavox radio-phonographs. As Lazarus saluted the orchestra in a half hour
dramatization the story of Magnavox and
good music was worked painlessly into the
continuity. Lazarus went all out for
Magnavox during the week of the air
show, with 1 1 of its store windows featuring consoles.
The

"National

Farm

Field

Day"

of

MARKET

'Southern Illinois' Mosf Powerful

WMIX
Radio Voice"

WMIX

WMT

(Cedar Rapids, la.), second week of July,
will feature a tractor steeplechase. Three
farms are being planted with forage crops
this spring for the occasion. Manufacturers will exhibit the newest labor-saving
devices and all of WMT's previouslyproved farm-fair events will be part of the
field day.
Theatre Guild subscribers reminded to listen

to Theatre Guild on the Air. Mailings of
subscription tickets contain a little memo
which call the subscriber's attention to
the U. S. Steel broadcast program over
ABC.
Almost half of Lansing, Michigan (45,235out
of 110,000 residents), have filed birth
dates with WJIM in hope of winning a
birthday gift on the station's Breakfast
Bingo program.

the only station covering alt of this
rich downstatc oil, coal, farmins
and Industrial wealth with both
AM

and FM at a single low rate.

No. 2 Radio Center. Mt. Vernon, III.
940 AM

94.1 FM

Not housewife but homemaker is the dictum

National Representative

of manager Grignon of Milwaukee's
WISN. Grignon's point is that many of
the best housekeepers are not^ wives at all.
It is a simple idea but rated a good deal
of newspaper space locally.

John E. Pearson Company

1948
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experience. AT&T doesn't particularly
care for the use of the phone in air programs. Each time they set up a special
bank for a game hundreds of men and
women who have been waiting for phones
for years write letters of protest to the
Public Service Commission, the FCC. and
to the phone company itself. In most
cases these special banks of phones make
use of facilities which are not in demand at
the time the game is being played. For
instance, a special bank of phones is
usually established in exchanges with very
little traffic at the time the program is on
the air. Usually they are routed through
a business district exchange, where most
offices are closed down and the call upon
equipment is at a low ebb. These phones
are a special part-time set-up; they utilize
circuits that are standing idle. But that
explanation seldom satisfies an irate
would-be telephone subscriber who is
waiting for his phone.
Telephone rule number one for handling

r

I

I

Far cry from the trading post of former years is this modern
super
market
at Fairbanks.
Typical
of the NEW -55Alaska,
i»
c
stocks the same brands you buy; sells perishables as fresh as
those you eat; serves people as up-todate as your friends.

^
'

VOICES
of the
NEW ALASKA
Sold separately .. .or in combination at 20*/a discount

Further rules are:
first."
the audience there is no hurry
to 2.be Tell
on the call. Give them an hour or more

(.S
E lolKrop. Piai.

GILBERT

Alvin O

A. WELLINGTON,

1014 Amtficon Kuildlng

6(omttrd1

Noll. Adv

Cm

M^r

Mgr.

• S*<)ttU 4. WoUiw>gi»n

•
;0 '^

after the program is off the air to make
their caljs.
3. Don't wait till the last minute to
notify the phone company of a planned
game. Every installation of this kind is
custom built.
It takes time.
4. The legal aspects of the game must

pifwfv*u
OTEL/:SlTRAI^lD
Atlantic City's Hold uj Distinction
The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water

Baths. Glass in-

closed Sun Porches.

Open

Sun Decks atop. Delightful
is the station to best service
your product's story in the
rich North Jersey area.

the

radio

station

of

the

Cuisine. Garage on premises.
Open

Famous
Exclusive

100

All Year.

h'iesta Grill and Cocktail Lounpe
Favorite Flendezvoas of the Elite
for

Fine

Foods

Pennsylvania Avenue
and Boardwalk

be passed by the Telephone Company's
own legal department.
5. Remember that two-way telephone
conversations are not permitted on the
air by the FCC.
6. Don't ask the phone company for
trick telephone numbers or designations.
7. Remember that for every caller who
thinks that he has the answer to the question there will be one who will call just for
the sake of making the call and talking to
a broadcast studio.
Even in a great telephone center like
New York 25,000 telephone calls can entirely disrupt phone service if they are
placed at the wrong time of day, or to or
from the wrong service areas. Telephone
games have been known to so tie up
service that not even police or fire calls
have been able to get through.
The telephone is the quickest way to
discover if anyone is listening to a pro-

J.

A

phone games is: "Never announce a
special award for the first person to call in
a quiz game. No matter how adequate the
facilities, they can never handle the rush

that it's not
The main drawbackIt isproduces,
low-cost gram.merchandising.
but
it requires a sizable investment, and
follow-through.
* » ♦
SPONSOR
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WASHINGTON
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BUILDING
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NEW
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OREGON
CITY— 360
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HOLLYWOOD

HOLLYWOOD.
NORTH
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MICHIGAN
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CALIFORNIA
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SMITH

CHICAGO.

KANSAS

TOWER

SEATTLE. WASHINGTON
ILLINOIS

CITY. MISSOURI

BIG AGGIE,
but your PURSE
. . . Sears-Roebuck

in Yankton

31, to retail for $239.95

STRINGS

received 20 pieces oF farm machinery^ last January

each.

. . . witfi an annual inventory coming
wanted to move
...

are showing!

up the following day, the Sears management

these farm machines, BUT FAST.

so they contracted for three 1 -minute announcements

1:00 p.m., January 31.
within 30 minutes ALL

to run on WNAX

The first one was aired at 10:00 a.m.
20 PIECES

. . . that's $4,799 worth

OF

It and it alone sold

EQUIPMENT.

of machinery sold by one WNAX

announcement

advertising cost of only $21, or an advertising cost-per-unit of $1.05.
had none

before

And

at an
Sears

of these expensive farm machines to include

in their inventory.
... Big
Aggies'
PURSE
STRINGS
loosened for the advertiser who uses

are definitely
WNAX.
Better

get your hand into her big purse with
schedule

on

WNAX.

Your

nearest

an
Katz

advertising
Man

wil

help you.
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Mil'

the

AHHiRICAN

BROADCASTING

CO.
SPONSOR
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New Agency Appointments
SPONSOR

PRODUCT

Morton Products Inc, (;leveland
Peck Corp, H'wood
Peller Brewing Co Ltd, Hamilton, Ont
Rexall Drug Co. L. A
Schubach Jewelry Co, Salt Lake City
Smithfield Ham & Products Co, Smithfield, Va..
Standard Brewing Co, Scranton
Stone Bros, St. Louis
Warsaw Brewing Corp
Yale & Towne Mfg Co (Elec Appliance dlv), N. Y.

(or service)

Proprietary drugs
Dietary supplements, lotions
Beer
Drug stores
Jewelry
Food products
Beer
Jewelry
Old Tavern, Burgemeister Beer
Yale Tip Toe Electric Iron.

AGENCY

Wiley, Frazee & Davenport, N. Y.
Madison, Beverly Hills
Grant, Toronto
BBD&O. L. A., natl adv
Cooper & Crowe, Salt Lake City
Lindsey, Richmond
A. Morse, Scranton
Roman, St. Louis
J. Preston Moran, Davenport, Iowa
SuUivan, Stauffer, Colwell & Bayles, N.

Sponsor Personnel Changes
NAME
F. W. Adams
Larry Bruff
J. Howard Daugherty
Albert S. Dempewolff
George Ditisheim
John E. Hardy
J. B. Scarliff
H. S. Wagoner
Paul H. Willis

FORMER

NEW

AFFILIATION

Packard Motor Gar Co, Detroit, adv superv
Newell-Emmett, N. Y., in chge radio and TV, for
Chesterfield Cigarettes
Celanese Corp of Ainerica, N. Y,, asst adv mgr
Firestone Tire & Rubber Co of Canada, Hamilton
Joseph Schlitz Brewing Co, Milw., central sis dir

AFFILIATION

Same, adv mgr
Liggett & Myers Tobacco Co, N. Y., in chge radio, TV
Rockwood & Co, N. Y., vp, in chge branded mdse, sis. adv
Same, adv mgr
Vulcain Watch Co Inc, N. Y., vp, in chge adv
Daggett & Ramsdell Inc, N. Y., vp, adv mgr
Same, adv mgr
Blatz Brewing Co, Milw., sis dir
Carnation Co, L. A., adv mgr

Advertising Agency Personnel Changes
NAME
W. E. Benedict
George Bolas
James A. Bromley
Len Carey
E. Ric Clark
Richard M. Compton
Richard H. Conner
David J. Cowen
Roy F. Cratty
William H. Grace
Norman J. Greene
Niel Heard
Samuel E. Hunsaker
R. D. Irving
Lester Jay
Richard O. Jones
Robert S. Kampmann
W. S. Kimball Jr
Fred W. Kirske
John Kucera
H. Donald La Vine
Dan Layman
Jack Layne
Robert Leder
Evard Meade
C. A. Monroe
Robert E. Moore
Walter K. Neill
W. Wallace Orr
T. Hamlin Reese
Edward J. Rosen wald
.\d Rovin
Ruth Rowland
Bernard B. Schnitzer
(;erald T. Sieck
Frank H. Stewart Jr
Edward C. Sucher
Kenneth D. Twyman
Norman Vickery
R. L. Whitman
Jefferson K. Wood

Jl

\l

FORMER

NEW

AFFILIATION

Callaway Mills, N. Y.
Foote, Cone & Belding, Chi.
Saturday Night Press, Toronto, acct rep
BBD&O, L. A.
Morgan. L. A.
Quaker Oats, Chi., adv mgr
Goodyear Tire & Rubber Co. Akron
Deutsch & Shea, N. Y., acct exec
Greenlee
Bros & Co, Rockford,
111.,
Pan American Airways
.Story Magazine, N. Y.
Louis Milani Foods, L. A., adv mgr
N. W. Ayer, N. Y.
Princeton Film Center, sis, prom mgr
McLain, Phila.
W. J. Johnson, St. Louis, acct exec
Harry S. Goodman. N. Y.
Dan B. Miner. L. A., vp
20th Century-Fox, H'wood., script writer
Booth, Vickery & Schwinn, N. Y., acct exec
Amer Tobacco Co, N. Y., asst to pres
Liebman Breweries Inc. N. Y., adv mgr
Makelim, Chi., gen mgr
Forest Lawn Memorial Park, L. A., vp. pub rel dir
N. W. Ayer, Phila., vp, superv of service
Louis G. Cowan. N. Y., vp
Bozell & Jacobs, Chi., vp
Foote, Cone & Belding, N. Y., radio prodn
Garfield & Guild, S. F., vp, acct exec
Leo J. Meyberg, L, A.
Frank Stewart, Houston, head

BBD&O, acct exec

Liebmann
Esmond

Breweries Inc, N. Y., vp in chge sis

Mills, N. Y.

AFFILIATION

^

Whitman & Benedict (new), .\. Y., partner
Tatham-Laird, Chi., radio dept head, acct exec
R. C. Smith. Toronto, acct exec
Same. N. Y., radio acct exec
W. B. Geissinger, L. A., acct exec
Needham, Louis & Brorby, Chi., acct exec
Ketchum, MacLeod & Grove, Pittsburgh, acct exec
Cappel, McDonald. N. Y., acct exec
Cramer-Krasselt, Milw.. acct exec
Calvin D. Wood, S. F., acct exec
Layne, Leene & Greene (new), N. Y., partner
Smith, Bull & McCreery, S. F., acct exec
Armstrong,
Schleifer
N. Y'., radio, TV dir
Irving & Kirske
(new), & S.Ripin,
F., partner
J. M. Straus, L. A., radio dir
Arthur G. Rippey, Denver, acct exec
Charles A. White Jr. Phila., acct exec
Jim McMullen, Ft. Worth, acct exec
Irving & Kirske (new), S. F., partner
Blow, N. Y., radio timebuying head
Layne, Leene & Greene (new), N. Y.. partner
Young Leene
& Rubicam.
Laye,
& GreeneH'wood.,
(new), acct
N. Y.,exec
partner
W. Wallace Orr (new), N. Y., acct exec
Young & Rubicam, .V. Y., vp, radio dept mgr
Brooke, Smith, French & Dorrance, N. Y., acct exec
C. C. Fogarty. Chi., vp
Ruthrauff & Ryan, H'wood., acct exec
W. Wallace Orr (new). Phila.. head
W. Wallace Orr (new), Balto., vp
Harry B. Cohen, N. Y., vp
Fremont. Chi., vp
Ketchum, MacLeod & Grove, Pittsburgh, asst radio dir
Elliott-Daly & Schnitzer (new), S. F.. partner
H. Charles Sieck. L. A., acct exec
Wallace Davis, Houston, radio dir
Hevenor, .\lbany, acct exec
Lennen & Mitchell, N. Y., acct superv
W. Wallace Orr (new), Balto., vp
Whitman & Benedict (new), N. Y.. partner
Paul Winans, L. A., acct exec
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SHARE

THE COST

{Continued Jrom page 42)

NORTH
CAROLINA
IS THE
SOUTH'S

FIRST

their local dealer cxjperative programs
but also their national spot advertising.
It's not unusual (or a station in New
York, Boston, Chic;if,'o, or San Francisco,
Los Angeles, or Philadelphia, for instance,
to receive a phone call or letter asking
why spot announcement or spot transcription number six was used when number
nine was scheduled. It is also not unusual for a local bij» city dealer to have a
call from the local district manager of an
advertiser asking why the scheduled national advertising copy wasn't employed
on the program for which the manufacturer was sharing the cost. Checking
services report what actually goes on the
air.
If errors happen frequently in big cities
where the stations have staffs which are
equipped to handle details, they are even
more likely to happen at smaller stations
u here most of the staffs double in brass.

NORTH

CAROLINA'S

This is a major headache for national ad\ertising managers. It's one that causes
constant friction between the advertising
and sales departments. The president of
one firm which spends hundreds of thousands of dollars in dealer cooperative advertising ofall types, from billboards to
broadcasting, backs his sales department
most of the time. His reasoning is simple.

rlRST

FIRST

FIRSTcity in the

FIRST

FIRST state with the
FIRST network (basic ABC)

FIRST
FIRST IohJ FIRST i^u/A
Morch I, 1948

FIRST

"VnW
MIAVA

FIRST

Sammm

RALEIGH,

50,000
WATTS

N. C

NBC

680 Kc.
AFFILIATE
National Representative

FREE & PETERS, Inc.

watts) because they know

FIRST

the important Capital District market has the habit of

FIRST

Ieavin3 the dial tuned to
Albany s Pioneer
Station.

FIRST

GOVERNOR
DONGAN
BROADCASTING CORP.

1

\xo

HOTEL WELLINGTON
ALBANY, N. Y.

FIRST

Gallon il Represenlalk'es

LORENZEN

FIRST

THE

a THOMPSON,

KEY

Inc.

TO

Qutfut/t ^/li/mescth

years ' prior to the war, when adverof For
controls.
tising allowances were given in practically
every field, many advertising managers
felt that in over 60*^ j of the cases where
they were nominally paying part of the
air bill for a retailer they were actually
paying the ful! amount that the station
received.
Differences between local and national
rates accounted for this in some cases.
Willingness to give the local dealer a
"break" accounted for a number of others.
I In comparatively few cases was there collusion between station and dealer to cheat
the manufacturer. Station representatives have done a great deal to eliminate
the manufacturer's getting the short end
of the stick for his dealer cooperative ad\ crtising dollar. Organizations like Katr
liave campaigned to have the manufacturer hilled for his share at the national
rate direct and the dealer for his share of
tlie time costs at the local rate.

104

po,n,, by
of asa much
22.9 at
total.
Leads
4.8

Local businessmen back
this local station (soon 5000

I"Certainly," he says, "we have to watch
and check our dealers and how they use
their advertising allowances. That's part
of our responsibility as manufacturers.
But the fact that we have to keep a tight
rein on dealer cooperative advertising is
no reason to throw it out. Results in advertsing always require the most careful

station in the

There's

MINNESOTA'S IMPlitAARKll
•
•
•

^50.000 INTHR.NATIO.NAL visiiors
34,000 METROPOLITAN residents
8''. 200 RLTIAL consumers in ihe primary
co\er.i>:c area.

EVERYONE
DIALS

TO

|fD#^^

MinnN<^ork

ImUkW^

N. W. Network

Souihtrn Minnesota's Oldest Radio Station
IN

ROCHISTER,

MINNESOTA,

SPONSOR

A'.V

AND WLAW-FM
HORTM
.ELLSWORTH

RMMONP.

• PlY^AOUTH

TILTON

><a'

0.5 MV/M

^L}JJ
o^o*
*
^
.v^

, HlUSBtmO

Concord
,T6f^

.2 (*V/M

PORTS!

k2.5 MV/M

^vtRHai^

NASHUA *^^'^''
^A»*c»

j\j^\55.

... is today's Best Buy. The following
figures* tell the story of the Maine to
Rhode Island sales area blanketed by
WLAW:

lNEWBOHXPOAT

7GLOUC£$TER.

l» LOWELL
^ILCAOiWfi

Population
4,052,200
Net effective buying income
Income per family
$4,250
Retail Sales
$3,263,411,000
Food Sales
$858,354,000

'lYNN

.J

>SALEM
125 AAV/AA

OTONGdAy**

NEW ENGLAND S
MOST POWERFUL
RADIO STATION

Iboston

I'tMTHAM

'Listening
Area
Station WLAW

PfPM».M
•NOHy«X)C

$4,666,248,000

Sales
Potential
Study
by Sales Management.

compiled

for

SCITU*Tf\

BROCKTON

yl
PHOVtM^tTOWM*

TAUNTON

iOiVl

50.000
WATTS

fROVIDENCE
WANr

M A»sA

•

680 KC

~^.
HEWRIVER,
• rALL
•!
PRIMOI

I KIFRftO:

wtt^
MAIN STUDIOS: LAWRENCE. MASS.
OTHER STUDIOS: BOSTON AND LOWELL

BASIC STATION
AMERICAN BROADCASTING
IN LAWRENCE, MASS.

CO.

National Representatives: PAUL

H. RAYMER

CO.

wyiiD
PEORIAREA

Si

I
. . . IVI f/l

^1

HooPins W
IN

EVERY
CASE,
Jt^^^
^
WMBD gives CBS ad- ^^'^
vertisers a bonus
Hooper over the national ratings.
Superior local programming plus affiliation with Peoria's favorite network
show results such as these (from Hooper
Peoria 111. Fall-Winter Report— Oct..
1947 thru Feb., 1948):
Peoria
Hooper

Program

34.1
Lux Radio Theatre
31.2
Arthur Godfrey*
30.7
Irma
d
Frien
My
29.1
Mr. and Mrs. North
26.1
Big Town
26.0
Fannie Brice
25.6
Inner Sanctum.
2d. 3
Screen Guild
FBI in Peace and War. . .24.0
22.5
Blondie
20.1
pher
Crime Photogra
♦Monday Evening Show

f

also a selfish motive in this. The station
representative is paid his commission on
business placed by national advertisers,
not by retailers. When the national advertisei is billed directly for his share of
the time there can be no question about
the rep's commission. When, as frC'
qucinl> happens with dealer advertising
allowances, the retailer pays the entire
invoice and rebills the manufacturer, it's
difficult to ascertain just what the national advertiser is paying unless the local
advertiser is willing to release the information, which he generally isn't.
The advertising manager for one great
electrical manufacturer has established a
set of rules to govern all his advertising
allowances.
1. If possible record all radio programs
with the national advertising on the
transcription. The open time is to be
used by the retailer.
2. If budgets do not permit special
transcribing, record national commercials
to be used with the open-end transcriptions.
3. Request stations to submit certified
copies of the logs, or at least attested
"proof of performance" forms, with every
invoice.
4. Have home office field men make
listening checks whenever they visit any
sections of the country where dealer cooperative programs are being broadcast.
5. Remind dealers constantly that an
advertising allowance is what the name
implies, not an extra discount.
6. Give as much attention to copy and
production on dealer cooperative advertising of all kinds as on national cam7. Coordinate dealer cooperative adverpaigns.tising with all national advertising, so that
each one supplements the other.
8. Help the dealer spend his advertising
allowance effectiveU . Don't pressure
him into doing it the home office way.
9. Remember at all times- -the home

Remember WMBD
has a larger
share of the Peoria audience than all
other Peoria stations combined! See
Hooper Peoria 111. Fall-Winter Report.
Oct., 1947 thru Feb., 1948.

office doesn't know ever\ thing.
Estimates place advertising allowances
I during the 1948-1949 season as exceeding
$80,000,000, not including money spent
b\ the national advertiser to print, record,
and place advertising material. The
money spent for the latter is included in

PEORIA

the over-all budget and it's not possible in
most cases to segregate these items.
About $30,000,000 will be spent on the air.
Dealer cooperative advertising programs are an effective way to bring the
whcre-to-buy-it information home to consumers. Broadcasting is an effective

CIS

Affiliat* • 5000 Watti

Frtc A Pattrt,

Inc.,

Nal'l.

|
Rap*.

medium in these campaigns. It's harder
to control but more directly effective than
most other media.
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MIO
KBIW
ANY WAY
YOU LOOK AT IT . . .
is
KNOXVILLE'S BEST BET

Represented by Donald Cooke, Inc.

WDEL

WILMINGTON,

WGAL

LANCASTER,

WKBO
WRAW
WORK
WEST

Establiihed 1922
DEL.

Eitabliihed 1922
PA.

Eilablished 1922
HARRISBURG,

PA.

Established 1922
READING,

PA.

Established 1932
YORK,

PA.

Esfablished 1936
EASTON,

PA.

ROBERT
MEEKER
ASSOCIATES

Chicogo

San Francisco

New York
los Angeles

SPONSOR

SUBURBAN

STATIONS

{Continued from page 44)

MONROE,

LOUISIANA

imiMSBk
ALL

OTHER

STATIONS

tIN

NORTHEAST
AND

REACHES

I:fl03,629,000

A

BUYING

AMERICAN

J. C

COMBINED

BROADCASTING

POWER

CO.

IINEK, JR., Gen. Mgr.

The Texas Rangers transcriptions
of western songs have what it
takes! They build audiences . . .
they build sales. The price is right
— scaled to the size of the market
and station, big or little, Standard
or FM. And The Texas Rangers
transcriptions have quality, plus
a programming versatility that
no others have.

Wire, write or phone for
complete details.

An ARTHUR B. CHURCH PRODUaiONj
Kansas City 6, Mo.

JUNE

1948

more intelligent operation of the railroad,
which for years has been notorious for its
poor commuter service. It asked the
Long Island questions. It read the rail'
road's official answers on the air and
turned them ovei to the state public
service commission. While the commission was holding hearings WHLl ran a
thrcc'week seiies of documentaries on the
Long Island and called them Operation
Snafu. It didn't stop at the line's failure
during the Big Snow. It delved into the
road's inadequate operation^^for^years, detailing lists of faults.
While WHLI doesn't claim credit for a
reformed Long Island Railioad, its listeners associate it in their minds with improved conditions, which a new general
manager promises will be even better.
Suddenly WHLI was the voice of Long
Island. Instead of being just a good local
station, it had taken on a personality. It
had spoken out in meeting. When it followed Operation Snafu with The Light
That Failed, a documentary on the failure
of the local electric light and power companies to meet gas and electric needs,
Long Island, at least the part of the
island that could hear it, took WHLI to
its heat t. A Hooper survey for the fall of
1947 showed only the four New York network stations ahead of WHLI in Hempstead. There were also two New York
independents bunched with the station in

FIRST
in the^

QUAD
The 40th retail market

DAVENPORT
ROCK ISLAND
M 0 L I N E
EAST
MO LIN E

Third station in the country
to maintain regular ciaily
broacJcasts.

rating. Injanuaiy 1948, Conlon's survey
for WHLI showed that 273,000 people
listened to the station regularly. Only
WCBS and WNBC had greater listenership in Hempstead.
No matter what happened locally,
WHLI was there. Not only did its five
reporters cover the local scene but its
microphone or tape recorder was present
wherever anything of importance happened in Nassau County. Although each
Nassau town has its own school board,
WHLI reported to listeners when schools
were open and when they were closed in
each town. This might not be important
in a big city. In suburban areas, where
coal, snow, and other factors may frequently close schools, it's vital that
families know when this happens.
As a final local touch, WHLI refuses
advertising from merchants outside its
area. Where the metropolitan merchant
has a branch store in the area, advertising
is accepted. Many of the more important
New Yoik department stores have complete suburban miniatures throughout the
50-mile metropolitan trading area. Hempstead itself has an Arnold Constable,

woe woe FM
5,000 Walls, 1420 Kc.
BASIC NBC Affiliale
Col. B. J. Palmer, Pres.
Buryl Loltridge, Mgr.

DAVENPORT, IOWA
National Representatives:

FREE & PETERS, Inc.
107

Garden City has a branch of Franklin
Simon and Frederick Loeser, and Manhasset has a Lord and Taylor.
By making it almost a fetish to serve
both listeners and merchants of its own

f
1

area WHLI has proved that it doesn't
matter how near other stations are, how
much a part of a great metropolitan area
the county it serves is, or how much of the
earning power of its population originates
outside of its county.
The same thing has been true of WPAT,
Paterson, N. J., but in an entirely different manner. WPAT hasn't built itself a
big news gathering staff; there are good
local newspapers covering the North
Jersey counties. Instead it has made
itself the radio mouthpiece of many of the
editors of these publications.
Its outstanding device for making it
locally competitive with metropolitan stp
tions is the selling of local sponsors on

\

1

I

L.

PENETRATION
To do a THOROUGH

coverage job in eastern

and central New York — to reach the far corners of this area with a strong signal and a
compelling voice — you need Station WGY.
The only major station in the area it serves,
WGY covers 62 important counties having 38
cities and many

more

all of which combined

towns and villages . . .
make

competition.
Actually it doesn't matter whether or
not a station is located in the shadow of
a big metropolitan station. If it did,
many Philadelphia stations would have
trouble obtaining audiences since most of
the 50,000-watt stations in New York put
a good signal into the Quaker City.

it one of the na-

tion's leading markets.
On the basis of cost per listener, mail response and tangible results, pioneer station
WGY is the logical buy.
If your advertising schedule includes television .. . investigate 44 practical, low cost,
audience-tested TV programs,
at Television Station WRGB.

National Representatives —

WRGB

30,000

\

GENERAL

now

However, the fact that Philadelphia's stations reflect the life and times of their section of Pennsylvania make New York
stations not tcx) important a factor in the
Philadelphia radio picture.
Independent stations are increasing

available

Spot Sales

WGFM
Frequency

WATTS

SCHENECTADY,

108

NBC

llU Y1
WK

Television

running police department "Adonis" contests, with WPAT listeners voting for the
best-looking man in blue. Similar contests have been sponsored over WPAT for
the best-looking mailman, etc. These
contests touch practically everyone in
WPAT's service areas. There are few
residents who don't know at least one
policeman and a mailman. Promotions
like this are local and they make it
possible foi a station to compete with its
big brothers. So much is this so that
when WNBC in New York saluted Paterson as part of a series of City Salutes,
WPAT took it graciously. It saluted
WNBC for its tribute to Paterson. It
felt secure enough in the ears of North
Jersey not to have to worry about WNBC

N. Y.

^ ELECTRIC

Modulation

their audiences, not because they're independent stations but because they're
getting away from tr\ ing to be ever\ thing
to everybody. Maintaining the objective
of serving a specific audience brings results. The challenge of big-station competition is a challenge to local station
management. When management rises
to the challenge and builds its programing
on a local level suburban stations reach,
serve, and sell their localities. • • •
SPONSOR

The FALL FACTS

EcHlion

is a unique "briefing" issue
tlesigned to help buyers of time
and programs

plan Fall radio and

Ob^

television campaigns during the summer
months. It is factual, concise,
compact, and specializes in
time-buying "tools."

•ll is sponsor's policy lo coll otientlon lo extro-volue
issues in odvonce of publication. The 1948 FALL FACTS
Edition (July) is the fourth
so designated.

"For our money the July issue is a real humdinger . . .
and such an issue will remain close at hand for a long

"For the first time I have had the experience of picking
up a publication the contents of which, from cover to
cover, impressed me as having been prepared for me
and me alone,"
C. E. Hooper
C. E. Hooper, Inc.

E. P. J. Shurick
Free & Peters

time to come."

"The July issue of SPONSOR
"On my trip to Chicago I used your Sponsor Check List
(July issue) to see how we were doing."
Joe Leff
Adam
Hats

J. Walter Thompson

Co.

"I was gratified to notice the terrific amount of space
that you devoted to spot broadcasting in the Fall Facts
Issue . . . It's pleasing to see an industry paper of

"Your July Facts issue is the best one of any trade
paper at any one time. You deserve hearty congratulations. Ican use a couple extra copies."
H. C. Wilder

standing back up our story with facts."
Wells H. Barnett Jr.
John Blair & Company

WSYR

ADVERTISING

is a knockout."
Howard Yeigh

FORMS

CLOSE JUNE

15

Si'fPNSOMt

like the public to believe. Neither is it the
hidebound document that came forth
from the framing committee last fall. It's
a living instrument that sentences no
station to death.
It is our feeling that sponsors, advertising agencies, and broadcasting itself
will profit if the code is obeyed. Some
sections of the code will make it difficult

SPEAKS
Let's Live by It
Broadcasting now has a code, a Stand'
ard of Practices, for the first time in many
years. There was almost no resistance to
it at the National Association of Broad'
casters convention ; even the so-called rC'
sistance movement headed by Ted Cott
died aborning. Yet the code may not

for give-away programs to operate as they
do today. Clever advertising and program men can obey it and still deliver
vehicles with the same impact.
There will be some who will try to get
around the code and some who will deliberately defy it. Unless they are permitted to establish a trend, unless their
operations set industry patterns, they
will do little harm. As a matter of fact,
sponsors are in a position to bring erring
stations into line, by not placing business

radio is through, that like silent motion
pictures, sightless broadcasting will be
virtually nonexistent when sight-andsound transmission comes of age.
There are a number of radio figures who
don't feel this way. They have conducted experiments that refute much of the
current radio'TV research which indicates
that when television comes into the home
radio listening drops to a minimum. The
investigations of the die-hards indicate
that this is so, but that TV becomes part
of living along with radio as the television
receiver becomes more and more a part of
the home into which it is introduced. The
segment of radio which doesn't believe
that television will wipe out commercial
radio broadcasting wants radio to stop
thinking that everything has been done
in radio. They want radio to stop admitting defeat when TV comes to town. They

on stations which don't live by their code.
It's the law of the broadcast business;
let's live by it.

feel that sound broadcasting hasn't begun
to explore its possibilities as an entertainment, community service, or advertising

Radio Won't Die

medium. They feel that there'll always
be a place, a solid successful commercial
place, for aural broadcasting. And they

There's a growing tendency among
don't think that the place will be solely in
agency men and broadcasters to look areas
where television service may be
upon radio as a decadent advertising
found impractical.
form. Many of them feel that it should
And in the next few years they exbe kept alive only long enough to supply
pect to come up with facts and figures
the
wherewithal
to
feed
the
expensive
and
mean a thing. It won't mean a thing
unless radio advertisers back it up. If fast growing baby, TV. These men feel that indicate how powerful radio advertising will continue to be.
sponsors insist on getting their pound and that there are no improvements that can be
One
thing is certain, radio is a long way
a quarter of flesh, the code will be honored rendered to make broadcast advertising
in the breach, just as many of the FCC pay bigger dividends, to better serve the from being buried as an advertising
medium . . . even in the cities with the
regulations are now bypassed by adver- great listening public. They look upon
radio as an entertainment medium which most extensive video services. There are
tisers and station owners.
The NAB Code is not a weakling, as fights futilely to retain its audience in more people listening today than at any
previous time in history.
many newspaper editorial writers would opposition to TV.
It's their feeling that

Applause
CANADIAN

"SPOT REMOVER"

In many ways Canadian broadcasting and advertising are
more sensitive to change than their U. S. counterparts. Programwise the 48 states may set the pace, but businesswise
they move quicker north of the border. They were first with
a Broadcast Measurement Bureau form of operation (called
Bureau of Broadcast Measurement). The CAB (Canadian
Association of Broadcasters) operates as a tightly knit trade
organization efficiently serving the needs of the indepjendent
Canadian broadcaster and the Canadian advertiser.
Recently the All-Canada Radio Facilities Limited decided
that Paul H. Raymer had a good idea when he suggested that

[

"selective radio" better described the operations commonly
called "spot radio." All-Canada has been digesting what
SPONSOR, too, has had to say on the subject, and like sponsor
felt that a new name was in order. "Spot" means several
different things and causes confusion nearly every time
it's used.
All-Canada, being typically Canadian, goes in for direct
110

action. They wrote letters to every station and every
agency in Canada asking for reactions to Raymer's "selective
radio." Didn't Canada feel that it was time for a "spot
The returns are now in. Canada definitely likes "selective
remover?"Seventy-six per cent of all who answered the .Allradio."
Canada letter voted for the term "selective." Another 14%
felt there ought to be a change but were of the opinion that
"selective" wasn't the word. Only 9^( wanted to retain the
name of spot. Some didn't like the word "radio" and wanted
the word "broadcasting" to be substituted. They felt that
"selective broadcasting" would include all the facets of
broadcasting — standard radio, FM radio, TV, FAX. Radio,
thought this group, restricted the nonnetwork field to sound
broadcasting and would require another revision later on.
Canada, which has set the pace in so many industry matters, may be the first to discard "spot." All-Ginada deserves
credit for crystalizing broadcast opinion in the Dominion.
SPONSOR

WLW'S "Morning Matinee"
pulled 24% of all requests
to an offer made
on 150 stations!
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The Cares Of The Day

ill Be All
Charmed Away

able, unforgettable voice and the flowing
rhythms of a great pipe organ . . . This

• At some time every day . . . usually late
in the evening . . . reflective people plan
for tomorrow. And ... as they leave a day
that is done to prepare for the day to come
. . . they plan their work, their diversions,
their purchases!

Is Goodnight has come to be a ven' special
program in homes everj'where in the
great Cleveland market.
For a sponsor willing to fit his messages
into the format of the program, the

So . . . late each evening . . . WJW brings
its listeners a restful, relaxing program
called This Is Goodnight. A blend of verse

established listenership of This Is Goodnight can provide a fertile field for his

and organ music . . . Stan Peyton's inimit-

r

[
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part and parcel of the joys of
lippers are a symbol of comfort .
"home, sweet home."
Slippers, in a way, symbolize the manner in which Fort Industry Stations
shape and adjust themselves to fill the needs and desires of the
communities they serve !
Important to advertisers, their messages are attentively listened to on
these stations which are a part of the everyday home life of their listeners.
More, Fort Industry Stations are alert to trends and take the initiative in
progressive programming. And it's this progressiveness, plus the fact
that they are an integral part of community life, that makes them extra
valuable to advertisers.

r

THE FORT INDUSTRY COMPANY
WSPD,
T..I.-.I... U.
• WWVA,
W li. , lint. W. \ a.
•
WMMN.
(iMrm..nl. Vk . \ a.
WLOK.
lima. (). • WAGA.
MInnla. <.a. • WGBS.
Miam . I In. • WJBK, Drtroit. Mirh.
yutiunat >u/f-« lli'udtfiiiir tt T t: S27 Lt- xingtun Avv.t A II iurk
1 7. tlJuraJo 5-2455
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FOOD BUDGET
SLASHES HIT
RADIO HARDEST

Curtailment of food advertising hits broadcasting hardest of all adbudget slashes. Soaps, which with few exceptions, are not expected
to cut schedules, together with new product business, will carry current percentage of commercial time. Grocery advertising, which includes soaps, foods, etc., represents 26% of stations' commercial
programs and 14.8% of their spot advertising.
-SR-

RUSH TO BE
FIRST IN TV
SLOWING DOWN

Whereas up to recently TV stations were racing each other to be
first on air in each city, current practice is to wait until several
outlets are about set and then one station after another starts
telecasting. Several one-station TV towns are finding acceptance
for visual medium much slower than multiple station areas.
-SR-

14,244,000
LISTENING HOMES
ON SUNDAY NIGHT

CONTINENTAL FM
NETWORK ADDS
AM STATIONS

FRANCIS OF
GENERAL FOODS
URGES PUBLIC
SERVICE IN
BUSINESS

Sunday night is still top listening period for network radio. First
U.S. Hooperatings show that peak audience is reached between 8:30
and 9 p.m. est Sundays with 14,244,000 families dialing at that
time. Survey made in January-February 1948 indicates 6,353,000 city
(pop over 50,000) homes, 3,677,000 town (pop 2,500-50,000) homes,
and 4,219,000 rural (pop under 2,500) homes listening.
-SRContinental Network, which started out to be FM chain exclusively,
will continue to be basically FM but will link number of standard
(AM) broadcasting outlets also. First FM-AM joining was for Republican convention when 12 AM stations joined 27 regular Continental affiliates.
Radio relay used generally for inter-station
linking,
-SRCommencement exercises full of June platitudes as usual. Clarence
Francis, General Foods chairman, hit different note when he advocated "Hippocratic oath" for young men about to enter business as
well as for top management.
Suggested at Harvard Business School
Alumni meeting that "business and advertising's job is the greatest

Jerry Glynn Jr. replaces Kay Brown in Chicago

It
SPONSOR regre !tfully announces the resignation o f Kay Brown, manager of WLS,
its Chi -cago c)ffice, who has Jfound it necessary to return to the east.
is pleased tc ) announce the appointment of Jerry
Jr. , recently of
as her successor.
Mr. Glynn will headquarter in Glynn
new and expanded offices
at 360 North Michigan Avenue
The telephone is Financial 1556.
SPONSOR, VoL 2, No. 9, July i9U8.
Published monthly by Sponsor Publications Inc. Publication offices: 5800 N. Mervine St.. Philadelphia it. Pa. Advertising, Bdilar
ial, and Circulation offices, W W. 52 St., New York 19, N. Y. Acceptance under the act of June 5, 193i at Philadelphia. Pennsylvania, authorized December 2, i9i7.
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possible service to the greatest number of people." G-F has emphasized, within its own organization, that the survival of democracy
as U.S. knows it depends upon corporate public responsibility.
-SRBENDIX STARTS
SWING TO DIRECT
TO DEALER •
OPERATION

Bendix will be first of great radio and appliance manufacturers to
reinstate direct factory-to-dealer merchandising.
Move hastened because Bendix, like many other big appliance firms, finds it necessary to maintain factory-service headquarters for most of its major
appliances. Bendix featured "savings for the public" in presenting
its new direct-operation to dealers at Summer Furniture Market in
Chicago (July 5) .
-SR-

NET TV STATIONS
SWITCHING FROM
NIGHT BASEBALL

Switch of network TV stations away from baseball at night is already
under way. WPIX, Daily News station in New York, has signed to
telecast night games of Giants. WNBT (NBC-TV in New York) will continue to scan day games but discovered night events destroyed possibilities of presenting regularly scheduled network commercials.
-SR-

r
\

DOLCIN BUYS
THREE PROGRAMS
ON DON LEE

Although Dolcin (SPONSOR, May 1948) in past has stuck to spot programing on individual stations with as much saturation as possible,
it's expanding to the 44 station Don Lee network on September with a
transcribed program "Gospel Singer" and two co-op programs, "Passing
Parade" and Fulton Lewis, Jr. Dolcin will try to saturate the
Pacific Coast through Don Lee.
-SR-

"1,100,000 NEW
TV FAMILIES IN
12 MONTHS"—
GALLUP

George Gallup 's Audience Research, reporting TV set demand, estimated June 30 that 5,400,000 families would be in the market for a
receiver priced at $200. At current average set price of $400,
there is a backlog of demand from over 2,000,000 families. Gallup
estimates that a minimum of 1,100,000 families in the 18 areas (page
90) in which there is TV service will acquire sets within the next
12 months. Gallup 's figure for TV sets in operation as of June 15
is 345,000. an increase of 37^ over estimate of sets in operation as
of May 1.
-SR-

COVMERCIAL FAX
STARTS JULY 15

\

Commercial FAX starts on the air July 15. Equipment for transmitting facsimile is attached to a regular FM transmitter without
modification of FM station equipment. Only few stations will be
prepared to take advantage of'July 15 start as FAX transmitting
equipment was held up pending standards setting by FCC. FAX
scanners are being delivered during end of July. Recorders, home
reproducing units that are attached to regular FM receivers, under
$150 each, are scheduled for delivery starting October 1.
SPONSOR

Month after Month • . •
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IN SHARE

OF AUDIEHCE

DA Y and NIGHT
WKY

OKLAHOMA CITY
930 KC.

NBC AFFILIATE

Owned and Operated by Th e Oklahoma Publishing Co.:
The Oklahoman A\d Times — The Farmer-Stockman
KVOR, Colorado Springs — KLZ, Denver M//J/. Mgmt J
Represented Nationally BY The Katz
Agency,
Inc.

JULY

1948

See Oklahoma City Hooper Station Listening
Indexes from November-December, 1947, through
March-April, 1948. During this period, WKY
topped all Oklahoma City stations in Share of Audience during EVERY day-part on week-days, Saturdays and Sundays.
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STATION— WRONG

AGENCY

Somewhat belatedly I have read the
article on baseball beginning on page 23
of your May 1948 issue.
The article was interesting and informative. However, there are two things I
noted that I am sure will be of interest to
On page 106 in the last paragraph you
mention that Milwaukee Brewers baseball
you.
is being co-sponsored by the Miller Brewing Company and Gimbel Brothers over
station WMIN. There is no WMIN in
Milwaukee! The station carrying the
Milwaukee Biewer baseball is WEMP.
In reading the article I also noticed that
on page 26 you listed the Gettelman
Brewing Company, sponsors of wrestling
results.
WTMJ-TV, in your column on TV
on
We were all flattered to note that you
had credited this organization with being
the agency for the Gettelman Brewing
Company. Unfortunately, we are not.
Their agency was the Scott-Telander Advertising Agency, which has since been
dissolved. One of the partners of the
former agency still holds this account and
is operating under the name of Scott, Inc.
The confusion in the case of Gettelman
Brewing Company was probably caused
by the fact that this agency conducted a
survey which you referred to in your
little capsule story.
I am sure that neither one of the two

I

COVKR PKTIKK; Chief timcbiiyer Bill Dekkcr. sweating
out a new schedule (or a McCann-Erickaon client, use* the Pulse.
Hooper City Kcports, UMB, and the stations' own pmcntation
to make certain he's buying what the client nrden

m^

.... not
merely Time
WWSW

offers you more

listeners per (dollar in this
rich Pittsburgh market
because we're offering
Pittsburgh what it wants
to hear.

• MORE
• MORE

SPORTS
MUSIC

• MORE SPECIAL
EVENTS
A host of advertisers —
both local and national*
— know the pulling power
of WWSW

you a note about them.
J. S. Stolzoff
Radio- TV DiTtctor
Cramer- Krasselt, Milwaukee

(Proved over 16 successful years of broadcasting.)

Leadership is sometimes as elusive an

President and PuWislier: Norman R. Glenn. SecretaryTreaaurtr: Klainc Couper Glenn. Kdilnr: Jrweph M. Koehler.
' Sinclair. Art
.^woriate f^liton<: Frank Hann
director: Lester
|)in<tor; llouani
Wrrh.sliT.
liert H Side;
J llliimenthal.
Advirti.'unit I'.
UuncanA.Scott
(Chicago Manager) Jerry GlynnJr
k Co , 448 S. Hill St.; (.San Kranciwoi Uuiiran A. Scott 4 Co.,
Mills UldR.
CireuUtion Manacer: ,Milton Kayc.

Listeners

little slips of the typewriter caused anyone any harm, but I did want to drop

LEADERSHIP
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We're Selling

entity as the pot at the end of the rainbow. But you fellows at sponsor make
it appear easy.
Your timely article on baseball rings the
bell again, and adds to your already long
list of excellent factual reporting on
things concerning radio. What's more, it
helped WLOW sell its Sunday baseball
games to a local advertiser.
B\ the way, WLOW is carrying the full
da\time schedule of the New York
Yankees this year; has organized a Knot
Hole Club for white and negro boys between the ages of 10 and 14, with 2,000
(Please turu to page 6)

programming.

So, when you want listeners— turn to the station that has 'em . . .

WWSW
PITTSBURGH'S
Major Independent
WWSW,
Keystone Hotel

*.\sk Fnrjoe

INC.
Pittsburgh, Pa.

URBA
SUBURBA
AND

RURAL....

• One Station
•One Set of Call Letters
One Spot on the Dial
•One Rate Card
Mid-America

presents a diversified

market. Inside KCMO's

measured

'A millivolt coverage area* are
nearly SVi million people — 25%
metropolitan — 27% suburban — and
small town — 48% rural (on farms)!
And KCMO,

with 50,000 watts day-

time non-directional, has both the
power and the programming

to

reach the complete market — Urban,
Suburban and Rural. In fact,
KCMO's mail count shows listener
response from 415 counties in

50,000 Watts Daytime, Non-Direttional

6 Mid-America states (shaded areas
on map) plus 22 other states not shown.

For ONE STATION coverage
of Mid-America, center
your selling on KCMO,
National Representative:
John E. Pearson Co.

^^r^

XCMO
....

10,000 Watts Night-at 810 Kc.

. and KCFM — 94.9 megacycles
Kansas City, Missouri
6as/c ABC
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IS

DEPRESSION PROOF!
RICHMOND, VA.
PRODUCES OVER

members, co-sponsored by the Norfolk
Police Department and Norfolk Sports
Club; also is carrying the Sunday home
and away games of the Norfolk Tars; and
will carry the night games of the Tars on
WARY, WLOWs FM affiliate.
WLOW has filed an application for
Television, and we hope you'll find a place
for an article on use of TV by department
stores, a TV abstainer so far.
Robert Wasdon

700 BILLION

WLOW,

CIGARETTES

CONTESTS AND

ANNUALLY
MORE
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IS YOUR PRODUCT ON WRNL?

UIRRL

910 KILOCYCLES

lillll'il

OFFERS

all of them. However, you'll recall that
in your earlier issues you mentioned our
occasional "offers," but none of our latest
have been mentioned.

THAN

1/3 THE NATIONAL

EDWARD

Norjolk

In view of the many contests and offers
now flooding the air, I can appreciate
that your experts cannot keep abreast of

. . . THIS BEING

eeonomie

4

PETIT

RICHMOND,

VIRGINIA

w

Recently we offered the words to
Bless This House on the Prudential
Family Hour. It has been discontinued
since our summer show which started
last Sunday. Currently we have been
alternating between recip)es and Jack
Berch's
on our
Samples
While

theme song, I'm A U'/iis//in',
Jack Berch program on NBC.
of these give-aways are attached.
1 grant they are on the insignificant side compared to some of the

current jackpots being offered, nevertheless 1note that you mention the large
along with the small and I wondered if
there was any reason why we were not
included?
Harry H. Edel
Radio /^di'erftsjng Manager
Prudaitial It^surance Co. of /America
Newark
^ SPONSOR'S "Contests and OflfiTs" chart is of
nc-ii'ssiiy only a cross-section of what is on the
air. Running contests and offers are repeated
for a wliile but an effort is made to report
mainly new features and those which are indi.-ati*e of a trend.

SPONSOR

A SALES TOOL

1 am dropping xou this note since I
think >ou might be glad to hear about the
use of siK)NSOR in our Sales Department.
If you will recall just a short time ago I
wrote and asked for several extra copies
of tile issue of sponsor that contained the
industry-wide survey of sponsorship of
radio programs for breweries.
(Please turn to page 8)
SPONSOR

SOMETHINil
NEW

CEIVED

12 ma

NBC GENERAL LIBRARY

. . all the time!

Things keep moving in the KYW program department! Old, established KYW shows seldom pass
through a season without new twists, new angles,
new patterns. And nexv shows . . custom-built for
local and spot advertisers . . keep attracting new
listeners to KY\\^.
Whatever your plans, whatever your product . .
KYW
PHILADELPHIA'S
50,000

NBC

AFFILIATE

WATTS

can fashion a program to suit. And whether

it's a Variety Show, a Musical, a Sports Program,
or a Kid Show . . you can be sure it will be kept
fresh, stimulating, sales-productive. Our writers,
producers, arrangers, actors, and announcers are
fully conscious that good shows mean increased
sales for the sponsor.

WESTINGHOUSE
WBZ

. WBZA

. KDKA

RADIO STATIONS Inc
• WOWO

• KEX

. KYW

. WBZ-TV

National Representatives, NBC Spot Sales — Except for KEX •For KEX, Free & Peters

JULY 1948

44> West
continued

WIP
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From

page

6

With this survey as part of a presentation we were able to show a brewery here
in Baltimore just how radio would work
to their advantage and as a result landed
a "healthy" contract from them.
This brewery had not used radio previously and we are firmly convinced that
without the survey made by sponsor we
would have had an extremely difficult
time selling them.
I thought >ou might like to have this
information since this one account will
more than pay for our subscription to
SPONSOR "ad infinitum." With this in
mind we have sent you a check for an
automatic renewal of our subscription
when the present subscription expires.
Armand Terl
Commercial manager
WSID, Baltimore

\

Miller ISorth Broad Storage Company
became a WIP client to tell the public
of the rebiiil(lin<; of its fire-razed \vareliousc. So successful was this cam|)aign,
that in the eight years as aWIP sponsor,
an<l w ithout using other radio time or
oilier media, tiie company has built
another warehouse to accommodate increased business. It's no l>itnw(l client
who says,"\ve feel our rad io a<l\ ertising
on WIP is just as nuich a |»art of our
business

as our

sales

department."

\

AII

D

IV

enjoyed Sampling Comes Second, TV Par'
ticipation Programs, and Radio Creates a
New Living Habit.

KXOX.

\aiionaily

PETI

I have just finished reading the June
issue of SPONSOR. The articles in this
issue are outstanding, and I particularly

General Manager

Philadelphia
by
Basic 3iatual

EDW

JUNE ISSUE "OUTSTANDING"

You and your staff are to be congratulated on the general excellence of your
publication, and particularly on the June
issue. You are providing material that is
instantly useable by broadcaster and
advertiser alike.
C. L. Thomas

WIP
iteprpfipntpd

► Many stations, station representatives, and
agencies are using the "tools" In .SPONSOR to
make sales. The above Is one of three such
sales reported to us in a single week.

& IO.

TOO

MUCH

St. Louis

TO READ?

I think you will be interested in knowing how effectively your magazine "for
buyers of broadcast advertising" can be
used by sellers.
There is so much useful background information and direct sales points —also
some pretty good leads^in every issue.
Our entire sales force reads the magazine
every month, and 1 am sure that all of the
men in their selling use your articles and
tabulations just as I do.
(Please turn to page 14)
SPONSOR

In WOAI's daytime primary area, there are more people
than live in our crowded national capital. And their occupations
are far more diversified. There are plain dirt farmers, cattlemen, oilmen, city dwellers and many others.
This is a wealthy market. In the San Antonio livestock
market alone, last year, over $60,475,000 were paid to stockmen for their livestock. The total effective buying power of
the area is estimated at $1,088,542,000.*
The wants of these people are as diversified as their occupations. See your Edward Petty representatives for further
information and facts showing how WOAI will tap this rich
area for you.

PI

•Sales Management 1947 Survey of Buying Power.

**" * '°°°° *^"S * CUA. CHANNEL .
TQ'»

f'

H/OA/

\c^

Represanted by EDWARD
JULY 1948

RETRY & CO., INC.— New^York, Chicago, Los Angeles, Detroit, St. Louis, San Francisco, Atlanta, Boston

FOOTBALL
7-f.
I

Broadcasts of all
University of
Maryland games
now available on

WWDC
Interest is high in the
University of Maryland
games in the whole Washington area. Last year this
great team lost only two
games and played in the
'Gator Bowl. This year's
team will probably be
unbeaten.

Ray Morgan, WWDC's
ace sportscaster, will broadcast all of the U. of Md.
games play-by-play.
National or regional advertisers can clear these
games on a Baltimore station, as well as in other
Maryland communities.
For rates and full details,
call or wire WWDC or the
Forjoe representative.

WWDC
AM FM • The DC Independent
Represenred by

FORJOE
10

& COMPANY

Mr. Sponsor

•I u .St ill \V. Hart
President, United-Rexall Drug Company

He

was recently the key figure in another of radio's major crises. In
typical, direct Dartian style (the girls in his office call him "Superman") he turned down an offer to buy the F. W. Fitch Co.; did buy
Fitch's Fa>'c-Harris show instead of renewing Rexall's Jimm\- Durante
program; and caused NBC to slap a "no lend-lease" policy on network time
slots. He also moved his radio billings from N. W. Ayer to BBD&O.
Such abrupt upheavals are not uncommon in the ultra-modem office of
41 -year-old Justin Dart, the nation's No. 1 chain drugstore magnate.
He's been turning drug merchandising on its ear ever since he was Walgreen's "boy wonder" in the post-depression years.
"This guy Dart," says Dart, "has an awful lot of fool luck." True, he
married the boss's daughter of the Walgreen empire. But Dart never let
his brawn) bulk (he pla\ed good football for Northwestern, made "All
Big 10") rest comfortably in his chair. He could, and still does, whiz
through a day's routine in four hours. Dart practically created the
superdrugstore as an answer to supermarket competition, and personally
invented several now-standard drugstore innovations. Sample: Running
a low wall down the middle of the store with soda booths on one side, drug
displays on the other. He believes, and transferred that belief to UnitedRexall when he joined them in 1941, that there's scarcely a limit to the
variet)' of articles a drugstore can, or should, handle.
Dart out-talked Thomas E. Dewey (then representing some Rexall
stockholders unfavorable to Dart) to get the Rexall vp spot offered him
by his longtime friend, Edward J. Noble. He also turned down a Montgomery Ward offer at twice the salar\-. When Dart became president in
1943, he reorganized Rexall's conglomerate activities, moved its home
office from Boston to Hollywood, featured the Rexall name on all packages,
and started first national ad campaign in drug chain history.
Broadcast advertising, from the beginning, has played an important
part in such plans. Dart, one of the directors of ABC, works closely with
his ad manager, Tom Lane, who spends 75% of a $2,500,000 budget in
national and spot radio, and in the organization of top-grade promotional
follow-ups. Dart's busy time is divided between his office, piloting his
plane on business trips, his charming second wife (former actress Jane
Bryan) and their two boys, and his mountain-top home. He likes his
job and cautions his employees: "Make money, but have fun doing it! "
SPONSOR
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early in June ordered Walter H. Johnstjn Candy Company
(Powerhouse and Heavyweight Champ Candy bars) to cease
and desist giving a vending machine company a better break
than other customers. Complaints on the same basis against
ten other manufacturers of sweets are pending. Claims that
allowances were for machine display "advertising" were not
upheld by trial board.

Exports Off Despite ERP

Miss Hennock Doesn't Like Durr Mantle

Lack of consistent U. S. product advertising to European and
South American consumers is one of the reasons why, despite
all the millions being presented, loaned, or leased abroad, exports of U. S. products are tapering off. ExfX)rt firms, many of
them virtually selling on a cost-plus basis, are loath to include
advertising in their pricing formulas and thus in many cases
U. S. ERP money is going for goods of other nationals. Election of Republican nominee Dewey this November may carry
with it a mandate to manufacturers to spend some money on
export advertising. Dewey is both business and international
minded.

Frieda Hennock, first woman to be appointed to the Federal
Communications Commission, is inheriting the liberal mantle

Cotton Raises Southern Income

of Clifford Durr, whether she likes it or not. Already women's
clubs are planning to use Miss Hennock in "remaking radio as
an inspirational force." Miss Hennock, a corporation lawyer,
and a good one, is far from Durr's thinking. She doesn't like the
"new look" pressure that's been poured on her by her own sex.

Production of cotton this year will be less than is needed for
U. S. and foreign consumption. Result will be higher cotton
prices and more money for Southern planters. This is already
reflected in better business conditions in the South and smiles
on the faces of broadcast station owners south of the MasonDixon Line.

Iililiyiilm
ON THE HILL

RMA Says "No" to TV Trade Shows

Because demand for television receivers is sufficient to keep
manufacturers working full speed for the next year, the Radio
Manufacturers' Association (RMA) wants no part of video
trade shows. Using governmental requirements and short manpower as a partial excuse, RMA voted in its 24th Annual Convention (June 17) not to participate in any such gatherings.
There's a hedge in that shows promoted by dealers or distributors are not frowned upon.

No Network Pressure for More Tlian Five TV Stations
Pressure for lifting of restriction of number of video stations
that one firm can own will not have network backing. On the
Hill last month referred to the FCC TV-limit as six stations.
Present FCC regulation is five, not six. It's six for FM station
ownership. Networks lack of interest is caused by the money
necessary for more than five stations. Sid Strotz, NBC's top
TV man, pointed out recently that one completely equipped
studio, as NBC would like to equip and run it, costs $300,000

36 Months Before 28-Hour Weekly TV Scheduling
Although a suspended requirement for TV station operation for
new licensees several years ago was 28 hours a week, new regulation, effective July 1, requires only 12 hours a week for the
first 18 months with an increase of four hours each six months
until a 28 hour minimum is reached. That means a station can
be on the air three full years before it has to program an
average of four hours a day. Putting a test pattern (station
identification) on the air will not constitute programing.

Manpower to Start Tightening in Six Months
Draft and tremendously increased demand for men in semimobilized industries (airplane, radar, atomic energy, etc.) will
force other industries to start bidding for good men. Employee
relations campaigns (some on air, some in black and white) are
already being charted. The nation will be on a wartime economy for a long time even if foreign pressure problems (Palestine
Russia, Argentine) are relaxed.

per year.

First Quarter Dividends Hit All-Time High
Dividend payments during the first quarter of 1948 were at an
all-time record, establishing (if 1st quarter level is maintained)
an annual payment basis of $7,500,000,000. This compares
with $5,600,000,000 in 1946 and $4,700,000,000 in 1945.
Second quarter business doesn't justify the first quarter payments, which is one reason why advertising is being cut. Advertising, being most noted by stockholders and, to many managements, being expendable, is usually cut in efforts to maintain a
dividend rate.

No Advertising Allowance for Vending Machine Display
Candy manufacturers who have been giving vending machine
<)|X"rators a lower price than non-automatic retailers will have
to revise their pricing formulas.
Federal Trade Commission
18

An Interim Report on Congress
Congress recessed without doing anything about the margarine
tax reduction. It also exited with nothing accomplished regarding housing and a number of other problems. Advertising
scheduled on an "if" basis (if tax-free margarine had been
okayed and if millions were poured into federal housing) will
naturally not be released.
Governor Dewey, whom many people look upon as the next
president, has stated that he's against further governmental encroachment on private broadcasting. Nevertheless a revised
White Bill will be introduced at the next session of Congress to
further regulate radio. The broadcasting industry is generally
against the White Bill and has come to the conclusion that living
under the law that created the Federal Communications Commis ion isnot as bad as they thought that it was. Even." new
bill introduced hits a number of private radio interests hard
SPONSOR

^-^

Reach It With ONE Station
ONE Cost, ONE Billing
What makes it a great market? More than eight milHon people who hve and
work and listen in this primary steel-and-coal belt of the nation. More important,
they spend Four and One-Half Billion Dollars Annually. You can have
the bulk of this potent sales market with one station, one cost, one billing —
with WWVA, the station with the friendly programming that reaches the hearts
of these people who have the power to buy. Your Petry man has the details;
ask him today!
WWVA has guaranteed bonus coverage in Kentucky, Maine,
Maryland, New York, North Carolina, Tennessee and Vermont.
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My only complaint is that sponsor is
so interesting and has so many facts in it
that almost too much of my reading time

inKansa^

has to be devoted to it. You don't mind
a complaint like that, do you?
Charles E. Maxwell
WNJR, Newark
GOOD

PRINTING?

We should like to procure copies of any
back issue of your publication, sponsor.

I

In brief, here's the particular reason for
this request: frankly, we have in mind
distributing copies of your publication to
advantage among a few selected customer
contacts throughout the country, as a
means of demonstrating to them the
smooth, receptive printing possibilities of
the paper. Can you conveniently cooperate with us in this way?
Perhaps we should take the occasion,
incidentally, to commend you ufx)n the
appealing, well-balanced nature of the
publication from the standpoint of typographic design. You evidentl) put forth
considerable effort on it in this respect.
As such, we presume the publication is
meeting with popular approval on the
part of }our reading audience.
Elmer S. Lipsett
Advertising deparhnent
S. D. U'arren Co.
Boston
Vp
TV RESULTS

or spectacular results, the kind you'd get by dropping a sparkler into a box of pin-wheels, join the Swing
to WHB in Kansas City. Operating full time on an
excellent, low frequency, WHB is loaded! And with
10,000 watts, we've got more power than a string of
cannon crackers. Rates are unchanged. So skyrocket
July sales by celebrating your personal independence
from advertising worries.
Join the Swing to WHB!

May I congratulate >ou on the feature
in your May 1948 issue entitled Television
Results.
This is the type of information that has
been awfully hard to obtain and to find it
in such intelligent form in your publication is quite a pleasure.
I hope that you plan to make this a
monthly feature of your magazine.
MoRT Heineman
Fnmklin Bruck Advertising Corp.

See your John Blair man for availabilities.

New York

10^000

WATTS

IN KANS^
DON

DAVIS

JOHN

T. SCHIILING

• 5,000

WATTS

ft

3

""

(
MUTUAL

NETWORK

• 710 KILOCYCLES

NIGHT

We share the enthusiasm for, and interest in, the "TV Results " department
of your publication.
Brl'CE Dennis
W'GN,
Chicago director
Public relations
TV Results was made a monthly feature
^
May 194!S issue (see pajlc 30)
effective with the

41
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Who »« T V now ? . . .
''Only somebody in the chips can afford to buy a
Television set. Others look for free in a bar^
That's the curbstone appraisal of the TV market
today . . . ground floor chance to get close to the
upper clawsses — before the Joe Doakes crowd in !
To the advertiser Always Chasing Rainbows, we
bring bad news. Joe is not only in — but It!
From three leading set manufacturers, WPIX
secured lists of 1947 installations in New York City
and suburbs — 33,074 in all. Discarding 1,319 in
saloo — well, public places — left 31,755 in homes
. . . of which 16,961 were City, and 14,794 suburbs.
Allocating City sets to districts by income
groups . . . upset the TVclass market apple cart!
Because:
High districts had only 12.59c of the sets; and
Upper Middle 14%— both combined 26.5% ! But
Middle districts showed 60.1% — and with Low'er
Middle and Poor districts totalled 73.5%!
Park Avenue is poor pickings . . . compared
to the Borough That Has Everything — ranks first
in set ownership! (Brooklyn! What else?) Manhattan
is a poor fourth ! . . . Write WPIX

for the survey.

The majority TV audience is folks who stay
home nights so they can get to work in the
morning — mass market, growing fast in New York!
And WPIX, with its extensive facilities for
producing picture programs, and the most modern
equipment . . . offers advertisers the opportunity
to grow with a growing market and medium . . .
Time rates and programs on request.
WPIX

• THE NEWS

Television Station

220 East 42nd St., N. Y. C
MUrray Hill 2-1234
Represented outside New York City by
FREE & PETERS, 444 Madison Ave., New York 22

ea

aSi d y/ioM

Yes, there's a 'sea of grass' reaching from Tulsa to the Kansas line and every
year this famed Osage pastureland fattens thousands of feeder cattle from all
over the nation. Serving this sea of grass with its busy and prosperous towns

kit'

is the Voice of Oklahoma, Oklahoma's Greatest Station. Osage cattle ranches
are big business and KVOO's Farm Department plays an important part in
helping assure their most profitable operation through the dissemination of
wanted information. We're 'home folks' with Osage cattlemen and proud of it!
P. S.

In case you hadn't noticed, beef is bringing a good price these days.
There'll be a lot of new money in the Osage-KVOO market this year.

.xli

-v

1. View
part cavalcade.
of 1947 Osage Cattlemen's Association
Ranch ofTour

--A'--

2. Sam Schnieder.
I. Barbecue scene

KVOO
Farm Editor
on Ranch Tour
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New National Spot Business
PRODUCT

SPONSOR

STATIONS

AGENCY

American Tobacco Co

Lucky Strike

BBI)&()

Bristol-Myers Co

Sentry (hair tonic)

Chrysler Healers

Cars

Continental Baking (^o

Wonder

Doherty, Clifford &
.Shenfield
Mc(;ann-Erickson
Ted Bates

Eagle-Lion Films

Motion pictures

Monroe Greenthal

Electric Auto-Lite Co

Auto parts,
accessories

Ruthrauff & Ryan

Bread

Eels & Co

Fels Naptha Soap

S. E. Roberts

General Baking Co

Bond Bread

BBD&O

General Foods Corp

Bliss Coffee

Benton & Bowles

Hoberg Paper Mills

Charmin

International Latex Corp
Lever Bros

Playtex Girdles
Breeze

Cramer- Krassclt
Belding
Foote,
Cone &
Federal

National Biscuit Co

NBC Bread

McCann-Erickson

Procter & Gamble Co

Drene (shampoo)

R. J. Reynolds Tobacco Co

Camels

Compton
William Esty

Tissues

Sears, Roebuck & Co (Allstate Insurance
Insurance Co div)
Jeris Hair Tonic,
VVinarick, Inc
Cream Oil

CAMPAIGN,

E.t. spots, breaks; Jun-Jul; 6 wks

5-10*
(Expanding current
sched)

"Animal
World
Court";
5-min
e.t.; Jun-Jul; 26 wks
E.t. spots, breaks; Jul 1-15; 13 wks
E.t. breaks; Jul 1; 52 wks

(Expanding Indef
current sched)
20-30*
(3-day saturations,
local)

E.t. spots; Jun-Jul; 6-13 wks

"Gasoline
Alley"; 15-min e.t.'s;
Jun
wks 15; indef
E.t. breaks; Aug-Sep; 13 wks

(Dealer-placed)
50-60
(Natl spot campaign)
(Test campaign)
(Test campaign,115*may expand)
5-10*will expand)
(Test campaign,
10-15*
(Test campaign,
2-3*may expand)

-Spots; Jul I5-Aug 15 or later;
wks
E.t. spots; Jul 1; 13 wks
Spots, breaks, partic; Jun

Harry B. Cohen

13

1; 26

E.t. spots; Jun 1-Jul I ; 13 wks

campaign, may expand) E.t. spots; Jun 7; 6
5-10
50-60*
(Expanding East and Midwest) E.t. spots; Jul 1 ; 13
50-100
20-30*may expand) E.t. spots, Jul 1-15;
(Test campaign,
(Fall campaign)
E.t. spots, breaks;

(Summer

Goodkind,
Morgan Joice &

start, duration

(Summer campaign)
50-100*
75-100 will expand)
(Test campaign,

wks
wks
13 wks
Aug 1; 13 wks

E.t.
wksspots, breaks; Jun-Jul; 6-13

(Expanding current sched)
iO-4Q*
(West Coast campaign)

Spots; Jul-Aug; 13 wks

11*

.Spots; Jul-Aug; 6-13 wks

(Mkt tests,10-20*
may expand)

*Stution Ust already set.

New and Renewed on Television
SPONSOR
Beam Products Inc
Fred Dannenhauer Jr
(radio dealer)
.Allen B. Dumont Labs and
Dumont TV Dealers
Eastern-Columbia Dept
Store
Edgewater Dealers Assn
(Chevrolets)
First Federal Savings &
Loan Assn
General Foods Corp
(Jell-O div)

STATION

AGENCY
Direct
Soils S. Cantor

WJZ-TV, N. Y.
WCAU-TV, Phila.

Buchanan

WFIL-TV,

Stodel

KTLA, L. A.

J. Walter Thompson
Direct

WCBS-TV,

N. Y.

WCAU-TV,

Phila.

Young & Rubicam

WNBT, N. Y.
WRGB, Schen.
WBZ-TV. Boston
WPTZ. Phila.
WNBW, Wash.
WBAL-TV, Balto.
WTVR, Richmond
WEWS. Cleve.
WNBT, N. Y.
WRGB, Schen.
WBZ-TV, Boston
WPTZ. Phila.
WBAL-TV, Balto.
WTVR, Richmond
WNBW, Wash.
WABD, N. Y.
WCAU-TV, Phila.

(Lamp Dept)
(Maxwell House Coffee)

BBD&O
Benton & Bowles

(Various cereals)
George (iorson
(Chrysler dealer)
Harper Boat BIdg Co
(Cabin cruisers)
Harris & Frank Co
Hill Shoe Co
Major Oil Co (Fuel oil)
B. Meier & Son, Inc (Broadcast Corned Beef Hash)

Benton & Bowles
Philip Klein
Ross, Gardner & White

Phila.

KTLA, L. A.
KTLA, L. A.
WCAU-TV. Phila.
WCAU-TV, Phila.
WJZ-TV, N. Y.

Stodel
.Solis S. Cantor
.Shaw & .Schreiber
H. C. Morris

5-6*

PROGRAM,

time, start, duration

Film spots; approx Aug 15*; 13 wks (n)
Spots; May 19; 13 wks (n)
Phila.
May
Partic
May
Spots;
wks
Nancy
Author

Inquirer TV Newsreel; Sun 7:.^ -7:45 (rpt at sign-off);
23; 26 wks (n)
in "Shopping at Home" (addin
to current schedule);
7; 13 wks (r)
Jun 16; 2-4 wks (n)
(n)
Niland, The Federal Girl; Tu f'-:'rI5 pm; May 25; 52
Meets the Critics; Sun 8-8:30 pm; J ;n 13; 13 wks (r)

Cleveland Indians home fames; :i
Try to Do It; Sun 8:30-9 [in; Jul

w!;s (n
Small Fry; Th 6-6:30 pni; Jun
Spots; May 19; 13 wks (ii;
Spots; May 23; 13 wks (:i)
Partic
.Spots;
Major
Spots;

in ".Shopping at Ilom.
May 23; 13 wks (n)
events; Mon 7:4 -j p
approx Aug 15*; o2 \i

■-"ay 11; 13 wks n)
A'ay ;4; 13 wlis (n)
(n)

JULY. 19fiH
^■wg^iix.wff;*'iq.V-'^^^"ty^"X'^ Vj^w

"■".wvftN'kvivw%x"^'«'**v* ^y vwff i^^/wwB%^(ywciw»(^m« • v "w^rv^f^r^Mrw}
V NJWflif iM.'WvA*.

\4 -'

o '; May 24; season (n)

i't lir l\uil liu
IVlriil ( :<ir|)
(I* r> () (.iisollne)
J;u..l> Ki-i-il Sioro
<.NUii"scl(.llilnH)
!■ Co
& M S. hiiiflir IJriwiiitt
Oilill Co (Irol Hair

IMiill-l''<irbc'K
MiNi-ill
& NUCUiry

W JZ- TV. N. Y.
KTLA, L. A.

Sp<i|k; approx AuH 15*; hi wki* (n)
Olympic.Auditorium
wri-stlinC
hiiutK
K:.<0-< losr; Mav l<»; 24 « ks (n)
.Spots; May 2X; l.< «ks (n)

E. L. Krown

WCAII-TV. I'hilii.
WIMX. N. Y.
ltltl>&(>
W J/.-TV. N. Y.
May
I.invn-iuf C. (;uiul>liiiu'r \\ AHI). N. Y.
IVik
WJ/.-IV. N. Y.

loiik)

Old Oil It h Coffi-e Co
Suiiii itni iiiii;! <:<>
'I'i'xas
(Soft (^1ilriiiks)

May

Wt-d

24;

13

.'"'pols; approx .\uft l.S*; 2<> wk.s (n)
.Spots; Jun 7; 10 wk
(n)
'I'l-xaco Star 'I'heater; Tu H-'» pm; Juii S; 52 uks (n)

WRC;ii.
wri/.- r\ Sclu-n.
, ijosion
Wl'l/. I'hila.
WMIW
Wash.
Ull \I.- IA , Hall"
\V r\ K. Ki.liiiKiiKl

wcHs-rv. \. V.

N. W. Aycr

il Mrljiii

.sclicd);

lliK-key (^amt-s: thr<iu(>h fall Ki-aNoii as schvd (n)
.'•'pots;
approx .\u(> l.S'; 1(> wks (n)
wks (ii)
C<»il>oiiKorship of hoxinii bouts; .Moii 9:0.S-U
pni;

WCAl-TV, I'hila.
WNin . N. V.

Kudiivr

(24-ftanie

WHKH.
K'lLA,

Spots; May

Chi.
L. A.

Vf-li; l.< wks (n)

^Tentative dtilr set fur slut ion to ijo on tiir

"^4-

New On Networks

SPONSOR

*MBS

AGENCY

l.vi'rshari) Inc.
Frui'hauf Trailer Co
.lohns-Manvillo (;orp
S. C. .lohiiNon
.Smith liros

NET

Kiow
Zimmor-Ki-lk'r
J.
Walter Thcmipson
Needham. Louis & Itrorhv
Sullivan. StaufTer. Colwell &
Bavks
Cecil & I'resbrey

Speidel Co

PROGRAM,

STATIONS

Slop the Music; M IW IK Sun «:I.S-N :.<ll pm ; Si'p l<»; .S2m ks
This ChanftinC World; .Sun .i-.?:I.S pm ; .luii 20: .S2 wks
Bill Henry; Ml WTK <»:.S.S-|0 pm: Aufi 2.<; .S2 wks
Dizzy Dean; .Sat .S-!>:I.S pm; Jul .3; S2 wks
Stop the Music; Sun K-8:1.S pm (seftment); .Sep .S; ,S2 wk-.

ABC
AHC
.NBC

tiine, start, duration

163
7.S
36.S

ABC
ABC

Stop the Music; Sun 8:.?(I-H:4.S
42 wks (hiatus Jul 4-Auft 2'»)

*Forinfrty on another network

(Fi/ty-liBo tveekt grnrrally means a IS-week contract with options for 3 successive IS-week renewals.

pm

(sefiment);

It's subject to eoncellation at therndofany

.May

2.<;

13-iperk peru^^)

Renewals On Networks
Products

Corp

11 C Cole Millin{> Co
1) L & W Coal Co
Derby Foods liic
Corp
l"ariisworih Television & Radio
General

NET

AGENCY

SPONSOR
.\mericaii Home

Mills Inc

Sulli\aii. .Stauffer .C^olwell &
Bayles
Garclner
Ruthrauff & Ryan
Ncedham, l.ouis & Brorby
Warwick & Leftler
Dancer-Kitzfterald-.Sample
Knox Reeves

STATIONS

PROGRAM,

.NBC
MBS
MBS
ABC
ABC
NBC
ABC
NBC

Hollywood

lloiiseholcl Finance Corp
Kr;tf t T'oods Co
I, ever Bros Co (IVpsodent div)
LiftCett & Myers Tobacco Co
Planters Nut & <;hocolate Co
Procter & Gamble Co

Needham. Louis & Brorby
Foote. Cone & Belding
Newell-Emmel t

NBC
CBS
NBC
NBC

Raymond
Mor(>an
Benton ^c R.
Bowles
Clompton

NBC
NBC
CBS
NBC

Dancer- Fitzfterald-.Sam pie

CBS
NBC

Priuleiilial Insurance
Ouaker Oats
KichHeld Oil Co
Seeman

Co

Benton & Bowles
C. J. LaRoche
Ilixson-()*Donnell

27; 52 wks

Liftht of the World; MTWTF 2:45-3 pm; May 31; 52 wks
Jack Armstrong; alt days MTWTF 5:30-6 pm: Sep 6; 52 wks
Today's C:hildren; MTWTF 2:.<0-2:45 pm; Mav 31; 52 wks
This Woman's
Secret;
MTWTF
4-4:15 pm
PD.ST;
Ma\
31 ; 52 wks
Sam Haves; MTWTFS 7:45-8 pm POST; Mav 31 ; 52 wks
The Whistler; Weo 10-IO:.tO pm : Jun 2.^; 52 wks
The C;reat Gildersleeve; Wed 8-8:30 pm; Sep 8; 52 wks
Bob Hope; I u 10-10:.?fl pm ; Jun 15; 52 wks
Chesterfield
Supper
Club;
M'TW'TF
7-7:15
pm;
Jun
7;
52 wks

X
61
146
131
161
12

Elmer Peterscm; W TF 5:45-6 pm PDST: Jun 23; 52 wks
Life of Rilev; Sat S-H-.M) pm; Jul 3; 52 wks
Lowell Thomas; MTWTF 6:45-7 pm; Jun 28; 52 wks
Road of Life; MTWTF I0:.<0-10:45 am; Jun 28; 52 wks
Riftht to Happiness; MTWTF 3:45-4 pm: Jun 28; 52 wks
Truth or Conseuuences; .Sat 8:.l0-9 pm; Jul 3; 52 wks
Beulah; MTWTF 7-7:15 pm ; Jun 28: 52 wks
Jack Smith; MTWTF 7:15-7:.<0 pm: Jun 28; 52 wks
Jovce Jordan. M.I).; MTWTF 10:45-11 am; Jun 28; 52 wks
Life Can Be Beautiful: MTWTF 3-3:15 pm; Jun 28; 52 wks
Ma Perkins; MTWTF 3:15-3:30 pm; Jun 28; 52 wks
Pepper
MTWTF 3:,<0-3:45 pm; Jun 28;
52 wks Younft's Familv;

81
136
84
1.53
144
83
149

NBC

145

CBS
ABC
NBC

1.50
152
121
8

Prudential F'amilv Hour; .Sun 6-6:30 pm; Jun 6: 52 wks
Ladies Be .Seated: M TW TF 2-2:15 pm: Jul 1; .52 wks
Richfield
52 wks Reporter; SMTWTF 10-10:15 pm PD.ST; May 2:

Bros Inc

Weintraul)

ABC

191

N. W. Ayer

NBC

Mondav Mornint!
52 wks

161

Rexall Summer

ABC

2.U

David
wks

& Scott

Jun

II
192

rniled-Ke\;ill DruU (.o
(Revall Drun Co div)
I niversal Match Co
(.Schutter Candy <:<> div)

.Schwimmer

6:30-7 pm;

192
37
105
t>5

144
153
Pedlar i^ Ryan

Sun

Ernie Lee; Sun 3-3:30 pm; Sep 26; 12 wks
The Shadow; Sun 5-5:30 pm; Sep 12; .?9 wks
Sky Kind; alt days MTWTF 5:30-6 pm; Sep 6: 52 wks
Metropolitan .Auditions of the .\ir; .Sun 4:30-5 pm; Nov 14

l.?S
LeVally

time, start, duration

.Star Preview;

Harding

Headlines;

Theatre;

.Sun 6:15-6:30 pm;

Sun

7:30-8 pm; May

Counterspy;

.Sun 4:30-5 pm:

May

Sep

12; 52

I W itt sfHinsnr Atire Fiiyr-Pttit Ifnrris in llir fiitt

New Agency Appointments
SPONSOR
MIsl.ili' lnsiir:iiite Co. Chi
Vrin P.iini Co. ( :i('\ehiM<l
Itensdorp
Importers
Inc. N.Co,
\'. Boston
..
Uosiiiii American
Baseball
Ur:i.lshaw Co
\ ^ .
Itriiish South American Airways

PRODUCT

(or service)

I nsur;ince
P:iiiii
Royal Dutch Cocoa
Boslon Red .Sox
Popcorn, popcorn ec|uipment
.Mr travel

(Please turn to pagt / >~)

AGENCY
(.oodkind.

30;

30; 52 wks'

Joice & Morilan. Chi.

Ir»in-Mcllui>h.
Il'wood. Boslon
James
Thomas Chirurfi.
-\rthur W. .Sampson. Bf>ston
Bermini^ham. (Uistleman & Pierce. N. Y.
Houck. Mi:imi

C.

E.

HOOPER.

INC.

REPORTS

ON

MORNING
STATION

-PREFERENCES

IN "IOWA PLUS"!
C. E. Hooper, Inc. has just released a Winter, 1948
Listening-Area Coverage Index for the 116-county
area which we call "Iowa Plus.'''
The Index gives percentage of mentions for each
station selected by more than 1% of the people
polled. A scientifically-selected cross-section of
listeners were asked "To what stations do you and
your family listen most frequently or the most
time?"

MORNINGS, WHO GET 30%
NEXT STATION GET
9%!

For the period 6:00 A]VI-12:00 Noon, WHO was
first by 30% of the respondents. Eight other
commercial stations were selected by 1% or
of the people. The combined rating for all
eight stations totalled 31%.

rated
Iowa
more
these

Top-notch programming, outstanding public service
means better values. Write for your copy of the
116-County
Area Report — or ask Free & Peters.

*for Iowa
DES MOINES

PLUS +

. . . 50.000 Vt ATTS

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
FREE
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& PETERS,
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(See "Weather Is Cc ft n-etcial," JfCNfCR, Jire 1947,
page 13.) Are rrore 2dverti!crs ipcnicring wealhercasts
now than Icst year? iVJthtt new developments have there
been in wettKer ptcgrfming? Hew pcpular are weather
programs with iistereis erd viewers?

^^

Unlock
Rhode Island
mornings —

— and step into a wsrmingly proFitable
recepdoni It's a million-listener area, a
rich area! And here are names to conjure
v\ith, ready-made prcstise that pays off.

•
MARTIN

AGRONSKY—

Infernaticrally famous ccmmenfatcr
prescnfs world news from Washington ddily except Sunday, 8.008.15 A.M.

BING CROSBY—
A fifteer -minute recorded prorram.
Nothing mere need be said. The
time is 8.15-8.30 A.M. Monday
thru Friday.

BETTY GUNNING—
— started talking to women in this
million-listener erea five years ago.
Solidly established. When Bct<y
says able
"buy"
now endthey
then.buy!

Spots avail-

Write, wire or phone for rates

Ever) bcdy talks about the weather. That's why the number of advertisers selling via the service type of weather SfX)ts and programs in radio
and televisif n has nearly doubled since the last sponsor report. Surveys,
such as the recent one made by farm-belt station WBAA, Lafayette,
Ind., show that up to two-thirds of the farm housewives listening to
hcmemaking progrems want straight, factual weather forecasting included. Their farmer-husbands want the latest weather data too, because
to them weather is vital. The perfect noontime farm program, according
to \VBAA, would contain two weather forecasts in the hour, as well as
news, farming tips, and music. To many a station located in the rich

p.s

heart of America's farming centers, this is not startling. There are few
sizable farm-area stations that don't have regular weathercasts several
tirres a day, often from their own weather staffs. Advertisers have found
that these farm weather forecasts sell everything from tractors to appliances, and feeds to furnishings.
The interest in weather is not confined to farming communities. The
sale of Harry S. Goodman's CCNY-prize-winning weather jingles has
ji mped frcm 200 markets last year to over 400 today, with a waiting list.
Mere than half of this lOO'v^-plus increase is concentrated in large metropolitan areas. Also, big-city stations like WLW, WFIL, WNEW, and
others are not content with reporting the U. S. Weather Bureau forecasts
in their newscasts or station breaks. WLW (Cincinnati) has Bill Nimmo
giving three daily 15-minute platter sessions, Tuesday, Wednesda>', and
Thiirsda)', in which he features the latest road information, as well as
weather forecasts, news, and music. He does a similar show once daily on
Monday end Sunday. The show is promoted in two-color posters by
WLW and the sponsor, Buell Air Horns, in 500 all-night roadside eateries
in four states, and in dealer displa> s. The sale of air horns to fleet owiicrs,
motorists, and truckers is said to have taken a big jump, due traceably to
the show. Philadelphia's WFIL has its own weather staff, which prepares
and airs several complete weather shows, featuring the latest highway
data and motoring tips. New York's WNEW airs a series of spot roundups on weather and highway information for city-dwellers, and includes
the weather forecasts, as man>' independent stations have learned to do,
in their around-the-clock newscasts. The list of stations programing
their weathercasts is increasing.
The weather program holds even more promise for the visual air
medium. The Daily News TV station, WPIX, scans a Thursda\- night
20-minute show called Week'end Weather. It is typical of man> video
weather shows from stations owned and operated b\- newspapers, which
are alreadx well aware of the readership value of weather. The ,\Vn'5'
own weatherman, ). Henr\ Weber, does a 10-minute illustrated round-up
en the weather. Then, the latter half is taken over b\- Anne Dixon, who
supplements Weber's analysis with week end tips about weather conditions,
highwa>' traffic, and so forth, at nearbv' beaches and resorts. WPIX also
schedules weather twice dail> on telecast news. T\' stations, like WPTZ
with its vSiomy Week'Cnd, WCAU-TV with its Weather Wise telecasts, and

5000
WATTS
DAY
& NIGHT

WALLACE A WALKER, Gen. Mgr.
PROVIDtNCE, The Sherofon-Billmore
PAWTUCKET, 450 Main St.

Represent,itives:

AVERY-KNODEL,

r
10

INC.

WNBW with its Johnny Bradford's TV Journal, which gives a 5-minute
round-up on weather for viewers in the nation's capital, have discovered
that vidc^ weathercasts have as much or more appeal than those of radio.
Sponsors like Botany Woolen Mills and B.\'.D. have found their telecast
service spots on weather to be productive of real sales gains. Whether in
programing or spots, weather is one of the least expensive t> pes of television production, and one of the highest-rattxl in terms of \iewership.
The same holds true in radio, and advertisers and broadcasters alike are
becoming increasingly conscious of these facts.
SPONSOR

IF YOU
KNOW how!
OOME

time-buyers select KWKH

because we have 50,000

watts — others because we are a "major network" station —
others because our Hoopers in Shreveport are very high.
We're glad to be selected on any count — but we respectfully
suggest that the BEST reason is just plain old hnow-how.
For 22 years we've worked and studied to learn what kind of
programming the 3,975,300 people in our area t^ant and need.
The result is that KWKH

is by long odds the top station in

this area — one of the top-rated stations, for instance, in the
entire CBS list.

May we send you the really amazing facts?

KWKH
Texas

SHREVEPORT

50,000 Watts

CBS

f LOUISIANA
Arkansas
Mississippi

The Branham Company
Representatives

Henry Clay, General S-lanagtr
Dean Upson, Commercial Manager
JULY 1948
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(See "Oil and the Opera," SPONSOR, January 1948
page 41.) What thinking lies behind Texaco television?
Will they telecast the opera?

W hc-n it comes to television, most oil companies prefer a show that can
produce tangible sales results. That applies to Texaco as well. Although
the Metropolitan Opera broadcasts for Texas have proved themselves

p.S

from both a prestige and a sales standpoint, Texaco's initial venture into
video is not on an institutional basis. Like Atlantic Oil with its sportscasts. Gulf with its You Are An Artist, and Esso with its telecast news,
Texaco seeks a visual formula that will have the widest possible appeal.
Texaco and its agency, Kudner, believe they have this formula in The
Texaco Star Theater, an hour-long telecast variet>' show, aired 8-9 p.m.
Tuesday on eight NBC video stations.
This does not close the gate on future telecasting of the Metropolitan
Opera. The stumbling block there is chiefly a matter of performers and
union TV scales. Until such time as these details can be worked out, the
opera will be heard only in radio under Texaco sponsorship. The variety
show affords Texaco a chance to use the visual medium without waiting.
This was one of the main reasons why Kudner landed the video slice
of the Texas Company billings. It had been producing the radio version
of the Texaco Star Theater. As a result of combined TV and radio billing,
Kudner, rather than Buchanan, is now the leading agency in Texas
Company advertising.
Although this is Texaco's first major TV operation, the varietycomed)' program is not new to the oil firm. Many of their most successful
shows have been of this type. Ed Wynn as the "Fire Chief" sold countless
gallons of Texaco from 1932 to 1935 on NBC. Jimmy Durante, Eddie
Cantor, and Fred Allen at various times have done a job for Texaco.
All of them got their start in vaudeville, and successfully transferred the
trick of pleasing live audiences at the Palace to the microphone.
THE

LONE

RANGER...

The Lone Ranger, star attraction
of American Bakeries, now rides
WCON Air! To Coca-Cola, too, in
their own home town WCON is the
best buy. Coca-Cola now presents
the featured Major League baseball
game every Saturday afternoon.
The Atlantic Company of Atlanta,
one of the South's largest Breweries,
has also joined the parade of top
notch firms who now depend on
WCON for increased sales. The
Atlantic Company presents Lockwood Doty with the news Monday
through
Saturday
at

6:30 P.M.
Yes sir! You don't need
a rabbit's foot to get sales
volume in Atlanta, but
you do need WCON I

ABC
IN ATLANTA it's

WCON

5000 WATTS

No weary weeks of travel separate Alaska from the world today. The
NEW Alaska is only a few brief hours away from Seattle, Chicago,
New York. Hundreds of persons land and debark daily at huge airports
at Anchorage and Fairbanks. Goods and military supplies pour in by
sec and highway . . . are distributed by train, by truck, by plane . . .
combining
to make
the
fastest growing
rriorket

NEW

Alaska

-, -jC '^*'j*

for your products

■ ooo

,h

VOICES
NEW
Sold

seporolely

GILBERT

550 KC

America's

A

or in combination

WELLINGTON

1014 Amvricen ftwOdif^

Not!

Adv

.0
Mgr.

of

the

ALASKA
q\ 20%

discouni
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BASIC
CBS

^'Always giving something extra! ^^

*Just ask your
Raymer representative

There*s a lot more to it than this...

Close cooperation oetween the salesman ana his client is pernaps
more important in Spot Radio than in any other form of advertising.
For that's how the vital decisions of this highly profitable and
highly complex medium are made . . . and made correctly.
But there's more to the story than this ... a lot more. For
instance — there are things like the skill and experience of the Spot
Radio representative. Without them even the closest cooperation
has no value. But if the representative has the advantage of
250 years of combined experience behind him ... if he has the
energy and persistence to learn about your business before he talks
about his own ... if he knows markets and market coverage
as well as his own name . . . and if he can show you how to get
maximum results from every |x;nny you spend for radio advertising
— he's the kind of man you'll always want to do business with.

f

i

Wea ed
a n
24

company

In short, if he's a Weed and Company representative
he can guarantee you the same expert service tliat has proved
so valuable to so many successful advertisers.

radio station representatives
new
san

y0 rk
francisco

boston
•

•

Chicago

a 1 1a n t a

•
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de t r 0 i t

Hollywood
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While the current trend
of spot placement is down,
plans for this fall indicate
that a portion of the money being taken out of the
network field will go into individual mar-

often than hard-hitting unpleasant selling. two full pages and will run almost another
The drop in consumer buying is not page in August. A full page is devoted to
nationwide, nor is it general for all prod- a list of film facilities available. The
ucts. Major appliances (washing ma- list of firms with TV departments which
chines, television sets, coal stokers, oil runs four full columns represents a
burners, etc.) are in continuing demand. cross section of all the progressive advertising agencies, big and little.
kets. "Flexibility" is the number one Yet even manufacturers of these products
demand which advertisers are making of have under par territories. Wherever inThe price of receivers is coming down.
come indices indicate that there is no The family which is willing to view a
their agencies. There will be comparashortage of money and buying resistance postcard-size picture will be able to buy
tively few long-term commitments.
The attempt to eliminate chain break has developed, corporate managements a new set for under $100. What is even
commercials during the evening hours are pouring on sales and advertising pres- more important is that new receivers
sure. There is more and more the tendency coming off the production line are
has been dropped by the networks for
the time being, although the drive to to look upon the country as a collection of depending less and less on expensive
eliminate double commercials at the end individual
-markets rather than a nation. rooftop antennas. This big problem in
^ are forcing this.
The sales records
metropolitan centers where landlords
of network programs is still being pus' ed.
The cowcatcher (extra announcement
The shift to spot will be more pro- have been refusing permission for roof
before a program starts) and the hitchhike
nounced than ever in 1948-1949.
* * * antenna installations is being minimized.
The first TV acorn station (with no
(commercial which follows the regular
Television is no longer a studios of its own) went into operation
program product advertising) continue
in disfavor.
medium in which the ad- in June in New Haven and many a
vertiser has to invest in would-be TV station owner is watching
Regional networks are due to receive
orderto learn howto use how the operation works out. If sufficient
more national advertising. This is also
due to their "flexibility." Most sought- it. Sponsor has thus far reported case service can be given viewers with a plant
after transcriptions are those which histories of 36 users of the medium who
such as tiny WNHC-TV's, an entirely
have proved sales result histories. In- have been able to trace direct sales re- new vista has opened foi television
sults to it. With 30 stations on the air service.
stead of seeking ideas advertisers are
Procter & Gamble has at last broken
watching the programs that produce as this issue goes to press and more
sales from the first program broadcast. scheduled almost weekly, market after the ice and bought its first program.
Although it's too early to be certain market isopening up to the visual medium. Only the week before they signed the
Whereas a year ago there was little contract P. & G. stated they were just
there will be no irritant spot announcements employed next season, the record- available in the way of programing looking, not buying. Prospective TV
ing companies report that the idea material, the current list of TV Live sponsors start looking casually and before
commercial is being recorded far more Program Availabilities in this issue covers they know it they are in the medium.

spot
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Sponsor's T\' map, listings and status
reports, which comprise an entire substantial section of this Fall Facts edition
are interesting evidence of what has
happened to TV since our first Fall
Fads issue a year ago. There was no
* * *
TV section then.

network

There is a very good
possibility that there
won't be a single network this fail which

Already more sponsors have indicated
shifts from one network to another than
at any period since the rtart of World
War II. This isn't necessarily because
they are dissacisfied with the facilities
of the network which they have been on
in the past. Many of them think that a
change of network scene will give them
a new audience as well as an opportunity
of getting a renewed hold on a goodly
part of their old fans.
Come fall 1948, and sponsors as well
as the listeners they want to reach are
going to have to do some hunting for
their favorite programs.

will be 100% sold out at night as NBC
was and CBS practically was during the
war. On the other hand it is a certainty
And some will be off the air. * * *
that both ABC and MBS will both be
ahead of last year in business despite the
HTIPIH rM, which was once herapparent current recession in bookings.
Many firms on the air are cutting their
which as would
of radio
the formsucceed
schedules but there are any number of v^^^^^J^A ;i!ded
standard
broadcasting
practically
overother firms which are including radio in
night, has now settled down to occupying
their schedules for the first time. This
growth of radio is despite the growing a special part of the broadcast advertising
importance of television. Even in the firmament. Theie is less talk of its being
greatest TV metropolitan center, New the "miracle" form of radio and more
York, the most recent radio survey talk of what it's doing that can't be
figures indicate that more people accomplished by other facets of broadcasting. Insome states, such as Florida
listening to radio than ever before.
and New Hampshire, there are great
The networks are daily becoming more
sections in which during a large part of
program-production minded. Agencies the year it is impossible to hear, let
which in the past have wanted to control
alone enjoy, radio. In other areas FM
their clients' shows are buying network is delivering a signal into homes which have
packages and finding that the cost per
listener is lower than it was on their own never received a clear undistorted program due to skywave interference and
productions. Thus there is a decided
any number of other annoyances to which
shift from sponsor and agency ownership standard broadcasting is heir.
of broadcast advertising vehicles. This
As more and more FM stations come
fall is scheduled to be a $-sign season,
on the air, there will be more and more
with practically every advertiser wanting
to pay less for talent and get more for special nonduplicated FM programing in
his money. Even programs with long addition to the netwoik programs which
histories of success, such as the Aldrich are heard on the FM affiliates. Forgotten
Family, have had to take cuts that run entirely is the original FM license stipulation which required a number of hours
into thousands, or else find a new sponsor
of programing which did not duplicate
or go off the air.
an>' AM (standard broadcast) station
Each of the four networks has a story shows. FM is now looked upon as a
to tell and is going to be telling it to facility not as a competitive form of
prospects between July and October transmission.
with much gusto. NBC will have its
FM has, however, developed some
$100,000 promotional motion picture.
entirely
new forms of broadcast adverMutual will have a nighttime listentising.
These forms (storecasting, transability presentation. CBS has a programbuilding history that it is bound to itradio, and FAX) are all made possible
collect on to the nth degree. ABC will because FM is static-free. What the\'
continue to sign contracts with many ptirtend is outlined in a short section of
newcomeis to radio; last year it has this Fall Facts edition. FM is expanding
signed more clients who have previously- so rapidl\' that it stands a fair chance
been beginners in network advertising of being a business all its own.
WIkii current licensees are all on the
than any of the other three networks.
ABC will be stressing its long-held-back air there will be over 300 independent
TV chain plans which are as far pro- FM stations. Each of these will in all
gressed as any other chain's with the likelihood offer one or more of the sp)ecial
broadcast advertising services as well
exception of NBC's.
26

as the delivery of a home audience which
wants something apart from the current
radio fare.

If it's FM, it's going to be a different
form of broadcast advertising ... if it
isn't already.

over-all

♦ ♦ »

There will be few im-

pcjrtant one-medium advertisers this Fall. The merchandising
trend is toward a multiplicity of
ad types and vehicles. The advertiser
who spends his entire $2,000,000
budget in radio is going to be the exception rather than the rule. Even the
soap merchants who can trace their
present industry importance to their sponsorship of daytime serials are seriously
considering diversification.
There are a few advertisers who, wanting to maintain their high-income history,
are cutting back their entire advertising
schedule, but for the most part the
mone\' that is leaving network radio, for
instance, is going into spot or regional
tising.
broadcasting and or newspaper adverThe cry is foi flexibility and by flexibility generally is meant an avoidance of
long-term commitments.
There is also
the feeling that a radio program becomes
a more effective advertising medium if
what it has to sell is seen in magazine
advertising, newspaper copy, and on billboards. This is working both ways. Advertisers who have been spending all their
money on car cards or billboards or magazines are planning to take some of this
cash and spend it in broadcast advertising. This new radio money is going to be
spent first on a spot or regional basis.
Then if diversification works, the former
nonradio advertiser apparently aims to
include a network program in his plans.
Network advertising lends prestige to the
organization which thus far spot broadcasting hasn't achieved. Some day manufacturers will realize that it doesn't matter where a program
originates, the
listener hears it only over an individual
station. Networks are only facilities, not
stations with personalities. A good network is first and foremost a collection of
good broadcasting stations.
Everything
else comes after that.
Yet at present onl\' a big network program makes stockholders feel that they
own part of a great prestige advertiser.
Research will have to bring more concrete figures to advertisers this fall. The
facts about the buying habits of listeners
will be demanded as well as a Hooper or a
Nielsen rating. The cash register rides
high in autumn. 1Q4S.
* * *
SPONSOR
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1948-49 campaigns in the making by agency executives Jack Cohane, Ray Sullivan, Bob Colwell, Don Stauffer, Heagen Bayles (SSCi& B)

Less radio to be
used bv wartime
spenders.

Drop
ft-

balaneed bv new
product gains.

JULY
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Many sponsors who have been on the
networks before and right through the
war will be spending less on network
radio this fail than they averaged during
the past seven years. This will be especially true in the food, cosmetic, and
drug industries. But compensating for
this, new products and new advertisers
will be using network and national spot.
In a few cases the reduced web advertising will result from actual cuts in the

storecasting. 5k)me of the latter will come
from merchandising (sales) budgets and
some will come out of market development funds. In a few cases advertising
budgets will be increased to correspond to
increased prices for the products advertised, although most corporations have
not increased their advertising budgets
despite increased dollar volume of sales.
Since certain fixed costs (labor, packaging,
raw materials, and selling costs) have
forced the higher retail prices many managements feel it should not cost any more
per unit to advertise their products than
before. If advertising can increase the
number of units sold then more money for

money appropriated for broadcast advertising. In other cases it will represent a
redistribution of the monies budgeted for
radio, with what was previously allocated
to networks being shared with spot,
TV, FM, and even in a few cases FAX.
advertising is justified. It doesn't make
There will be new sponsors and new sense to these executives to add increased
money for television just as there will be advertising allowances to product costs
special provisions for transitradio and just because the retail prices have had to
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& Rubicam's plans group (tabic leFt to risht) Ruth Aikman, Mildred Fox, Evcrard Meade, Joe Moran, Pat Weaver, John Swayie, Sylvia Down J.

A number of advertising authorities are
warning executives that merchandising
habits which cut advertising when business volume starts to shrink is shortlistener, viewer hasn't gone up. Why
sighted. There is currently a concerted
then, they ask, should an advertising budget be expanded unless the number of drive to keep advertising at its all-time
units sold are increased?
high. A number of research projects,
Advertising managers have a number checking bu>ing trends, hope to prove
of answers to this. Paramount among that advertising must create new buying
them is that the competition for the con- habits.
sumer dollar grows tougher daily. V\ lun
L'nless a coal strike curtails stcx?l procompetition is tough it costs more to sell.
duction, the automobile industr\' will be
on the air in full swing this next winter.
Thus according to this view it's just a
question of how long it will be before the Even before the first frost General
Motors, Chr\sler. Packard, and Nash
buyers' market will force the expansion
of budgets.
will have regional spot campaigns.
Ford

be increased. They point to promotional
efforts of most media which maintain that
the advertising cost to reach each reader,

is expected to have Fred Allen on NBC
and at least one other web show. The
DeSoto and Plymouth divisions of Chrysler, although burned last season with
Christopher Wells and currently sponsoring a "fill-in" program. Hit the Jackpot
(CBS), will continue on the air. KaiserFrazer, Tucker, Studebaker, and even
Crosley have broadcast advertising figured in their budgets but their plans are
nebulous as
goes on the
Combined
gasoline and

sponsor's Fall Facts edition
press.
broadcasting budgets of the
oil companies are up roughly

15',' over IQ47 194S. There will be
some shifts of networks among old stand-
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Ground room) Harry Rauch, Bev Smith, Bill Forbes, David Levy, Frank Telford, Lalande McCrecry, Joe Sclbetta, Edwin Dcrr, Viola Burns and Bill Whitman

bys which want to reach new audiences.
It is expected that last season's oil shortages will not continue during the fall. A
full supply will bring back to the air a
number of the refiners who bowed out
last year. At the outset individual markets will receive attention and then regional loops of major networks will be
employed. There are practically no oil
companies with coast-to-coast distribution.
The margin of profit in the processed
food field having grown smaller during the
past 12 months, there will be a tendency
to cut into the food advertising dollar in
an effort to keep the retail prices of the
JULY
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products from spiraling. This is true of
General Mills, General Foods, Standard
Brands, and Swift (Derby Foods). Firms
like Standard Brands are switching from
big national campaigns to tight regional
merchandising from which every ad dollar
produces direct sales.
Sampling, which was to all intents and
purposes eliminated from merchandising
plans during the war, is back in the promotional pictures of most food processors.
One big reason for this is the fact that an
entirely new generation of buyers, many
of whom have not been exposed to their
products, has grown up since 1941, when
shortages started.
Food
distributors

know that to change eating habits is not
easy. More than mere exposure to new
foods is required. Sampling is expensive
yet it is a food merchandising essential.
Generally it's sectionalized since it costs
too much to sample 48 states at one time.
This means spot and regional broadcast
advertising and that's where some of the
food advertising dollars formerly spent on
the chains will go this fall.
Sugar and chocolate are becoming mare
plentiful and candy manufacturers will be
increasing their broadcast advertising.
There haven't been any real candy shortages for about six months but there like29
(Please turn to page 141)
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CAPSULE CASE iriSTOR^ : is part oj a revolving sponsorshij). this department store presented this program for a sixiveek period. On one telecast tico dresses uere stressed.
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SrONSOK:

I'RODl

n..-loii Slor.-

<: I : l'irl.ir<- lun-rr-

CAPSULE CASE HISTORY: As [>drt of this store's "hon to
do it" series, eierv U ednesdnv. d neic kind of fiietiire
lianiier icas demonstrated. One minute iras deroted to the
firoditrt in use. A hctnger nas offered free to any one nlio
iroiilil call or irrite the folhnd/ifi day (Thursday). Offer
mis iiidile once and 203 people responded, iihicli icas
dimost one in every ten 11 families in Milicinilcee dt time
offer tills nidde i there icere 2.050 11 homes). Agency icas
\Iarlc-Mannlner- Herman.
\\TM,I-TV.

\llU».Hikfe l'RO(;i{ \\l: ■l.if.atTh.-HoslonSlor.'"

SI>OIKTI.>4« 4i;04M»S
SPONSOR:

PRODUCTS:

III.- 1 1 III.

I i>lii

I" lackle

(:\l'>[ l.i: CASK HISTORY : S/.v telecasts uere undencritten hv this sporting goods dealer. Vernon {Gadabout)
(idddis icas scanned in a lodge-type setting demonstrating
flies, rods, etc. I ia an animated map. Caddis slioiced his
vietvers good fishing grounds. Air time cost S221.50. rehearsal time $110.10. Directly ofter the first shoic. a man
droie over 7.) miles to buy $50 north of tackle. Incidents
like this icere repeated several times during the campaign.
W U(,H. S,|„„,-, la.K

1'R0(;R AM:

(

IImI.

I'.irk Hr.w.ri.--

a ^'ood «>iollin;K !• ^|«

Al TOMOTIVH
\--ii

l'l<<»l)l ( I : U.-.T

CM'Sl l.i; CASK IIISIOR^: 77hs hreicery started in 11
when KSI)-l'l tceni on the air. Due to this station s
sportscasis the auilience in St. Louis taverns alone are over
150.000. \ spot check hits indicdted that Hyde I'ark has
achievril an nmazing prinluct identification. Hyde I'ark
diiilershijis are reporte<l to have lnen lipped over 25' , and
the II budget has Ihi'ii increased from S2().000 in I'HT to
$52,000 in 1*)IH. Agency is Cardner Advertising.
K>>l)-I\. St. Ki.ni*

a seD!!$e i»f liunior aii<l

"Ki-liiii- lor \-nn

UKXKUMiKS
SI't>NS(»R:

visual a€lverti!<in;£ with

I'RCX.K

\M: S|,orr-i

Sl'O.NSOR: C. II. Uavis

HEALER
I'HODl ( T: B.iirk

CAPSULE CASE HISTORY : Original decision icas to do a
series of institutional commercials for its ba.selHtll co-sponsorship. After their first five telecasts they checked and discoiereff they had 87 neic accounts directly traceable to their
video advertising. They snitched at once to straight selling,
further to iheck ll^s impact, they offen^i a rejuiul of
"Casey at the Hat." To date reifuesis have passetl 1. 000.
\IPTZ. Philadrlpliia

I'R'X.R \\\ . I'hilli.-- ^

Vtl.l.ii,-,- ;:ame>

Ai\TMH
SPONSOR:

KS

WOMEX'S

lnvin SiliallVr

IM{( )l )l ( ! 1': \iili.|i..-:.

CAPSULE CASE HISrOKV:
Eifilit iiiontlis a^o this dealer
was sold a once-a-ivvek 20-sproti(l spot on Sunday nightsEach week ff'RT/'s film unit jfhotographs a dijfcn'nt
SchaJJcr antique to Jill the 20-s('cond spot. The once-weeklv
spot has brought SehaJJer more than 650 neiv customers
since the first was scanned,
this is a prime instance of
straight selling on video.
WPTZ.

Philadelphia

PROGRAM:

Spots

SPONSOR:

WEAK

R.isseks

I'RODUCT:

Fasliio i

CAPSULE CASE IfLSTORY : During this series, which was
sponsored by eight participating retail advertisers, Russeks
decided to test audience size and interest.
Viewers were
asked to write 2.5 words or less about what they liked best
about the program, prize for best letters a pair of nylon
stockings. Nine hundred entries were received, 9% of the
N. Y. TV homes at the time the offer uas made.

WARD,

New York

PROGR

A M : "T.Ievision Fan Fare'

MEWf'S CLOTIIIXfii
^M^^
^M^HT^^

Four hundred sponsors were regularly using
the visual air in June. Many more were

*^^J^^
using TV on a test basis. Buffalo (WBEN^^
TV),
New Haven, Connecticut (WNHCTV), and Boston (WBZ-TV)
were added as markets with
television coverage during the month and Salt Lake City
was being exposed to intensive television promotion although
it had no commercial station on the air. ZCMI, large department store in Salt Lake, and KSL aie piesenting intrastore
telecasts on a regular basis to educate future set-owners.
In Washington, where the three opeiating stations, WMALTV, WTTG, and WNBW, cooperate on checking set ownership,
there were 12,000 receivers installed and operating as of June 1.
The Hotel Taft (N. Y.) started a campaign in 50 leading
cities to tell prospective visitors to New York that the hotel
is TV-equipped and that sets cost $2 a day.
WPIX (N. y. Daily News) made its debut June 15 with a
marathon presentation (7:30 p.m. to 1:10 a.m.).
Aggressive
selling and programing of the station has already stepped up
the TV tempo in television's number one town. WPIX faces
the same problem as did its sister station in Chicago, WGNTV, when it came on the air. Thousands of sets in metropolitan New York require antenna readjustments for clear
reception of WPIX but the servicing is being done as rapidly
as possible.
The Life-NBC presentation from the two political conventions inPhiladelphia, over the NBC-TV network and via
kinescope recording (from the face of a receiving tube) to
many other stations, cost Life, it is reported, over $100,000.
Young & Rubicam had 15 of its radio-television staff in Philadelphia on behalf of Life, which is a Y. & R. client.

SPONSOR:

SPONSOR:

CAPSULE

Girard Chevrolet Co.

CASE HISTORY:

PRODUCT:

Autos, service

This sponsor approached TV

question mark when they bought their first spot announcement, but it has paid off in direct business brought into the
Girard service department.
When the sponsor renewed recently for his second 26 weeks he stated that video was being
used on a result basis competitive with all other media.

[

Philadelphia

Men's Ready-to-wea

ten. W^hile not the first New York retail clothier to use TV,
Howard, via its sponsorship of an evening-long sports feature, has been able to check direct sales better than others.
They report that for them sponsor identification is paying
off in sales.
WARD,

New York

RADIO

l'R(»(;RA\I: Boxing malrhe.

& TELEVI«!»IOX

SPONSOR:

Motorola Company

PRODUCT:

Receivers

CAPSULE

CASE HISTORY: Indicating the continuing pull

of boxing on home viewers, 162 out of a 200-home-set-owner
sample were looking on when Gourfain-Cobb, advertising
agency for Motorola, surveyed the Tuesdav evening 8:45 9
p.m. viewing habits of Chicago. Of these, 93.9% had
their sets tuned to W^BKB's boxing bouts. 94.8% of the
boxing audience were able to identify Motorola as span sor
Chicago

PROGRAM:

Boxing

WATCHES

with misgivings.
Thev have a comparatively small advertising appropriation and one which must produce on a perdollar basis.
Television in Philadelphia was still a big

WFIL-TV.

PRODUCT:

CAPSULE CASE HISTORY: On April 6, 1948 this men's
clothier took over sponsorship
of the Tuesday boxing
matches over W ABD. Three weeks later a sponsor identification survey icas made and Howard was among the first

WBKB,

AUTOMOTIVE

Howard Clothes

PROGRAM:

Spots

SPONSOR:

CAPSULE

Bulova Watch Company

CASE HISTORY:

PRODUCT:

Watches

To test the impact of station

breaks in TV Bulova offered a booklet, "Ifs Time You
Anptr." during its time signals on a number of video stations.
The offer was seen and heard for just 14 seconds. Despite
the brevity, the percentage response was comparable with
radio, and 85% of the respondents named the booklet with
absolute correctness.

STATIONS:

Various

PROGRAM:

Time breaks

§|i<iiiNor Clieek List
HOW
1

Letermine

TO

USE

BROADCAST

what you expect broadcast advertisins to do

ADVERTISING
11

Make

+

certain

that

talent

pictures,

biographies

program information (week-by-week

for your organizaticn.

and

full

details) are available

I to everyone requiring them.
a.

Force distribution
10

b. Move

d. Build brand name acceptance

1 2

e. Improve dealer-manufacturer relations

advertising,

point-of-sale

material,

dealer

g. Improve employee

h. Supplement printed media advertising

1R

*The nine items cover general requirements of manufacturing and sales organizations but each organization has its
peculiar problems. These must be ascertained in advance or else any advertising campaign will probably fail.

See that effective on-the-air promotion of program starts
at least two weeks before the program makes its bow.'
*Free network and station time is available but many
advertisers are finding it productive of sales and increased
audiences to buy spot announcements to supplement
what the stations and networks do.

relations

1. Carry organization's primary advertising burden

Plan the program debut as a show, not as an opportunity
for organization executives to discourage listeners through
long talks.

14

Impress stockholders

own

tie-in

*Correlation of all advertising activity with broadcasting
mailings.*
pays
substantial dividends.

c. Build prestige

f.

Plan

product

See that a complete

promotion

kit goes out to stations

j (if yours is a network program, the web's publicity department will work with your agency and your advertising
manager on this).

16

Design

a

dealer

and

distributor

promotion

kit

on

the

Determine territorial coverage desired.
*Mdke certain that the material does not duplicate that
which network stations will use for the same purpose.

Centralize responsibility (or broadcast advertising.
Working with your organization's advertising agency
select the broadcast form (spot radio, network radio, TV,
FM) to carry the campaign.
Build or buy the proper program
market for the prcduct.

8

Y
1Q

19

Formulate plans for continuing promotion. Only through
week-in-week-out exploitation can a new program really
be sold to its full audience.
Tie

20

your sales staff, briefing them
campaign. There should be
which ideas of the sales staff
the campaign.

program

in with

all

merchandising and

advertising

plans. certain that everything that is done promotion wise
Make
— guest stars — special exploitation reaches the publicity
departments of the stations, networks and your distributors and dealers in time for them to obtain newspaper space.

01
Set up a public relations conference with network or
station publicity men, your organization's publicity department, agencie's press staff, independent publicity
relations' men of talent, and perhaps package owner

program. '
' Once the program has started to build its audience, travel
it.

18

or spot to reach the

The program and stations or network being selected, hold
conferences with your staff so that the entire organization
knows the broadcast campaign and its objectives.
Hold district meetings with
on the broadcast advertising
preliminary meetings during
in the field are obtained on

1*7

Plan mail-pulls (contests and give-aways) far enough in
advance so that they may be merchandized
of-sale as well as on the air.

at the point-

22
Don't forget to write "thank yous" to the stations that
make promotion reports on your program.

publicity men.*
^Working as a team these men can increase (he audience
of any program. Without organization and cooperative
operation waste through duplication of publicity material
is inevitable.

0*3

Where

Establish a publicity plan for the campaign.

24-

Check newspaper reaction to the program.*
*A special press clipping order is broadcast advertising

Make certain that everyone involved knows the person
in the organization who is responsible for your broadcast

fBroadcdst advertising is a living thing; it requires broadcast-

advertising. '
'That executive must be briefed on not only what the
broadcast is supposed to accomplish but the public
relations aspects of the program.

by-broadcast watching, nursing, cultivating. It's a product
that IS being sold as well as one that is selling for you. Broad
casting has to be worked at and with to return full dividends. The easy way is the non-productive way.

possible
have
ence to the program.

product

packaging

include

refer-

life insurance.*

SPONSOR
38

What time can be bought?

Sponsors can take advantage^ of j choice
station lireaks anil prograini availaliilities
Key time availabilities for chain and pretty well limited to the station? of that
station breaks will not be as tight as usual network. When the edge of one network
this fall, and spot program time on all over another begins to narrow, then more
stations except NBC affiliates will be stations have prime time for sale.
easier to book. On several evenings there
Added to this easing of time availability is the consideration that in a
will be a more even distribution of audiences than at piesent, when each even- number of areas independent stations are
ing's listening is usually dominated by beginning to attract important segments
one or another of the networks. There of the audience. This further increases
will be little change on Tuesday (comedy the good-listening time available for
night) but it is expected by most research national spot advertisers.
Still other factors have been working
men that there will be a struggle fot
toward the same result of more quality
listening dominance on other nights.
As a lesult there will be more "choice" time available for advertisers. Parachain breaks for sale. When one netmount among these is the increased appreciation of marginal time. Prestige
work dominates listening, break announcement preferences naturally are firms like the Metropolitan Life Insurance
JULY

1948

Company are finding that between 7 and 8
a.m. throughout the United States they
can reach as great an audience as at premium hours. With the increase in the
number of prestige firms using marginal
time has come also an increase in the
number of firms using the early morning
to advertise products for which sales are
expected during the same day.
Most, but not all, of this same-daysales-expectancy advertising is placed by
retailers. Recent marketing surveys of a
soap and a cereal company have proved
that advertising placed in the before-9
a.m. period has resulted in same-day sales
results. These two firms made tests with
special offers which were not aired at any
other time and which were not promoted
via any other medium. Cost per-traceable-sale for the soap company (the unit
sale at retail was $.28) was half a cent and
the cost per sale of the breakfast food
(then priced at $.14) was slightly less than
a penny per package.
33

i

spot

Tests of sales impact at t)ther hours of There is still a great deal of power-thinkthe day have not been made recently by
ing (selecting stations solely on the basis
either of these firms but previous direct- of wattage); but because it's frequently
result media tests resulted in costs that impossible to buy them, advertisers are
were at least 100' < higher than the early finding that a combination of peanut
a.m. advertisinjj.
whistle stations frequently is more resultThe research men of both firms, wlio tui than their cost equivalent in powerful
wish the firms and themselves to be transmitters.
nameless, do not suggest that their early
There's still too much "Hooper thinka.m. tests are conclusive but more of their
ing" among timebuyers and spcjnsors.
advertising budgets will be plowed into One station gets the bid over another
the breakfast hours as soon as they have because the period it has for sale has two
been able to ascertain just what moves the more Hooper points than another stalistener to buy, after dialing in the early
tion's availability. Oiverage elements,
a.m. They stress that while they've type of audience, and a host of other nonproved that the early a.m. hours are good Hooperated factors are too often forgotten in the rush to grab the time slot
for selling they don't want to go off halfwith
plus-Hoopers.
As Hooper is the
cocked before they're certain that it
wasn't the offer rather than the time that first to stress, his ratings (except the new
was so attractive. The results prove that U. S. "circulation" Hoopers) are popumerchandise can be sold the same day a
larity ratings not coverage. Educabroadcast is made. The results prove
tional work done by Hooper and his comthat it can be sold at a very low cost per
petitors isgradually opening the eyes of
sponsors
to the fact that they have been
sale. They haven't proved as yet what
makes for the idea! combination of pro- missing great audiences because of the
gram (or advertising appeal) and early tendency to use Hooperatings beyond
a.m. hours. Research men are always their proper scope.
reluctant to make definitive statements
Station representatives feel that if
about an advertising medium — and most sponsors and agencies forget the old ruleother things, for that matter.
of-thumb buying formulas they'll be able
The realization that in-town stations this fall to purchase just what they want
generally have more in-town listening to buy — or a reasonable facsimile thereof.
than transmitters which deliver roughly With hundreds of new stations on the
equal signals from out-of-town points is scene, both network and independent, it's
slowly but surely permeating advertising a different broadcast advertising market
agency and sponsor executive thinking.
* * *
than it was a year ago.

The station break

Tlii.s Fsill 4'V4m*vI»<mIv
Ii»v«^n €*liaiii hiHsik^.
■
•

di»»Ni4loiit iiei\v4»i*k<<siiiil sialioii.siiu*lii«loil
The station break commercial, that
spot between programs, is broadcasting's quickest way to produce sales for
sponsors. Two research reports during
the past year emphasized this fact. First
there was the Petry St. Louis spot impact survey, the second project underwritten by the Ed Petry station representative organization. This was fol-

break commercial does. While the J-M
program is not a chain- or station-break
commercial it achieved its number one
audience position for the identical reason
that breaks have their amazing impact.
The Petry study indicated that it was
not unusual for a station break of 15
seconds to reach over 20*^ of the total
radio audience in an area like St. Louis.
It further indicated that recognition of a
commercial following the second month
of its broadcast could actually attain a

lowed by the first "circulation figures"
released by the Hooper organization on
the Johns-Manville daily newscasts on
CBS. The latter program, a five-minute phenomenal 42.3''7 of the radio audience
news report, had the largest audience of (case of General Mills Pyequick transcribed 15-second singing commercial).
any
program
on between
the air two
because
"it
reached
audiences
different
This particular station break ahso was
adequate proof of the fact that more than
programs five days of the week." Reaching audiences between two programs is, mere billboarding (reminder copy) could
of course, exactly what every station- be effectivelv handled in the 15 seconds
34

permitted
between
programs
by most
networks and stations.
Its reason-why
copy sang out this way:
"A quick and easy wa>' has been devised
For making real home made apple pies.
The way you do it is new.
Half as much to do.
Not just the crust but the filling too,
P-y-e-q-u-i-c-k
Yes,
Pyequick
doesagothe there
trick."was a conWhereas
a year
certed drive by NBC officials to discourage the use of chain-break time for commercials, this is no longer the case. In
the daylight hours even WNBC, NBC
key station, will accept a number of 15second commercials in the form of time
and weather signal sponsorship. The
CBS flagship, WCBS, this fall will accept
station break commercials at any time.
WCBS, however, will not sell particular
availabilities but insists on scheduling
the commercials between periods where
they will not jar the listener. Irritant
commercials are seldom accepted by the
station, which contends that station
breaks as an air-advertising form are not
objectionable. It is the belief of Arthur
Hull Hayes, WCBS manager, that it's
the misuse of break time that is pernicious.
The cigarette companies will be using
more station breaks than ever before.
This is due in part to the belief in them
on the part of the new Lucky Strike
agency (BBD&O) and the increasing
competition for the smoking dollar. A
numbei of new brands, such as Life and
Alligator (introduced this spring), will
bow between September and November
using the station break form for their
radio advertising. It is believed that by
midspring 1949 all the major and a number of the minor tobacco companies will
have new brands. To counteract this new
competition the majors will use break
time to sell Camels, Chesterfields, Lucky
Strikes. Philip Morris, and Old Golds.
Chain break formulas which will be
used with increasing regularity will include guest stars (like Bonnie Baker for
Chiclets), sfwts that tie into national
network programs (like Jack Benny's
Sportsmen Quartet), and contest commercials. The last have not been used
widely by any national spot advertiser
as yet: their idea is to collect upon the
jumping audience trend in audience participation programs.
The station break commercial is already
a vital part of T\'. What has been done
with this advertising form and what is
contemplated for this fall are reported
in detail in the TV section of this Fall
Facts edition.

* * *
SPONSOR

KEEPinG Doiun
the HIGH COST
of scLLina

y<ut fei leudU at lOW

X^OSl

1i°^' ^ <<^^

CKLW
If your product needs more sales and more dealers . . . if you want to look at
a climbing sales chart in the productive Greater Detroit Market, use CKLW.
•!Jr>v * Your sales message will get the power of 5,000 watts day and night . . .
a middle-of-the-dial frequency of 800 kc . . . and a clear channel signal to an
eight million population primary area, -it ^ -k You'll be on a station with
alert, around-the-clock programming keyed to this area's listening habits.
And, since we're constantly against the high cost of selling, you get this
complete coverage at the lowest rate of any major station in the market!
Guardian Bldg., Detroit 26
J. E. Campeau, President

Adam J. Young, Jr., Inc., Nat* I Rep.
H. N. Stovin & Co., Canadian Rep.
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The!minuteI<;ommercial

liiile|M^iiil4^iii sfalioii^ii ot'l'or ready-iuacle
aiiiliiMii'es for OO-MM^oiitl aiiiiouii4*eiuents
On network stations there are very few
one-minute spot announcement availabilities at night. Less than 10% of network
affiliates use spot announcement carriers
stricted generally to women's participation and a few other vehicles. The non- after 6 p.m. During those hours would-be
network stations usually carry one- one-minute-spot users must turn to the
minute announcements between pro- independent stations. This does not
mean that these advertisers have to use
grams, instead of the 1 5-20-second spots
permitted by network affiliates. Besides low-audience broadcasters. The independents carry practically all the night
this, practically every independent station has morning, afternoon, and evening baseball games, and in many localities
programs especially designed to carry one- also fights, basketball, hockey, track,
minute commercials. The music-news- football, and practically all sports events.
and-sports formula which is the basis of While many of these are sponsored there
most successful independent station oper- are often some which aren't and which
ation is adapted to the insertion of one- provide fine audiences for commercials.
minute (or even longer) spot announce- There are usually minute spot availabilities before and after sportscasts. It
' ments. Since this type of programing
acquires its audience because of block doesn't matter whether or not the independent station carrying sports is highly
scheduling rather than because of specific
rated
by
Broadcast Measurement Bureau
audience-gathering vehicles, minute commercials can be placed in spots with or Hooper. Every sporting event worthy
of being aired has an audience available
known audiences. ^' ; f ,
Minute commercials are not necessarily
to be sold an advertiser's product.
the product of verbose copywriting.
Some programs carrying one-minute
Naturally some 100-150-word air-ads commercials require that the announcer or
could be cut down to the 30-40 which are mc be permitted to handle the sales talk
used in station break periods but accord- in his own way, but most stations con*
ing to a recent agency survey of 200 com- tinue to accept recorded spots. Some stamercials these represent less than 30^^ of tions refuse spots that irritate but even
the copy being aired. Real reason-why these are comparatively few. Irritant
copy seldom can be cramped into fewer stunt-spots are not in the ascendancy in
than 100 words. This is true especially of
advertisers' fall plans. A check of recordproducts which require disclaimers by
ing studios and other production sources
order of the Federal Trade Commission or
indicates that although there'll be a conthe Food and Drugs Act. If required
siderable number of novelty commercials
aired,
the
novelty will be of the BBD&O
verbiage alone consumes 20-30 words it's
practically impossible to do sell-copy in Chiquita Banaiia variety rather than
plug-uglies.
, ,,
less than a minute over-all.
With the tremendous expansion of independent stations, the one-minute commercial announcement is no longer re-

rocks 'em
WMT
to their
foundations
in
Stone City (iowa)
It's just a wide place in the road
. . . and if you miss the 6:10
you're stuck until tomorrow . . .
but pile a lot of little Stone Cities
together and you get a rockribbed market worth talking to.*
Out on the rolling prairies where
ground conductivity is just what
the boys pray for back East,
WMT does a terrific job of covering thousands of these small
communities.
The way to wear away the sales
resistance of Stone City, et al, is
clear: use WMT — Eastern Iowa's
only CBS outlet. Ask the Katz
man for details.
• J 059 towns and cities dot the WMT
(BMB) map. I,lil,782 people lire within
W'MT's 2.5 MV line.

1

WMT
CEDAR

RAPIDS

5000 Wotts
600 K C
BASIC
COLUMBIA

Doy & Night
NETWORK

The program picture

l^^iy €lii€»kliiig* of national spot ii«»\v is
iM^^iiiiiiii;:' to provo il<< ailvortiNm^' worth
For the long pull, spot programs do a
better Job than station breaks or oneminute spot announcements. It is regrettable that more advertisers haven't
been sold on the value of spot programing. The identification of a program with
a sponsor and his product is something
over and above the direct selling impact
of broadcast advertising. Fibber McGee
and Molly means Johnson Wax to millions, Lwn ■»' Abner means Miles Labora-

tories, and Bob Hope means Pepsodent.
There are comparatively few spot programs which carry this impact for national advertisers. But this is because
spot advertising is generally conceived of
as being of the immediate-impact, shortpull, drag-'em-in variety.
Hundreds of advertisers are careflilly
watching the Stanback experiment with
the Peter Donald Show which is now in its
third thirteen-week phase.

Thus far its
SPONSOR
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r WE

APOLOGIZE^

(Publicly For The First Time!)
WE SOLD THE KMBC-KFRM TEAM SHORT

by 35%
NEBRASKA

Arapahoe

COLORADO

The KMBC-KFRM
millivolt contours.

KansasCity's
trade researchist.
area as determined byDr.primary
W.D.Bryant,

Area gained.

KFRM's estimated .5 millivolt contours.

THE KMBC-KFRM

Team's proved .5

TEAM

SERVES 3,659,828 PEOPLE

Our recent third consecutive award for outstanding promotion from The City College of
New York and the 1947 Billboard award prove
that it is not our policy to "hide our light under
a bushel." Nevertheless, our KFRM promotion
has been all too modest. According to field
measurements just completed, our engineers underestimated KFRM coverage by one-third of its
actual area. Yes, that's right. KFRM's proved 0.5
mv/m contour shows a 35% greater coverage area
than we have advertised.
And that area boosts the potential audience of

The KMBC-KFRM Team to a total of 3,659,828
people!
(Evenit this
new figure
tive because
is conceded
thatis inultra
ruralconservaareas a
signal of 0.25 mv/m provides good reception.) A
study of the map shows how KMBC and KFRM,
its daytime associate on the 550 dial position and
with an effective radiated power of 12,500 watts,
completely cover the enormous Kansas City trade
area. That coverage marks The KMBC-KFRM
Team as the only ecomomical buy for advertisers
who want to reach their huge, rich market in
the Heart of America.

J

Free & Peters, Inc.
Notional Representotives

^

KFRM

Programmed

by KMBC

from Kansas City

JULY 1948
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spot

7 KEYS TO
RHODE ISLAND
TIME BUYING
1

PROVIDENCE
— Capital
City of Rhode Island — is
New
England's
SECOND
LARGEST
MARKET.

I

Providence Metropolitan
Area retail sales during
1947 reached an all-time
high of $672,000,000
$935 per capita.

3.

—

Besides primary coverage of
the Providence Metropolitan Area, WPRO blankets
Fall River and New Bedford, Massachusetts, (New
England's 8th and 10th
largest cities) with a tivo
millivolt signal.
BMB shows that WPRO is
listened to (both day and
night) by more families
than any other Rhode
Island station.

5.

WPRO
has the largest
Share of Audience in
Hooper -measured Providence \r\Jour out of five
time periods. (Oct., 1947
thru Feb., 1948)

6.

WPRO

offers:

7,

also are
WPRO
programs
broadcast over
WPRO. to
FM
from
1 2 noon
11:30 p.m. daily.

POWER— 5000 WATTS
FREOUENCy-630KC.
AFFILIATION — BASIC
CBS

WPRO
WPRO-FM
(92.3

Megacycles)

PROVIDENCE
Repreiented by

I

PAUL H. RAYMER CO.
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Because competition generally will be
sales impact has increased Stanback sales
against the market trends for pharma- stiffer this fall there'll be more and better
ceuticals which throughout 1948 have programing on a local level than ever
been downward. In some markets the before. The start of the survival of the
Peter Donald Show has reversed sales fittest in broadcasting will be noted betrends for Stanback and thus far in no
tween September and December of this
market has the program produced less year. In a town like Washington, D. C,
tlian the spot Stanback campaigns.
which has some 22 stations serving it and
But Stanback is the exception in the this fall will have four TV outlets in operation, some broadcasters will have to fall
national spot advertising field. There is
very little long-term thinking with respect by the wayside. The aggressive station
to spot programing. An indication of this manager will be watching his programing
is the fact that there are very, very few structure with great care. That means
transcribed programs available for a long- more and better service to the listener.
term advertiser. Only Harry Goodman,
It also means better spot programs available for advertisers.
Lou Cowan, Frederic Ziv, World BroadA number of the automotive firms are
casting, NBC-Recording, Charles Michelson, Kasper-Gordon, and a very few committed to spotting programs this fall.
other producers have more than 26 weeks One will have its own series on record,
of any series available. (Full details of while another is at the present time buythe current temperature of the transcriping top local programs. The latter will be
tion field reported elsewhere in this issue.) using video on a program basis in markets
There are comparatively few stations where stations are on the air — and radio
that have established audience programs
where there's no TV. There are more deavailable which have been on the air for
tails on this in the TV section of this
any length of time. The fault in this case Fall Facts edition.
is not with the stations, producers, or
More commercial time per dollar can be
had
in national spot programing than in
advertising agencies. It's fundamentally
with the advertisers who, despite the either station breaks or one-minute anmillions they have spent in, and made
nouncements. But it takes more broadcast advertising know-how to use profrom, spot advertising, don't look upon
localized radio advertising as a medium
grams effectively than it does to sell via
to be employed on a continuing basis.
* * *
announcements.

Growth of the regionals

Fh^xihilily siii«l arca-wiili^ |»roilii4*iiveiie;<s
availaklo via iiiiiiK^roiis sec'liiiiial 4*liain$$
This fall will be a regional network season. Not only will there be more networks than ever before in operation regionally as September 1948 approaches,
but also there is a growing demand for
"flexible" advertising media.
Regional networks are spot broadcasting on a broad area base. Where the
chains are adequately staffed and composed of stations which are close to the
heart of the countr\' they cover, they perform a service which no other form of
broadcasting, or advertising for that
matter, can offer.
At a minimum they permit intensive
sectional broadcast advertising to selected
parts of the United States with a single
billing and a single program. At the
ultimate they arc a selling force which
works tightly with regional distributors or
jobbers in obtaining distribution, pointof-sale display, and consumer acceptance.
Most regional networks deliver part of
the ultimate in service.
Because verv

few of them have big promotion staffs
(they depend for the most part on the
staffs of the individual stations which are
linked to form the web) the story of what
they are doing for advertisers is difficult
to discover and has never been told, although there are some exceptions. The
Yankee Network and the Don Lee chain
have consistently
they blanket their
England and Don
Yankee, from

told their tales of how
areas— Yankee in New
Lee on the West Coast.
its founding by John

Shepard, III, through its purchase by
William O'Neil (General Tire & Rubber),
has been an aggressive spokesman for the
New England area it serves. The area is
also served by a combination of NBC
stations under the name New England
Network, with WTIC. Hartford, Q)nn.,
acting as key station for the chain.
Don Lee calls itself "the nation's greatest regional network," and is spending
millions on its new Mutual-Don Lee hcad{Please turn to page 42)
SPONSOR

The

"Quality"

NetworRT

threading

years of continuous proaramming

through^i'xteen

for the people of the Southwest,

offers to its hundreds of thousoJ^'o^s of regular listeners top quality
stations in the Southwest's /op/quality

markets. The prestige

of these old establisheicriecKigrs^_j;ea^c:b+ng__Zfi2£^--©U
radio

homes

in Texas,

moTTes

TQN

.

synonympvjs

with QUALITY.

TEXAS
WOAI
(San

JULY

1948

Antonio)

QUALITY
KPRC
(Houiton)

WFAA
(Dallas-Ft.

Worth)

KRIS
(Corpus

Chriiti)

NETWORK
KVAL

^ ^

(Browniville)
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Central New

England

Listei

rounding cities and fo%vnS/ e:
hours, sign-on to sign-off, S

WTAG

m others)
Above data from just-released
Benson & Benson Diary Study.
Your nearest Raymer man will
gladly show you the complete
study. It's amazing !

OOtn/iwnS • BASIC CBS

a MAf^y-ST/ITm M^RfCET/
^rs, in Worcester ancf fifty-four sur-

»ress their preference by quarter-

iday through Saturday as follows:
«1%
01 QUARTEK

HOUKS

ATORCESTER • REPRESENTED BY RAYMER
Affiliated

With

the

Worcester

T e Ie g r a m - G a z e 11 e

quarteis to prove it. With 44 stations, it
delivers what it calls "the outside" as
well as "the inside" markets, the big
l>)pu!ation areas. Because of the time
differential across the nation all four
transcontinental chains have West Coast
links which operate practically autonomously and for the most part effectively.
They all energetically promote and prof^ram for their listeners.
Besides the four great regional chains
there are other networks, for example the
Fk'eiine (McClatchy) and the Caiifomia
Rural Network, which reach individual
sections of the great Pacific area.
Texas, like the Pacific Coast, is a large
section of the U. S. with its own living
habits and mores. It's an expansive
1 state with population concentration in a
I few big cities. It naturally therefore has
a number of tight regional networks
which link important individual centers —
the Lone Star, Texas State, and Texas
Quality networks and the Texas Broadcasting System. Newest of the regional
chains is the last-named, which links three
important individual markets, Dallas-Ft.
Worth, Houston, and San Antonio.
Throughout the nation, wherever there
are population areas which have a common bond in thinking or customs somewhat apart from the nation as a whole,
there are, or there are plans for, regional
linkings of stations. They're like Ed
Craney's network. Even in a regional
grouping such as that brought together
by Craney there are various differences of
living conditions. To better serve their
areas the Craney Pacific Northwest
Broadcasters is split into individual segments which although they can be purchased as one group (not linked by land
lines) are frequently programed as little
networks of their own. Back of the PNB

SWEET MUSIC FILLS THE AIR

P lom early morn till late at night . . .

sweet music fills the air for over half a million loyal W'QXR

and WQXR-FM

families . . . families that keep tnned to their fa\orite station so constantly,
MO other station can reach them so compellingly. Here is a pre-selected
audience . . . above-a\erage in income . . . discriminating in taste . . .
responsive to advertising that accompanies the music it loves. That's why
more and more advertisers are finding these families their most valuable
and profitable customers. For greater sales . . . more easily made ... in the
worlds greatest market . . . use WQXR

and

\\\)XH-F.\1 . . . the stations distinguished for good
music and th*- news bulletins of
The .New York Tunes.
42

WQXR

. . . and WQXR-FM
Radio Stations of The Seu York Times

group's thinking is a vital consideration —
a reduction of paper work for the advertiser and agency. They can be billed as a
unit and they have a joint promotional
approach. It's PNB thinking that a
product can be promoted like a program.
As regional networks grow in power,
identity, and effectiveness, they will speak
for markets rather than cities and will
give the advertiser the flexibility that so
many seem to be demanding at present.
They will serve as testing grounds for new
products and new campaigns, for talent
and programs. As more money is sp^ent
with them, they'll expand in program
production and promotion and more will
be linked with pemiancnt lines.
The firm establishment of the regional
networks throughout the U. S. A. is the
next great step in the development of
broadcast advertising.

♦ ♦ *

SPONSOR

the ears of Texas . . .
At political conventions and football rallies^ it's the "Eyes of Texas" youll hear ahout. But if you want
real radio coverage of the multi-billion dollar combination of Texas markets — it's the ears of Texas
that really interest you.
You can l>est reach those Texas ears with the Texas State Network. Here's the TSN lineup
for the most complete coverage of the Lone Star State that a reasonable amount of your money can buy :

19 Stations. .. in 18 Markets
KFJZ

Fort Worth

KBST

WRR

Dallas

KRRV

Sherman

KPLT

Paris

KGKL
KCRS
KB WD

KCMC

Texarkana

KFRO
KGVL

Longview
Greenville

KMHT

Marshall

KMAC
KABC

( San Antonio

KRBC

Abilene

KTHT

Houston

WACO
KTEM
KNOW

Big Springs
San Angelo
Midland
Brownwood
Waco
Temple
Austin

...Each city is served under contract by a regular affiliate.
. . .Each station is served 2 t hours a day by TSN's full-time lines.
For more information on how to guarantee yourself the kind of a hearing in Texas that your Texas
business needs — write us direct or get in touch with Weed and Company, our national representatives.

TEXAS

STATE NETWORK
Represented Nationally by

Weed

and Company

JULY 1948
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41 f fill' IIiiit4^il States
TiicIikIimI licrcin arc '.) 1 fiioiips of stations which
opcralf as lu'tworks covering specific sections
of the nation. They are finked by land fines,
iiiicroNvaNc relax s. or by transcriptions. The
complete map of this "flexible" side of radio
has never l)een presented l)efore and is largely
unknown by advertisers.
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MM^
... A RICH MARKET!
Per capita sales are now in excess of $830.00
against a national average of $685. OO. In 19^7

\

\\

more than $1,000,000,000

were spent for

goods and services. The 1948 totals are now
20"n ahead of last year. Arizona's largest network, the seven line-connected NBC

stations

of the Arizona Broadcasting System, is your
surest approach to this buying power.

L W\VUH
m

I 1000 Watts- 1290 KC

TUCSON

M

HYU

250 Watts- IZ^OKC

A

VUM

SON

TUC
f

I
^•ul H. Rajrmvr Company
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NEW

YORK

"•

^^>
•

CHICAGO

ftOSTON

•

ATLANTA

•

OETROlT

SAN FRANCISCO

•

lOS ANGCIES

SPONSOR

the ban. Others decided at that time that

They're buying transcriptions

liut ro€|iiest ease histories l»efore buying
There is very little that's really new
available in the transcription field. The
trend is towards proved vehicles. Even
NBC'Radio Recording is buying rights to
serials like Aunt Mary, which have years
of successful selling behind them. The
Broadcasters' Guild has employed the
C. E. Hooper organization to keep a
constant check on towns throughout the
U. S. A. to uncover programs that deliver
bonus audiences. In the field of music,
the transcription companies went all out
right before the Petrillo ban against recorded music, investing hundreds of
thousands of dollars to build up a backlog
of musical recordings.
Where a new tune has unexpectedly
become a hit, the transcription firms are
recording the number with vocalists a
cappella (sans instrumental accompani'
ment) and adding them to their backlogs.
The ban has prevented achievement of a
nationwide reputation by any new name
bands. Consumer disks and transcrip'
tions are prerequisites to widespread
recognition.
Total volume of e.t. programs on the
air surpasses a year ago by about 40%.
Increases reported by Cowan, Goodman,
and Ziv range from 75 to 90% and the
old-line organizations like NBC-Radio
Recording and World report a 10 to 25%
upswing.
The sales increases are not restricted to
any one type of transcription. For instance Dolcin is starting Goodman's
Gospel Singer this fall on the Don Lee
network, while a number of banks, insurance companies, and public utilities have
contracted for prestige items like Favorite
Story, Playhouse of Favorites, and World's
Greatest Novels.
Advertising agencies, which in the past
haven't been enthusiastic about transcriptions, are now checking busily on availabilities. They explain that tight budgets, individual markets and lines which
are falling behind national buying trends,
as well as the new high standard of recordings, make syndicated e.t.'s important in their plans.
Sponsors who in the past have restricted their radio efforts to network programs or spot announcements are using
syndicated e.t.'s in special markets. Lever
Brothers (Lifebuoy and Rinso), Nestle
(Nescafe), Grove Laboratories (4-Way
Cold Tablets), Plough (St. Joseph
Aspirin), and Procter & Gamble (Camay)

are among the big users of national spot
advertising who are buying library transcriptions rather than record their own
special shows.
This does not mean that custom-built
transcriptions of spot announcements
have fallen behind last season. Many
firms, such as General Foods, recorded a
two-year supply of musical jingles before

they'd use trick stuff — musical instrument impersonators, harmonicas, choirs,
and sound effects — for their commercial
spots. For bridges on custom-built transcribed variety and dramatic programs,
advertisers are using short recorded mood
selections, sound effects, and telescoped
action. The last requires better writing
but eliminates breaks between scenes.
The use of transcriptions for network
delayed broadcasts (d.b.'s), which Petrillo
originally prohibited along with all other
recording, was okayed
later last fall.
(Please turn to page 57)

Don't say "Hello,"
j^

M\ "Hani!

-tiie ^^ gimmick''

tliat's got Cleveland

YES, that's the "Gimmick"

erazy

that's got Cleveland crazy —

that got "Dinner-Winner" its current 18.6 Hooper on
WHK — and that will get Y-O-U a fast five-across sale.
" Dinner- Winner" is a "live," local, ONE-MAN show you
can offer at a PRICE a Local Advertiser can afford to pay —
as little as $10 a week in some markets. Look over the
Sales Plans we send you, follow the one that fits your mar^
ket, and you'll have "Dinner- Winner"
station in record time.
Fast

action

means

phone J or FREE

a Jast sale.

Aircheck

sponsored on your
Write, wire, or

and sure-fire Sales Plans

LOCAL Radio. Salzi., 64 E. Lake St., Chicago

DID YOU

READ

"Telephonitis"

in the June issue of Sponsor? Don't miss
it. See for yourself how "Dinner' Winner''
can become the most sensational, One^Man,
LOCAL show on your station.

"DINNER -WINNER"
NOW 18.6

JULY 1948
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spot

5i

FROM

WITH

A

GREAT

GALAXY

OF

STARS

From the opening curtain to the final spotlight, ITS SHOWTIME FROM HOLLYWOOD sparkles with musical thrills. Starring Freddy Martin . . . whom The Saturday

Helped Kill Swing" ... and a terrific cast of
outstanding performers. A colorful, quarterhour musical-variety show ... set to quickpaced tempo . . . that means pulling power

Evening

and prestige for sponsors and stations.

Post

features

as "The Man

Who

The quarter-hour musical-variety show is today's proved high-Hooper technique. Look
at these ratings:* Chesterfield's "Supper Club"
(8.3) - Oxydol's Jack Smith (9.8) — Campbell Soup's "Club 15" (9.1). Let us show
you why IT'S SHOWTIME FROM HOLLYWOOD is radio's greatest buy!
•C.

ONCE

AG
THE

E.

HOOPER,

April

1-7,

NOW
OffERED
FOR LOCAL
AND
REGIONAL
SPONSORSHIP

1948

A i N — < ' TR A N S C R i BE D
GREATEST
IN
RADIO

BY

ZIV'
SHOWS

Sviidii*ai4Ml TraiiM*ri|»iioii AvailahiliiioN
Firat 2^ pruRrams

recriVMl too Utr for alphaljoticul li»ting.
NAME

TYPE

ADVENTUREt

IN XMAt

AOVENTUREi

OF

ENY

ARNOLD

TREE

BUDDY

CROVE

BEAR

MOW

■ARNYARO JAMBOREE
■REAKFAST
MCK

IN THE BLUE

RIDSE

JOSEPH

COTTON

DANCER.
aiFF

UtTING

Juvenile
Family

Miuical
Variety

Family

Musical

SHOW

Musical

TIME

Drama

Family

5-min, 5/wk

Family

30-min, l/wk

Family

30-min, l/wk

Family

15-min, 5/wk

Family

15-min, 5/wk

Family
Family
Family

DREAMS

Musical
Family

MUSIC BY MUIR
FUNK

Musical

PARKER

PUNTATION

Musical
Variety

SHOW

HOUSE

Family
Family

Drama

TO GOLD

UNTA-S

MAGIC CHRISTMAS

MICHAEL

TREE

SHAYNE

Drama
Drama

SONS OF THE PIONEERS

Musical

nRANGE

Drama

ADVENTURE

STRANGE

Juvenile
Family
Family

Family
Drama
Fantasy

WORLD

ADVENTURES

OF PINOCGHIO
Comedy

ADVENTURES

OF SIR KINMORE

ADVENTURES

OF SONNY AND BUDDY

OF COURAGEOUS

ALL STAR WESTERN
AMERICAS
AND

GUDLY

KINIK

WOMEN

Drama
Variety

MUSIC

Musical

Comedy

BABY

Drama

DAYS

Talk
Variety

ART BAKER'S

NOTEBOOK

BARBERSHOP

HARMONIES

AND

BIRTHDAY
BUIR

Women
Family

Drama

Juvenile
Family

BUCKIE

$7.50 up on request

5-min, 2-5/wk

THE BOWMAN S
JEFF BRYANT
SMILEY

SHOW

$1.80-$33.75

BURNETT

SHOW

30-min, 1-2/wk

15-min, l/wk
30-min, l/wk

On request
r.50->/i 30-min A
On request
$3. 60- $67. 50
$1.80- $33. 75

CALLING

ALL DETECTIVES

CALLING

ALL GIRLS

Drama
Variety

CAPT. STUBBY AND THE BUCCANEEBS

Musical

CASA CUGAT

Musical

THE CATHEDRAL

Drama

HOUB

CAVALUDE

OF NISTOBY

CHRISTMAS

SPOT COMMERCIALS

Drama

REAR

Drama

CMIC

IT

Aud partic

COWAN'S

MOVIEIAND

NEWS A GOSSIP

> T' • n

50

or

MOILYWOOO

Broadcaster's
GuiU
Monogram
Monogram

The crucial events in famous lives
Teleways-TSI

Mystery whodunit with George Raft

Teleways-TSI

Wayne Muir's piano stylings

Broadcaster's Guild

Frank Parker's songs, Bea Wain, others

Teleways-TSI
Monogram

$5 up on request
$3.60-$67.50

The Duke of Paducah, songs, frolics

30% "4 hr class A
On request

Marvin Miller tells of lost treasures

Broadcaster's Guild
Kasper-Gordon

Adventures in Santa's domain

$7.50-1/2 30-min A
$1.50 up on request
Based on mkt
$12.50-$20
$10 up on request
Based on mkt
$12-$350

Private-eye whodunit.

Based on books

' Broadcaster's Guild
Teleways-TSI

Western songs, ballads, old favorites

Teleways-TSI

Pat McGeehan in capsule thrillers

Telewa.N-s— TSI

Unusual bequest;, stars Warren William
Odd stories, strante customs, places
From the famous book

| Teleways— TSI
| Edward
Sloman Prod
Witte Radio Prodos

Artist works as big city reporter

Walter Biddick

Singing brothers, 13 and 15, with a traveling show
Careers of great women of the past

15-min, 5/wk
15-min, 1-2/wk
15-30-min, 5/wk
15-min, 3/wk
15-min, 5/wk

$11.50-$S2.SO

Ham- S. Goodman

Stories of the modern West, cowboy ballads
Semi-classical, popular musical show

Radio Providence Prodns

Lively stories of a modern American school
Family situation comedy

Hollywood Broadcasters
Finley Transcriptions

$n.50-$220
$5-$50
$4-$40
$3-$6-$75-$I50
$4-$40
$3.50-$20
$(>-$125

Typical American family, situation comedy

15-min, 3/wk

$2-$15
OR
$2.90-$22
$2.50-$lS
$10 up on request

Based on mkt

Family

15-min, I-3-5/wk

$«.65-$166.65

NBC Radio Recording

A modem small-town woman crusading against bigotrj'
Dr. D. S. DeLoya discusses child care.

Mdsg tie-ins

Harrj- S. Goodman

Homey philosopher comments on human-interest items

Cardinal
Robert P. Mendelson

The old songs, sung by a barbershop quartette
Human-interest serial drama

NBC Radio Recording
HarPi' S. Goodman

Tuneful birthday greetings for everj- day of the .year

30-min, I/wk

5-min, 3-5/wk

Radio Providence Prodns

Richard A. Strout Prodns
$10-$70
Based on mkt

IS-min, l/wk

Adventures of Sergeant Blair.

Walter Biddick

Wild West stuff

Mj-stcrj-adventure whodunit; stars Dick KoUmar
Lynne and LAtry (husband-wife) sing familiar songs

Frederic W. Ziv
Finley Transcriptions
Gordon M. Day

Delightful outdoor yams told by Jeff Br>ant
Western and hillbilly disk jockey show
Mysterj-advcnture; listener phone quii. Tested WGN

Universal Recording
Feature Prodns

Feminine chatter, fashions

Frederic W. Ziv

Craiy antics and novelty tunes

Finley Transcriptions

15-min, 3/wk

Based on mkt

Sparkling show with Xavier Cugal and his orchestra

World Bdcstg System

15-min, l/wk

$6.90-$71.50

John Metcalf sings hymns with organ music

Finley Transcriptions

15-min, 1-3/wk

$7.60-$50
OR

Dramatisation of important historical events

Transcribed Radio Shows

Open-end Christmas spots

Guild Radio Features

Famous children's fantasy

Hollywood Recorded Features

Radio's original food quit

NBC Radio Recording

Family
Family
1-min, unlim
15-min, I-3-4/wk

Women

15-min, 3/wk

Women

15-min, l/wk

Family
OARCDEVILS

Minstrel-man Edwards' famous songs
Carnival of southern songs

Soothing songs, mumc, poetr>'

Teen-age
Family

Juvenile

Teleways-TSI

On request

Based on mkt

Family

Broadcaster's Guild

Psychological mysteries

$5 up on request

15-min, S/wk

Musical

THE CINNAMON
AND an

Family

Cotten stars in new radio plays

30-min, l/wk

5-15-min, 5-6/wk

Musical

Monogram

Little-known tales of persocalities

15-min, 2/wk

15-min 1-3-5/wk
Family
Adult

Teleways-TSI
Mooogram

Songs and frolics

$3.60-$67.50

Family
Musical
Variety

Hillbilly songs by Eddy Arnold
Rural-appeal show.

Lulu Belle and Scottv, folk songs

$1.50 upon request

1-min, unlim

Drama

$3.60-107.50

5-min, 2-5/wk
30-min, l/wk

Musical

Musical

SPOn

OF THE MOUNTIES

BOSTON

Adult
Women
Family

Drama

BOB

Women

Kasper-Gordoo
Monogram

$5 up on request

FAMILY

MARY

BETTY

Family
Family

Kasper-Gordon

Continued stories for kiddie strip

15-min, 2-5/wk

15-30-min, 1-2/wk
Family

Kanla, Jr. aud stor>'-tx>ok (neods

On request

30% 30-min class A

15-min, 7/wk
Women
Family

On request

30-min, l/wk

15-min, 5/wk

Drama

TEACH

15-min, 2-5/wk

Family

Comedy

AUNT

15-min, 5/wk

Juvenile

FAMILY

ANDERSON

15-min, 2-5/wk

15-min, 5/wk
Juvenile
Family

Variety

THEATRE

FAVORITE

ANDERSON

15-min, 5/wk

Family
Family

PRODUCERS' EXPUNATION

$7.50-'/4 30-min A
15-min, 2-5/wk

15-min, 2-5/wk

Drama

WILLS

THIS AMA2ING

ALBUM

30-min, l/wk

PARTY
Family

ROAD

5-min, 5/wk

Drama

MR. ACE
MOON

15-min, 5/wk
30-min, l/wk

PRODUCER

PRICE PER EPISODE

15-min, 2-5/wk

15-min, 5/wk

Miuiral

IMPRESSIONS

TIME
IS-min, 2-5/wk

Family

Drama

DR. OANFIELO

HOSPITALITY

Juvenile

Drama

Drama

A CO

EDWARDS

DrunA

Narrative

BRICKHOUSE

APTEAL

$3-$S0
$3.50-$50

15-min. 2/wk

$10- $50
$2 $15

Gossip and stories from the film capital
ThriUing stories of movie stunt men

Federal Artists
Walter Biddick

SPONSOR

gy.n:<;c<^<iecv^'tgoaoLXCv:ca.^.^e^g

Check your cow-pony at the hitching post
^

.^c^

and get the low-down on sonrie ot the ratings we've lassoed.

WMBD Peoria, 111. 15.1
WSBT South Bend, Ind. 13.9
WHO Des Moines, la. 14.1

19 EAST

53rd

WKBZ Muskegon, Mich. 14.3
KMBC Kansas City, Mo. 13.5
WOW Omaha, Nebr. 16.6

--/rvi/z/z^ S . U<Krc/rrvay/z.

STREET

RADIO

PRODUCTIONS

NEW

YORK. N. Y.

NAME
THE

TYPE

Drama

OEERSUYER
TMILI

Drama

aUiy OF FATE

Drama

OEITINY

OOCTOR't
TOMMY

OORSEY

BIAMA

Drama

ORDERS
SHOW

TIME

Juvenile
Juvenile
Family
Family
Family

OF MEDICINE

Comedy

DISK MCKEY

EMERSON'S

EXCLUSIVE

HYMN

SHOW

TIME

STORY

Musical
Religious
Drama

Adult
Family

FAIRYTALES

Drama

FAMILY

DOCTOR

Drama

FAMOUS

ROMANCES

Drama

FARMING

Family

FAVORITE

Drama

STORY

Adult
Women

Family
FEDL SAVINGS & LOAN

JINGLES

FIREFIGHTERS
FIRESIDE

Drama

TALES

FIVE MINUTE

MYSTERIES

FLIGHT

MUSIC

WITH

Drama
Musical

FOOTPRINTS

ON THE SANDS OF TIME
DIARY

FYI— FOR YOUR

Family

DAUGHTERl

Drama

Family

Family
Women
Family

EDDIE GALLAGHER'S

SPORTS GALLERY

EDDIE GALUGHERS

STARWHEEL

STORE
MOST OUT OF LIFE TODAY

CORPS

THE GREATEST
GREEN

OF THESE

JOKER

LINES

THE HUMBUG

HAPPY

VALLEY

HOUR

Sports
Musical
Comedy
' Inspirational
Drama
Drama

FANTASIES

CAHIHG

HOLLYWOOD

SOUNB

HOLLYWOOD

SPOTLIGHT

HOLLYWOOD

THEATRE

IN HIS

OF STARS

Drama
Variety
Drama
Drama

HOME

SONCS

15-min, 1-3-5/wk
30-min, 1/wk

Family

15-min, 1-3-5/wk
15-min, 2/wk

25% M hr class A
$3-$50

Musical
Drama

NBC Radio Recording
Finley Transcriptions

How fate intervenes

Dramatized health situation stories, live interviews

Radio Providence Prodns

Transcribed disk-jockey program; Tommy

Louis G. Cowan

Dorsey

Heroic achievements and great discoveries

Grace Gibson Radio Prodns

Jane and Goodman Ace.

Frederic W. Ziv

Longstanding hit

The Duke spins the platters; guest stars
Featuring Joe Emerson, star of Hymns of All Churches

Morton Radio Prodns

Each story complete; newspaper drama
Unusual facts, strange stories, in narrative

Finley Transcriptions
Gordon M. Day

Attested stories of psychic phenomena

Charlie Bascb

Dramatizations of famous fairjtales

C. P. MacGregor

Intimate glimpses into human behavior
Great love stories in history

H 5-min class-A
$12-$1000
$6.90-$71.50

OR

Family

$16-$350
Based on mkt
$1.40-$20
$11.50-$220
Based on mkt
Based OR
on mkt

Family

Men

Family

15-min, 1-3-5/wk

15-min, 2-3/wk
15-min, 1-3-5/wk
15-min, 2/wk
30-min, 1/wk
15-min, 1-3-5/wk
5-min, 7/wk
15-min, 1-3-5/wk
1-min, unlim
15-min, 1-3-5/wk
30-min, 1/wk

Family
Family

15-min, 1-3-5/wk
30-min, 1/wk

Women
Family
Family

5-min, 1-3-5/wk
15-min, 1-7/wk
30-min, 1/wk

Adult
Women
Family

Hollywood Recorded Featurec
Howard House Radio Prodns

Ronald Colman mc's; name guests; famous dramas

Frederic W. Ziv

Crime doesn't pay slant

Finley Transcriptions

Open-end spots; FS4L firms only

Charles SUrk

True adventures of a big city's fire dept

William F. Holland

Stories of adventure presented by Frank Graham

World Bdcslg System

Complete mysteries in 5-min packages
Marion Hutton with guest stars

$5-$50
$3-$50
$1.40-$H
$3-$50
On request
On request
On request
$1.20-$16
$3-$50

Little biographies of outstanding people

World Bdcstg System
Frederic W. Ziv

Small-town family

Soap opera, 10-year favorite
Daring exploits of American pioneers
Comedy for breakfast audiences; Howard 4 Shelton
John Murray, CUf Arquette, King's Men
Human interest sports stories
Disk jockey session on wax
Rural comedy

$3-$S0
$3-$50

Down-to-earth inspirational talks
Oriental mystery

15-min, 1-3-5/wk
S-min, 5/wk
30-min, 1/wk

$6 up on request
$7-$ 100
$3-$50
Based on mkt
$3-$50
$5-$I00
$3-$50
85% class-A >/4-hr
$3-$50
i>0% class-A Vi-hr
On request

$2 up on request
Baaed on mkt

Ford Bond Radio Prodns
Hollywood Recorded Features
Thomas H. Ahrens
Thomas H. Ahrens

NBC Radio Recording
Hollywood Recorded Featmre
All-Canada Program Div

The master detective's calling card

Holb-wood Recorded Features
Walter Biddick

Romance

Brain teasers and answers

Adventures of a hybrid and his animal pals
Real hillbillies sing favorite ballads
Hawaiian music and singing
Original psjchological mysteries, thrillers
Native music and legends

Hollywood Recorded Features
Hollywood Recorded|Features
NBC Radio Recording
Hollywood Recorded Features
Walter Biddick
NBC Radio Recording
Hollywood Recorded[Feature«

Surprise twists in real life

Radio Proridence Prodns

Nadine Connor, Kenny Baker, quartette

Holl\-wood Recorded Features

Household hints in jingle form
Bud Jamison, hilarious Hollywood comedy

Harrj- S. Goodman

Love, romance, adventure

Hollywood Recorded Features
C. P. MacGregor

Bob Bums, Martha Raye, Phil Harris
Dramas

HoUj-wood RecordedTeatures
C. P. MacGregor

Family situation comedies

$4-$94.50
$I2.S0-$275
$3-$50

Holl>-wood Recorded Features

A young attorney's crusade against evil

Court trial with audience the jury
$4. 90- $70
$3-$50

Ed Hart it Assocs
Harry S. Goodman

Holl\-wood Recorded Features

On request
$3-$50
$2-$15

NBC Radio Recording
Finley Transcriptions

Soap opera.

Radio adaptation of a news feature page

15-min, 1-3-5/wk
Juvenile
Family

Hollywood Recorded Features

Latest scientific developments in agriculture

Railroad storj- thriller.

Drama

DREAMS

STEP!

OR
yi class A-timc

Family

Women
Family

Drama

LOVr

Family

Musical
Variety
OFFICE
STAGE

6-min, 1-3-5/wk
5-min, 3/wk

Family
Adult

Adult

■DVIE IH THE COUNTRY
OF

Family

Musical

Musical

IMMORTAL

58

Aud partic
Drama

HOMETOWNERS

HOUSE

60-min, 5/wk

Family

Drama

HARRY

SWEET

Family

Family
Adult

HOLLYWOOD

HOME

15-min, 1-3-5/wk
5-min, 1/wk

Musical

SONGS

HELPFUL

$3.25-$90
$6.90-$71.50

15-min, 3/wk

Family

Musical
Drama

HE HAD HIS HERVE
HEART

15-roin, 5/wk

Family

Musical

FOLKS

ISLE

HAWAIIAN

15-min, 1-3/wk
5-min, 5/wk

Variety

Aud partic

HAPPY

HAUNTING

5-min, 1-2/wk
5-min, 3/wk

15-min, 1-3-5/wk
5-min, 5/wk

''

OR NOT GUILTY

HARMONY

OR

OR

Hollywood Recorded Features

15-min, 5/wk

Juvenile
Family

Drama

•UILTY

•/4min

Comedy

Drama

^

GREEN VALLEY
6DESS WHAT

15-min, 1/wk

15-min, 3-S/wk

FUNFEST

DEniNG

30-min, 1/wk

Women

Drama

FUN AT BREAKFAST

GHOST

15-min, 1-3-5/wk
30-min, 1/wk

Cooper's virile tales of Colonial wars
Authentic adaptations of James Fenimore Cooper's tales
Mystery show.

$5 up on requeet

INFORMATION

FIGHTERS

GENERAL

5-min, 1-3-5-6/wk
15-min, S/wk

Family

Drama
Drama
Variety

FOSTER, EDITORS

FRONTIER

15-min, 1/wk

Family

FORBIDDEN

MARY

Spots
Drama

$3.50-150
tll.5O-t220
Bajied on mkt

PRODUCER

EXPUNATION

5-min, 5/wk
Family
Adult

Drama

AGENT

$3-M0

Sta 1-time hr rat<

Juvenile

Family
FEDERAL

IS-min, 3-5/wk
60-min, 5/wk

15-min, 3-5/ wk
Adult
Adult

Farm

TOMORROW

1

PRODUCER'S

15-min, 1-6/wk

Variety

FACT 01 FANTASY

15-min, 7/wk
60-min, 5/wk

Family

FACT k FALUCY

Drama

30-min, 1/wk

15-min, 1-3-5/wk
Family

DUKE ELLINGTON

18-min, l-J-5/wk
l6-min, 3/wk

PRICE PER EPISODE

$10 up on request

Muiical
Drama

EASY ACES

ME

APPEAL

Cast formerly NBC's "Reveille Roundup"
Situation comedy about a young couple

Bollywood Recorded Features
Morton Radio Prodns
NBC Radio Recording

Favorite poems and songs

Hollywood Recorded Features

Irene Verner, Lawrence Salerno sing immortal love songs

Transcription Sales

1 .''torv- of tolerant, kindlv preacher

1 Edward Slonian Prodns

SPONSOR

TRANSCRIBED FEATURES THAT SELL!
Ed Hart Productions Have

SPONSOR
ADMIRAL

WORLD

APPEAL
ZACHARIAS'

INTELLIGENCE

REPORT

Admiral Ellis M. Zacharids, war-time Deputy Chief of Naval Intelligence and
well-known lecturer and autfior, analyzes world events not as a commentator
but as an experienced Intelligence Officer. WORLD INTELLIGENCE REPORT
is dramatic, timely and authoritative. Admiral Zacharias and his WORLD
INTELLIGENCE REPORT build prestige for station and sponsor. Transcribed,
quarter-hour, open both ends, with middle commercial.
local and regional sponsorship.

52 weeks a year, for

"IS AN CONGRESS
DOING ITS JOB?"
INTERVIEW, SOMETIMES A DEBATE, ALWAYS INFORMATIVE

SOMETIMES

BILLBOARD Magazine's First Award Winner for Public Service. Now in its
third year, broadcast from coast to coast. Most influential quarter-hour Washington discussion feature on the air. A saleable public service program with
guests who make American and world history. Ouarter-hour, open both
ends, 52 weeks a year.

Cfiinihif
r 1 1

An Agency natural

M/}It's^ Dramaticl It's Informa^PVI
r I 1 tivel It's Terrific!

III
ryi

Dream Radio'Salesman's
The

CVI
III

one-quarter hour Shows
a3 Week

III

^^^ Sponsor's Delight

FYI

For the W/io/e Family

^ates and Auditions Records Available

ED

HART

&

ASSOCIATES,

WASHINGTON
1737

H

STREET,

N.

W.
PHONE

RADIO
•

INC

PRODUCTIONS
WASHINGTON

6,

D.

C

REpublic 4312

Write, Wire or Phone for Information
JULY 194i

53

there's an
NBC

Recorded

for every

Program

advertiser

• • • every listener

NOW

25

BETTER

SHOWS

TAILORED
BETTER

FOR

PROGRAMMING
AT LOWER

COST

The Haunting Hour ^
OriKinul

|> .. .!

Ki'.il

^ The Playhouse of Favorites

mysteries,

The world's greatest novels and plays in
brilliant
dramatized
editions — with
all-star
casts including Wendy Barrie. Les
Tremayne. John Carridine, Signe Hasso
and Elissa Landi. Typical programs :
.1 Talc Of Two Cities: Kidnapped:
hanhoc: A Poll's House: She Stoops
Tn C<»ii/>t<r and .lima Kan tiiua.

"whodunit" thrillers, crime crusade
themes and tales of excitement by
ncc radio writers— with radio-staprescreen stars includintr Retty Furness,
Jed Prouty and Berry Kroeger.
62 half-hours for 1-a-week broadcast.
Other NBC

Recorded

Spine Chillers:

Tilt

Wkiiiii Ciicci.e — 7>< half-hours for
1-or-morc-weekly
broadcasts.
Mercek MtLrod . . . TiiR Man With
The

Other NBC

Recorded

Dramatic

Comedy — A Hoi'SE In The

Stohy — 52 quarter-hours for
1-a-week
broadcast.

Headliners:
Country —

k

52 half-hours for 1-a-week broadcast. "
Adventure — STAND By For Adventure —
78 quarter-hours for 2-a-week broadcast.

Five-Minute Mystekies — 260 5-minutc programs for 3-a-week broadcast.

Romance — Modern Romances —
156 quarter-hours for 3-a-week broadcast.

Aunt Mary
One of radio's most successful daytime
serial programs, it's the heartwarming story
of a woman's fight for human dignity and
understanding. Sponsored "live" over NBC
Western Network by national advertiser.
//rrr'd Hooper Ilintory: El Paso — lO,,") . . .
Spokane— 8. 3. ..Omaha — 11. 4... Fresno — h.9.
605 quarter-hours for 5-a-week broadcast.
Another

Top-Rated

NBC

Recorded

Betty
And Bob — ^90 qunrUT-hinim
5-a-wcvk broadcasL

Serial:
for

THREE GREAT JUVENILE SHOWS

NAl
^SOHayes
Touchdown Tips withSl
Sam

At Christni as-Time
Happy The Humbug —
Whimsical comedy adventures
of a fanciful animal hybrid
and his animal pals.

Available Noiv For Fall, 19iS
Now in its seventh great year — this pioneer
recorded football forecasts-and-facts
show is a complete Fall merchandising
package. Week-by-week forecasts of the
season's top games. 13 quarter-hour programs for weekly broadcast throughout the
coming football season.

54 quarter-hours ; 15 preChristmas ; 39 post-Christmas
for 2-or-3-a-week broadcast.

For Year-'Round Sports Appeal:
Through The Sport CiI,as.s — A parade of
sports highlights covering the entire field.
52 quarter-hours for 1 or 2-a-week broadcast.

i The Three Suns and a Starlet

Magic Christmas Window —
Favorite fairy tales dramatized as two youngsters find
themselves behind the glass
of a store window with the
toys come-to-life. 25 quarterhours for 3-or-more-weekIy
broadcasts.
Anytime
Destiny Trails — Authentic
adaptations of famed James
Fenimore Cooper tales
including The Decrslayer ;
and The Last Of The
Mohicans. 156 quarter-hours
for 3-a-week broadcast.

America's favorite instrumental trio —
with popular guest songstresses Nan Wynn,
Kay Armen, Irene Daye, Dorothy Claire —
in a musical program styled of sunlight
and Stardust.
78 quarter-hours for 3-a-week broadcast.
Other Delightful NBC Recorded Musicals:
Time To Sing with Lanny and Ginger
k
Grey — 156 5-minute programs for
r
3-a-week broadcast.
Carson Robison and His Buckaroos —
117 quarter-hours — frequency optional.
Art Van Damme Quintet With Louise
Carlvle — 117 quarter-hours for 3-a-week
broadcast.
Time Out For Fun and Music — With
Allen Prescott and Ted Steele. 65 quarterhours for 1-or-more-weekly broadcasts.
Reflections — 104 quarter-hours for
2-a-week broadcast.

Allen PrescGtt...The Wife Saver
Featuring one of radio and television's
cleverest performers, originator of the
"Wife
Saver" and the "Didja Know" —
Allen Prescott . . . with laugh-flavored
household hints and the same lighthearted, sharp-witted repartee that has
brought fan mail by the carload to a score
of nationally-known
advertisers. Music
and songs by Rosa Rio and Brad Reynolds.
l.'JG quarter-hours for 3-a-week broadcast.

FIVE-MINUTE

SPECIALTIES

The Name You Will Reme.mbe!! — Engaging
personality show about notables in the news
William
Lang. broadcast.
260 5-minute
programs
for
3-or-5-a-week

with

Getting The Most Out Of Life Today —
Down-to-earth inspirational talks tuned to the times by
Dr. William R. Stidger. 117 5-minute programs
for 3-a-week broadcast.

Also NBC Recorded Especially ForTheGirls:
Come and Get It — Sparkling audience
participation show with m. c. Bob Russell,
Alma
Kitchell and Gaynor
Maddo.x.
A banquet of information and laughs . . .
ideal for food advertisers. 156 quarterhours for 3-a-week broadcast.

NBC Radio-Recording Division, Syndicated Program Sales
30 Rockefeller Plaza, New York 20, New York

PROGRAMMED

AND

PROVEN

OVER

1000

RADIO

Send

STATIONS

u

...Radio R^fmng Division

[J

us complete

information on :
program title(s)

All 25 NBC

Sjmdicated Programs

A service of Radio Corporation of America
RCA Building, Radio Cify,Ntw York 'Chicago 'Washington •Hollywood 'San Francisco
zone

state .

NAUE
INCREOIILE.

TYPE

INTERLUOE

Muaical

It CONSREtt

DOING

ITS JOB

HAPPENED

Narrative

IT REJkUV

HAPPENED

Drania
\ ariety

IT TAKES

FROM

HOLIYWOOO

A WOMAN

IT TAKES

AT FAIROAKS

JERRY

OF THE CIRCUS

JOE AND CYNTHIA
ISNAM JONES &
KEEPING

HIS ORCHESTRA

UP WITH

Drama

WIGGLESWORTHS

KING COLE COURT

15-min, 1-3-5/wk

Musical
Comedy

Musical
Variety

KOMEDY

KINGDOM

LEAHY

Musical
Variety

OF NOTRE

LEISURE

Drama

DAME

HOUSE

LIGHTNING

JIM

LIVING PAGES FROM THE BOOK OF LIFE
GUY LOMBAROO
LOOK k LinEN
KAY LORRAINE

MAGIC CHRISTMAS
ISLAND

MAMA

BLOOM'S
WITH

Juvenile
Family

MEMORIES

15-min, 3-5/wk
15-min, 1-2/wk

Family

Adult
Family

Family

Men
Women
Family
Family

Musical

Comedy

Family

Drama

'Women
Adult
Family

AFRICA

Drama

AT MIDNIGHT

Dranrn

MUSIC FROM

HOLLYWOOD

MUSIC

OF

HALL

MUSICAL
MUSICAL

AND VINE

FAME

COMEDY

THEATRE

Mu-i. ,
Musical

Family

Musical

Family

THERMOMETER

MYRT

PRAYER
AND

MVnCRT

WAS
MARGE

CMEF

ANSWERED

Ora.i,^

5-min, 1-3-5/wk
15-min, 1-7/wk

$5-$50
$5 up on request
On $--$100
request
25%J4-lirclass-A
$20 up on request

Frank Leahy gives inside sports stories
Daytime domestic drama, Hollywood cast
Human character dramas, adventure
Soap opera, radio hit over 11 years

l)r;in,j

11- 1 ■ ,

Women
Women

15-min. 3/wk
5-min. 1-3-5/wk

$4. 90- $70

$3.50-$50
Ba.sed on mkt
$25-$150
On request
$4-$90
$3-$50
$2-$30
$4.«)-$75
On request

15-min, 1-3-5/wk

$3-$50

15-min. 1-3-5/wk
5-min. 3/wk

$3-$50

HoUywood

Recorded Features

HoUj-wood

Recorded Features

Green Aiaocs
George Logan Price
Frederic W. Ziv
Harry S. Goodman

Immortal Bible stories
George Logan Price

Music in the Lambardo manner
Hollywood commentar}-, featuring name guests
Radio's versatile songstress, and Frank Gallup
Romance and personal problems
Modem

Frederic W. Ziv
Gordon M. Day

Harry S. Goodman
Transcribed Radio Shows

romances

Bollywood

Favorite fairy tales come to life

NBC

Mercer McLeod. world traveler, actor, & writer, narrates
Mystery thriller of whodunit type

Recorded Features

Radio Recording

HoUywood

Recorded Features

Hollywood Recorded Features
N'BC Radio Recording

Frederic W. Ziv

Labor's contribution to a greater America
Vaudeville comedy act

Lowe Radio Features
Holl>-wood Recorded Features

Popular western musical.

Great rural favorite

Symphony, familiar semi-classics
Inside stories of baseball

Morton

Radio Prodos

HoUywood

15-min. 1-3-5/wk

$3-$50

5-min. 1-3-5/wk

On request

15-min. 3-5/wk
15-min. 1-3-5/wk

Tenor and organ, memory music and narration
Larry Burke, the troubador. soft rhythm orchestra

Recorded Features

Hal Wilson
HoUjTTood

$3.50-$50
$3-$50

Recorded Features

Songs of the islands
Hollywood Recorded Features

Dramatic tales from city life

HoU>-vood

$450-$1250

Robert Swan narrates stories of great faith

Recorded Features

Fred C. Mertens

Don Wilson. Bob Bums. Tiiiie Lish
Hollywood Recorded Features

A dumb comedy skit
Stories from Modtm

HoU\-weod

Rommnctt

magaiine

African jungle myster>-, black magic

NBC

Recorded Features

Radio Recording

Holl.\-woed Recorded Features

30-min. 1/wk

$7.50 up on request

.Mystery program of top network calibre

Louis G. Cowan

15-rain. 1-5/wk

r.50-.lj class-A
$»-$U5

Roy Bargj's orchestra, song stylist Jeannie McKeon
The musical great in accounts of their careers

Selected Radio Features

15-min. 1/wk
30-min. I'wk
l-min. unlim

15-min. 5/ wk
15-min. 1-2/wk
^n .,.,,. 1 « I

MOUSf

$3-$S0

Recorded Features

Frederic W. Ziv

Robert P. Mendelson

15-niin. 1-3/wk

1 I., J.

56

15-min, 1/wk

K»mil>

Talk
MYSTERY

15-min, 1/wk

Family

,1 iij . -

MY

Family
Adult

PARADE

MURDER

15-min, 3/wk

15-min, 1-3-5/wk

Family

OVER

Novelty musical show, slapstick gags

Women
Family

MIRACUS

MOON

Hollywood

People living under water on a disappearing island

Musical

ROMANCES

Frederic W. Ziv

Fast comedy, headline artists

Witty family series

Narrative
Variety

MODERN

30-min, l,wk

5-min, 5/wk

NILL AND MR. NULL

C. P. MacGregor

Cooper's virile tales of Colonial wars

Women
Family

Drama

MR

Henrj' King, guest stars
Smooth melodies, guest stars

$3-$50

30-min, 1/wk

METROPOLIS

MIRTH

C. P. MacGregor

$3-$50

Sports
Musical

OF FAITH

Harry S. Goodman

King Cole Trio, guest stars

Ken Niles, fast comedy review

$200-$ 1000
On request

Recorded Features

Federal Artists

$3-$50

$9.65 up on request

Recorded Features

Hollywood

Educational and entertaining. Family situation comedy

15-min, 1-3-5/wk
15-min, 1/wk

Hollywood

Jones orchestra plays old favorites

$3-$50

SPEAKS

OF HAWAII

Situation comedy skits

15-min, 1-3-5/wk
15-min, 1/wk

Musical

ENDURE

$3-$50
Based on mkt

CharUe Basch

Holl>'wood Recorded Features

15-min, 1-3-5 wk

MASTER'S

THAT

$4-$35

H. Ahrens

Radio Providence Prodos

Jerr>' goes to mililary school

Juvenile

Comedy

UNE

Universal tolerance theme

15-min, 1-3-5/wk

Family

Family

MELODIES

Capsule soap operas, each episode complete

13-min, 2-3/wk

Musical

MELODY

Frederic W. Ziv

Ciuests

Juvenile

LOUISE MASSEY t THE WESTERNERS

JOE MCCARTHY

Thomas

Freddy Martin's band.

Drama

Drama

MUSIC ROOM

$10-150

Ed Hart ft Assocs
Tele-Radio Creations

A boy's life in a circus
$3-»50
On request

C. P. MacGregof

Narrated human interest stories

15-min, 1-3-5/wk

Drama

REGIE

15-min, 3-5/wk

PRODUCER

Jim Ameche reveals little-known facts re celebrities

Women

MANPOWER
AND

$3-150

Organ, vocals, with poetryInfluential show. Washington discussion

Drama

MANHUNT

MARION

Family
Family

15-min, 1-3-5/wk

15-min, 3-5/wk

Drama

THE STORY

Baaed on mkt

25%'/i-hrcla8s-A
On reqnest

Women
Family

Drama

BROOD

On request

30-min, 1/wk

15-min, 1-2/wk

Drama

MAGIC

MAN

WINDOW

Ba^ed on mkt

25%>i-hrclas8-A

Women

LOVE TALES

Bae«d on mkt
Un requat

30-min. 1/wk

30-min, 1/wk

INC

On request

Family
Family

Family

Drama

SKM.SO»3-|tlO
complete

15-min, 2/wk

Family

EXPLANATION

Unusual phenomena which cannot be explained

Family

Women

Screen
\'ariety
Musical

SHOW

LOVE MAKING

15-min, 1-3/wk

PRODUCER'S

PRICE PER EPISODE

15-min, 1/wk

Drama

Musical

SHOW

Adult
Family

5-min, 1-3-5/wk

Sports
Drama

Drama

LINDA'S FIRST LOVE

15-30-min. 3-5/wk

Juvenile
Family

Musical

PARADE

Faoiily

5-min, fi/wk

Drama
Comedy

KINS SHOW

OF THE MOHICANS

Family

l&-min, 3-5/ wk

IS-mio, 1-3-5/wk

KING SHOW

UFF

Family
Adult

Juvenile

HENRY

UST

IS-min, 1/wk

Drama

Musical

K0B8LERS

IS-nin, 3/wk

5-min, l-3-5-«/wk
15-rain. l/wk

WAYNE

KORN

TIME

15-min, l-5/wk

Women
Family

Drams

AIL KINDS

JERRY

Adult

ForuDi

IT IIEALLV

IT'S SHOWTIME

APPEAL
Family

Dnuia

tUT TIUE

$10-$285
$5- $35
$5- $35
$3O-$540
$3 S0-$25
(tin t ;n,,

16-picce orchestra with choir
160 different temperatures
True stories of how prayer helps people

Ford Bond Radio Prodns
Charles Michelson
Bloch-Jooeph
Charles Michelson

Soap opera on back -stage theatre life

Finley TranscriptjoBS

The famous Mystery Chefs low-cost menus

Harry S. Goodman

MU«lar whfxltinit.

F.ach sTo^^• complet,Harrv S Goodn-an

SPONSOR

TRANSCRIPTIONS

spot

(Coyjtinued from page 47)
Also okayed was their use for one broadcast to permit stars to record more than
one broadcast at a time. The wire or tape
recorder has been employed for this type
of transcription, and has been delivering
a higher grade of transcribed program
than that of Bing Crosby during his first
recorded network season. Wire recorders
are also being used by all networks to get
around the problem created by a nation
which is part on daylight and part on
standard time.
Some sponsors who have planned to use
a specific e.t. program to reach the
nation, as they do through one network
program, have discovered that they can
do better by varying their e.t. vehicles.
Thus since the Twin City area likes
bouncy music, they sponsor polkas in that
territory; since Mobile goes for Carson
Robison and His Buckawos, that's the
type of music it gets. Syndicated e.t.'s
make this custom programing possible.
A new use of syndicated transcriptions
has been in the block programing of the
early hours. It has been found that at the
6 and 7 a.m . hours music and programs of
a uniform mood do best.
As yet the e.t. firms haven't come up
with any outstanding give-away or audience participation programs, which seem
to be all the rage at the moment.
A number of stations are planning such
programs with the use of musical libraries
such as those of Thesaurus, World, LangWorth, Associated, Sesac Standard, Capitol, Keystone, and Cole. Participation
programs are diflficult to transcribe.
Outstandingly important is the fact
that most transcribed series have promotional kits which are available to sponsors. These kits contain ideas calculated
to start sponsors thinking of promotion.
Promotion is extra vital in a big metropolitan area where the e.t.'s compete with
many live programs. In these sections
e.t. producers are being forced to scale
down their franchise rates. In the past,
areas like Los Angeles, Philadelphia, New
York, Chicago have been asked to produce fantastic royalties for e.t.'s, with the
result that the latter haven't been used
much in metropolitan centers. During
the past six months the big transcription
companies have realized the fallacy in this
approach. That's why many more e.t.'s
will be heard in 1948-1949 in the great
population centers.
Sponsor forecast last year that 19471948 would be a Transcription Year. It
was. We predict that 1948-49 will be
even bigger.
* * ♦
JULY 1948

"Through the Listening Glass'
conducted b};

JACK

SHAINDLIN

30 Minutes of Musical Glamour! Wondr'ous
melodies starring Jacl< Shaindlin and the radiant
voices of his "Silver Strings" orchestra . . . rich
old ballads by the Lang-Worth Choristers . . .
songs of eternal romance, featuring Dicl< Brown,
Joan Broolcs and Johnny Thompson.
All heard . . .
"THROUGH

THE

LISTENING

GLASS"

Available now, via transcription, on 600 Lang-Worth
Stations — exclusively! For cost, contact any Lang-Worth
Affiliate.
For additional information, write:

LANG-WORTH,
us W. 57

St., NEW

Inc-

YORK

57

NAMl
MVtIERr

IS MV

TYPE

linmt

HOBBY

APPEAL
Family
Family

NAUCS

rOU

WILL

NATIONAL

Peraonalitiea

IINfiERI

NEMESIS
NETTIE

RU4EHIER

Musiral
( "omedy
Drams

INC
NEEDLE

NONSENSE

AND

Variety
Family

MELODY

OBSESSION

Uraiiia
Variety

OLD CORRAL
ONCE

UPON

Adult
Family

A TIME

Drama

Juvenile

EPISOCJI

Sports
Drama

MINIATURE

Men
Family

18-min. l-3-«/wk
5-min, 1-3-5/wk

tl.20-Sie
13 75-$50
|3-$50
On request

SUPERSTITIONS

OUT OF THE NIfiHT

Drama

Adult

Variety

Family
Adult

Drama

Family

Talk

Women
Family

PAPPY SMITH AND HIS HIRED HANOI
PASSING

or

TIME

15-min, 3-6/wk
6-min, 1-2/wk

30-min, l/wk

Brilliant word portraits of notables in the news

NBC

Internationally famous male vocal octette

Charles Michelaon

Clever female detective aeries

Based on nikt

Hollywood

Based on mkt
On request

$3-»50
15 up on request

15-min

$234 for 39 shows

5-15-min, 1-3/wk

Frederic W. Ziv
World Bdcstg System

O'SuUivan

Stories behind the sports headlines
Dramatized

15-min, 1-5/wk

format

Children's fairy tales by Maureen

PROBLEMS

PERSONALITY

PARADE

Drama

Frederic W. Ziv

grand A light opera, musical comedy
Cardinal

The truth about popular beliefs
Self-contained human
Music, home-spun

Hollywood

interest true stories

PERSONALITY

TIME

Interview

philosophy

Richard A. Strout Prodns

PINTO PHE

AND

PINTO PETE

IN ARIZONA

PLAYHOUSE

HIS RANCH

BOYS

Musical
Musical
Drama

OF FAVORITES
PARADE

15-min, 1-3-5/wk
Family
Family

15-min, I~3-5/wk
30-min, l/wk

Drama

PORTS OF CALL

Drama
Variety

ALLEN PREJCOn-THE
RADIO

HYMNAL

Musical
Drama

RED RYDER

Drama

REFLECTIONS

Musical

REMINISCIN' WITH

SINGIN' SAM

AVENUE

RHUMBA
RHYTHM

& TANGO

TUNES

RANGE
RIGGS t BETTY

CARSON

ROBISON & HIS BUCKAROOS

ROBINSON

CRUSOE

OF

ROMANCE

OF MUSIC

FAMOUS

SAFETY

SPOTS

SALUTE

TO SONG

THE SEALED
SENATE

LOU

JEWELS

Drama
Musical
Musical

SHIPBOARD

NEWSREEL

SINCERELY.

KENNY

SINGING BAKERY

Aud partic

BAKER
ANNOUNCEMENTS

SLEEPY

JOE

Adult
Adult
Family

SMITHS or
THE

Jingles

SONGS

or

15-min, 5/wk

15-min, 1-3/wk
IS-min, l/wk
15-min, 1-3-5/wk

30-min, l/wk

$3-$50
Based on mkt
On request
$5-$31.50

or

THE

15-min, 1-3-5/wk
Family

Adult
Family

SONGS

WITHOUT

Family

$7. 50- $50

$3-$50

15-min, 3/wk
15-min, 1-3-5/wk
15-min, l/wk

26%^-hrclass-A
$3-$50
$6-$50

15-min, 1-3-5/wk
I-min, unlim

On request

SONGS

rOU

58

FORGOT

TO

A program for relaxed, meditative listening

rhumbas
Hollywood Recorded Features

Cottonseed Clark and his talented cowhands

NBC

around the fabulous gems of history

Hollywood Recorded Features

Musical jingles on safety by Irving Caesar

Family

IS-min, 3-5/wk
15-min, 3/wk

Musical

15-min, 1-3-5/wk
Adult
Family

15-min, 1-3-5/wk
15-min, 1-3-5/wk

Mu^l.al

A.lult

IS-min. 1 2wk

Harr}- S. Goodman

The story behind the song hits

Transcribed Radio Shows

Mystery series of exciting stories
Washington

Charles Michelaon
background

Dixie jazz band, guest stars

C. P. MacGregor
Holl.vwood Recorded Features

Baker, Irish romance

Interviews with newsworthy
Low-budget

musical.

trans-Atlantic passengers

Guests

Open-end jingles in Latin tempos.

$10 upon request
$3-$90
On request

Frederic W. Ziv
Bloch-Joseph
Bloch-Joseph

Open-end singing jingles
Scribner tells Uncle Remus-type

yams

true stories narrated by Johnny

l3-$50
$3-$50

Cardinal
Charles Michelaon

Situation comed.\- starring Arthur Treacher
Well-known

Paul F. Adler

Bakeries only

Louis G. Cowan
Neblett

Hits from operettas, musicals, etc

Baaed on mkt
$3-$50

Holl.vwood Recorded Features

Kenny

Pioneer radio performer, homey philosophy

15-min, 1-6/wk

Grace Gibeon Radio Prodns

Donald Novis, Jan Rubini, conductor

Detective mysteries.

Radio Recording

Transcribed Radio Shows

$3.75-$25

30-min, l/wk

Pete Waaser

Western music and entertainment

15-min, 1-5/wk

Family

World Bdcstg System

Situation comedy, songs, network favorite

Jimmy

Family
Adult

Radio Recording

Transcription Sales
Richard Bradley

Give-away show, civic tie-ins
South American

Louis G. Cowan
NBC

Singin' Sam sings your favorites

$1.50- $37. 50

Musical

REMEMBER

Red Ryder, of comic strip and movies

$5-$35
$5-$35

Charles Stark
Hollywood Recorded Features

Horse opera.

Woven

$3-$50
$5-$100/wk

Recorded Features

Radio Recording

Radio background

1-min, unlim

Musical

WORDS

Detective mysteries.

15-min, 5/wk

Musical

SONGS OF YEITERYUR

NBC

Radio's favorite hymns sung by inter-faith choir

$5 up on request

Family

Musical

WEST

Hollywood

hints flavored with laughs

Young cast enacts desert island yams

Family
SONGS

Household

$10 up on request

$7.50-$100

Family
Adult

Family

PRAISE

On request

Radio Recording

Hollywood Recorded Features

historical travelogues

Drama
Musical
Comedy

CHEER

$7.50 up on request

NBC

Frederic W. Ziv

from police records

Jingles

GOES

SONGS or GOOD

$3-$50

15-min, 5-6/wk

l-lV4-min, unlim

HOLLYWOOD

STORY

$4.50-$51

15-min, l/wk

Musical

Drama
SO

Dramas

Family

Juvenile

IMILIN- ED MCCONNELl

Dramatic

$5 up on request

15-min, 1-5/wk

Family
SINGING WEATHERMAN

$3-$50
On request

15-min, 1-5/wk

15-min, 1-2/wk
Family

Drama

HUNGER

Vincent Lopez, Milton Cross, others; musical favorites

$5-$64

15-min, 1-3-5/wk

Musical
Variety

Drama

Hollywood Recorded Features
Vivid dramatizations of the world's great novels

Family

Musical

SHAMROCKS

30-min, 1-3/wk

Press Assoc.
Hollywood Recorded Features

Western folk music and philosophy

On request

Family

Musical

MYSTERY

$9-$200

15-min, 2/wk
Adult
Family

Juvenile

BOOK

FROM

Juvenile

Chariie Baach

Presents prominent stage, screen, radio, etc, personalities

$3- $50

$6 up on request
15-min, 1-3-5/wk

Family

Musical

MURDER

SEXTETTE

15-min, l/wk

Harry S. Goodman
Inside stories of stars of stage, screen, etc

Songs of the Western Range

$3-150

15-min, 3/wk

Adult
Family

Musical

JR

ROMANCE

Adult

Family

Musical
Comedy

TOMMY

15-min, 1-3-5/wk
30-niin, l/wk

Musical
Aud partic

RHYTHMS

Family

Women

WIFE SAVER

RADIO STUDIO MURDER

REVENUE

15-min, 3-5/wk

Musical

POLICE HEADQUARTERS

$3.5O-$40
On request
7% 1-hr sla rate

Family
PLUSURE

Allie Lowe Miles analyzes problems

15-min, 5/wk
Adult
Family

Recorded Features

Grace Gibson Radio Prodns
SESAC

Narrative stories with musical background

15-min, 1-5/wk
5-min, 1-3-5-6/wk

Recorded Features

Hollywood Recorded Features
C. P. MacGregor

Psychological dramas
Western musical comedy

Radio Recording

Hollywood Recorded Features

Female impersonation comedy

|7.5O-»60
PERSONAL

PRODUCER
Prodos

l^wston

|3-$60
50% clam-A V4-I>r

15-miu, 1-3-5/wk

Drama

EXPLANATION

Glenu Langaa as criminologist

A world tour of fun and music

16-min, 1-3-5/wk

tl2-t300
ORIGIN Of

PRODUCER'S
Keatunng

8-min, 6/wk

ONE FOR THE ROOK
OPERA

PER

S-min, 3-S/wk

30-min, l/wk
Adult
Family

PRICE

$7.50 up on request

16-uiin, 3-8/wk

Family

NEBT

TIME
30-niiu, l/wk

Morton

Radio Prodns

Frederic W. Ziv
World Bdcstg S>^tem

The great h.\'mns first heard at mother's knee
Cactus Mac, real cowboy songs

Hollywood

Favorite melodies, old home setting

Hollywood Recorded Features

Mahlon

Hollywood Recorded Features

Merrick conducts salon musicale

R]i.<4«Ml on mkt
Musical ™nifd.v,opcrtttafav(irll.'»riiriatr,nv\ O.Bx ron

Recorded Feature;

W.irl.l Bdcstg ?.\st<-m

SPONSOR

APPEAL

TITLE

TIME

SPECIAL ASSIGNMENT

TYPE
Drama

Family

15-min, 5/wk

SPEED GIBSON

Drama

Juvenile

15-min, 1-3-5/wk

7%

SPORTS FANFARE

Sports

Men

Sports
Drama

Family
Adult

STAND

BY FOR ADVENTURE

STARR

STORIES

STORY

BEHIND

STORY

REJECTED

STRANGE

IN STRANGE

STRATOSPHERE

MURDER

DAVID STREET

SONG

LANDS

MYSTERY

7%

$3.50-$50
On request
t3-}50

Adult

15-min, 1-3-5/wk

$3-$50

Adult

15-min, 5-6/wk

Drama
Adult
Family

Drama

On request

15-min, 1-3-5/wk

t3-$50

15-min, 1-3-5/wk

J3-$50

Family
SUNDAY

Musical

SHOP

THEATRE

OF FAMOUS

RADIO PLAYERS

THREE

Adult
Family

philos

Drama

WORLD

CALLED

Drama

LOVE

SUNS AND A STARLET

THRILLS FROM

GREAT

OPERAS

THROUGH

THE SPORTS

TILL THE

END OF TIME

$5 up on request

Family

Women
Family

Musical

TIME TO SING WITH LANNY & GINGER

Musical
Variety

TOM. DICK & HARRY

$4-$60

15-min, 1-5/wk

$3.15-$99
$5-$40

5-min, 3/wk

Adult

15-min, 1-3-5/wk

Men

15-min, 1-2/wk

Based on mkt
$6.60-$76.35
$3-$50
$3.50-$30

30-min, 1/wk
Adult
Family

TIME OUT FOR FUN & MUSIC

15-min, 1-6/wk

15-min, 3/wk

Sports
Drama
Time signals

30-min, 1/wk

$3-$50
$7.50 up on request

15-min, 1-2/wk

Drama

GLASS

15-min, 1-3-5/wk

Family

Musical

TIME IN RHYME

TOP TUNES

$8 up on request

1-min, unlim

$5-$35
$4-$25

15-min, 1-2/wk
Family
Family

Musical

5-min, 3/wk

$1.90-$20.50

15-min, 5/wk

$25-$S0

TIPS WITH SAM HAYES

TRAIL OF THE NORTHWEST
TRANSATLANTIC
TREASURE
UNCLE

MOUNTIES

OF THE LORELEI

CHRISTMAS

PACKAGE

CORPS RECRUITING

VAN DAMME

Sports
Drama

Drama
Philosopher

REMUS

US MARINE

Musical

Drama

MYSTERY

E2RA

UNCLE

QUINTET, LOUISE CARLYLE

Comedy

52-min, 2-5/wk

Men
Juvenile
Family
Family

Adult
Juvenile
Family

Musical
Musical

PHILO VANCE

Drama

VIC AND SADE

Comedy

Women

Harry S. Goodman
Press Assoc

Interviews, dramatizations of sports yarns
Tales of dangerous deeds told before an open fire

NBC

Jack Starr narrates dramatic tales

Starr Radio Prodns

Excellent detective mysteries
Dramatized

Hollywood Recorded Features

births of great compositions

Pathos, humor.

Hollywood Recorded Features
Richard Bradley

Series of real life stories

Weird, fantastic tales

Hollywood Recorded Features

Mystery aboard an airliner
David Street, Twentieth

Hollywood Recorded Features

Century-Fox

singing star

Grace Gibson Radio Prodns

headlines of the past

Hollywood Recorded Features

Outstanding drama featuring top Hollywood
Rod Hendrickson

Musical

names

talks of people and places

Little-known true facts about well-known

people

WESTERN

WEATHER

FORECAST

WEIRD

SONG PARADE
JINGLES

Musical

HO

15-min, 2/wk

WHO'S

IN A NAME

Spots

TALKING

Aud partic
Drama

IRENE WICKER
WINGS

OF SONG

Musical

BARRY

WOOD

Musical

Drama

Edward

cameos of world's greatest love scenes

Drama

XMAS-4

PACKAGE

YELLOW

CAB JINGLES

5-min, 1-5/wk

YOUR
YOUR

GOSPEL
HYMN

your; HYMNS
YOUTH

VIEWS

SINGER
FOR THE DAY

Religious

AND MINE
THE NEWS

ADM ZACHARIAS'

WORLD

JULY 1948

Musical

Family

F. Stark and orchestra, English dramatization

Hollywood Recorded Features

Thrilling moments

in sports history

NBC

The lives and loves of great composers

Commentarv

Radio Recording

Radio Recording

Grace Gibson Radio Prodns
Bloch-Joseph

Open-end time signals for every J4 hour
Songs and banter with Allen Prescott, etc

NBC

Radio Recording

Breezy songs, cheerful patter

NBC

Radio Recording

Light talk and song routines

Universal Recording
Richard A. Strout Prodns

NBC

C. P. MacGregor

Detective mysteries.

George Logan Price

Pacific Railroad

Luxury liner background

High seas adventure, piracy, buried treasure
Country style philosophy

No $3-$20
charge

15-min, 3/wk

$4.30-$50.80
$3-$50

15-min, 1-3-5/wk

OR
$5 . 25 per show

15-min, 3-5/wk
15-min, 1/wk

$10-$50

l-l'A-min, unlim

Co-operative Bdcstg Serv
Cardinal

US Marine Band, interview with sports celebrity
Art Van Damme,

his swing accordian and quintet

Sophisticated humorous

satire

S. S. Van Dine's sophisticated detective
Vic and Sade and son Rush.

15-min, 5/wk

Recorded Features

Green Assocs
Western music, starring Jimmy

Wakely

Fantasy and mystery classics dramatized

1947 CCNY

award.

Selected Radio Features

Available some mkts
NBC

Curley Bradley, cowboy singer, story teller, philosopher
Explanation of common

Radio Recording

Transcription Sales

names
Charles Stark

15%staHlirArate
Based on mkt

15-min, 3/wk

$6 up on request
OR

OR

15-min, 4 progs

$20 total

Telephone quiz.

Hal Tate Prodns

Guess star's identity

Children's fairy tales; stories from composer's lives

Worid Bdcstg System

Emile Cote and his Serenaders, Warren

Transcription Sales

Network

Sweeney mc's

calibre musical talent, guests

$3-$25

Frederic W. Ziv

Group of four special holiday programs
Open-end spots; Yellow Cab firms only

15-min, 1-6/wk

Cardinal
Charles Stark

Edward

MacHugh,

gospel singer
Hany

Family

$2 up on request

5-min, 1-3-5/wk

Adult

Radio Recording

Frederic W. Ziv

Western and folk music

Won

JI-'A-min, unlim

Adult
Family

NBC

Situation comedy

$7-$100

OR

Vi-l-l'A-min, unlim

15-min, 1-3-5/wk

Family

Ed Hart & Assocs

Hollywood

$5-$100

$2 up on request

15-min, 1-5/wk

Family

Recorded Features

Walter Biddick

Harry S. Goodman

5-min, 3-5/wk

Juvenile
Family

Hollywood

Federal Artists

$6 up on request

Adult
Family

Family

Radio Recording

For use four weeks preceding Christmas

30-min, 1/wk

Commentary
INTEL RPT

;

NBC

Building of the Canadian

20% 5-min class-A

Family
Spots
Musical

Sloman Prodns

America's favorite instrumental trio, plus guests

Famed sportscaster in annual series of grid facts, forecasts

15-min, 5/wk

Family
SHOW

Radio Prodns

$10-$50

$2-$15

Family
WHAT'S

Morton

Harry S. Goodman

Well known, well-loved songs

25% M-hr class-A
$3-$50

15-min, 1-3-5/wk

15-min, 1-3-5/wk

Drama

CIRCLE

WESTWARD

Musical
Musical

Louis G. Cowan
Ford Bond Radio Prodns

A husband and wife team travel the globe

Family
WAKELY'S

Louis G. Cowan
Finley Transcriptions

Favorite mystery masterpieces
Famous

Radio Recording

$10-$70
$4-$80

15-min, 5/wk

30-min, 1/wk
Adult
Family
Family

WAKELY

15-min, 1/wk

15-min, 1/wk
Family

Drama

VAN TEETERS

JIMMY

Hollywood Recorded Features

interest stories in the sports world

Popular hit songs

15-30-min, 1-2/wk
Family

TOP TUNES OF TODAY & YESTERDAY

Press Assoc

Family

Family

OF THE WEEK

TOUCHDOWN

Human

Bible stories dramatized

30-min, 1/wk
15-min, 1/wk

Drama

Homey
Drama

THIS IS THE STORY

THIS THING

$6 up on request

Adult

Family

OF LIVING

THIS IS YOUR

Drama
Drama

THE YEAR

THIS BUSINESS

Family

Unusual news scoops and how they were made

Jll,50-$220

TALES OF THE SUPERNATURAL
THAT WAS

15-min, 1-5/wk

Drama

PLAYERS

1-hr sta rate

15-min, 2/wk
15-min, 1-3-5/wk

Drama

ADVENS

$3.60-$20per 5-min

15-min, 1-3-5/wk

Drama

THE SONG

PRODUCER AND OR
SALES REPRESENTATIVE

DESCRIPTION

Aviation, mystery in the Orient

Family

Drama

PRODUCER'S

$3-150

5-15-min, 3-5/wk

Family

Drama

PRISON MYSTERY

1-hr sta rate

15-min, 5/wk

SPORTS STAR SPECIAL

STONEHILL

PRICE PER EPISODE

America's familiar hymns.

Gene Baker and Irma Glen

S. Goodman

Transcription Sales

15-min, 1-3-5/wk

$3-$50

Religious musical with poetry readings

Hollywood

15-min, 5-6/wk

OR

H. Fishman, former quiz kid, columnist-commentator

Richard Bradley

15-min, 1 'wk

|

OR

3x-Navy

Intelligence Chief evaluates world events

Recorded Features
P^

| Ed Hart & Assocs
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How station reps function

l*iM»iii«>iiii;^ iisilimial
The growth of national spot broadcast
advertising is paralleled by the growth of
the station representative as a factor in
commercial radio. As long as it was
necessary for the advertiser and agency
to place business direct with stations
located at remote points, so long did
national advertising on local stations

• ON THE DIAL

move at a snail's pace.
Station representatives
were time brokers. They
of time and peddled these
The time broker on a

IN LISTENING
IN NETWORK

WSJS
LEADS
DAY

AND

NIGHT

NORTH CAROLINA'S
RICH TRI-CITY
MARKET
WINSTON-SALEM
GREENSBORO
HIGH POINT
WRITE

FOR OUR

BMB

FOLDER

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

AFFILIATE
R«pr«s*nt«d

ADLEY-REED
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(J)

STATIONS

by

COMPANY

at the outset
bought blocks
in small pieces.
national scale

didn't last long and his place was taken
by station representatives, who do foi
stations what newspaper and magazine
representatives do for their fields. Pioneer
in this field of course was Ed Petry, now
head of the station representative organization bearing his name.
Station representatives make it possible
for an advertiser to place advertising on a
considerable number of stations through
one central cfl^ce, to obtain information
on stations and markets through one contact rather than by mail or phone — an
infinitely more practicable procedure.
During the early days the station representative was very much like a delivery
clerk between agencies and stations. But
as time went on and business placement
became more competitive, when there
were four major groups of network stations instead of one, the station representative became an active salesman,
selling not only his own group of stations
but broadcast advertising as well.
With his growth in stature came a commensurate increase in his influence for
good in the industr\'. The station representatives were primarily responsible for
meaningful rate cards which are now
lived by in the national field. It was the
big and little station representatives who
refused to handle certain types of advertising which were not good for advertising
or for broadcasting.
Many of these representatives have
built great fortunes for themselves
through their station representation, but
many others during the past 1 5 jears have
dropped by the wayside. They either do
a job and prosper -or else they pass
quickly from the representative field.
Today about 50 represent the great
majority of the nation's stations. They
have an association which is building a
code of ethics. What they do beyond
selling time is the subject of another sec-

^-•;.

FIRST
in the^

QUAD
The 40th retail market

DAVENPORT
ROCK ISLAND
M 0 L I N E
EAST
M 0 LI N E

/

"FIRST to keep regular daily
lo3$ oF all operating details."

woe woe FM

v

5,000 Watts, 1420 Kc.
BASIC NBC Affiliate
Col. B. J. Palmer, Ptes.
Buryl Lclti;dQ»

M91

DAVENPORT^ IOWA
National Representatives:

FREE & PETERS, Inc.
SPONSOR

tion in this Fall Facts edition. A few sta'
tions maintain their own offices in key
cities like New York and Chicago, but
numerically they are hardly a factor.
Even the regional networks for the most
part find an established station representative the best way to reach the advertiser and his agency. The placement of
national spot broadcast advertising is so
great that combined with business which
stations sell locally it far outdistances the
business placed with the four major networks. It's possible that an advertiser
will decide, of his own volition, to use a
radio network campaign. It's almost unheard of for a sponsor to decide to use national spot advertising without being sold.
A network affiliation is important
though far from essential to a station in
reaching and holding a great audience but
it's the national spot business which
makes stations financially possible. This
is true not only in radio but is already
true also in TV, and a number of station
representatives have added to their staffs
executives who know TV. These men
have been added not simply to go out and
sell national TV spot business but also to
precondition advertisers to the idea of
visual spot advertising, and of course to
obtain more TV stations as clients. * * *

spot

They sell — plus

SialHiii represeiitaitives servo briiacleast
induNiry in more "wstys then meet the eye
While stations judge their representatives basically by the business the latter
send them each month, the job that the
representatives do goes far beyond the
simple selling of time. The stations generally are far removed from the national
advertiser and find it almost impossible to
crystal-ball trends and what the big mer-

„^
^^
^V^

,

chandiser expects from radio.
Typical of the problems that station
representatives have had to solve was a
uniform rate card which would give the
advertiser the information he wants. For
years chain breaks have been defined in
various ways on rate cards. One card
would specify the number of words per-

WHY PAY MORE
TO REACH THE
WORCESTER MARKET...

,,^ ,
^^
^^

What's the nmmw.
In the rich responsive Worcester area, in competition with 4 network stations, independent

WNEB GIVES YOU GREATER-THAN-AVERAGE AUDIENCE...
AT MUCH LOWER-THAN-AVERAGE COST I
HOOPER

A Great Show...

Ideal
with a
appeal
breaks

for a wide variety of sponsors
moderate budget.Tremendous
to extensive audience. Station
and one-minute spots publicizing "RADIO HYMNAL" are
available jree.
*1Z years of association
Tiiith top radio shores:
"Bob Hawk," "Mr. & Mrs.
North," "Can You Tof
Thisf" "Kate Smith Hour,'
"Inner Sanctum," "Kay
Kyser," "Town Meeting of
the Air."

CHARLES STARK PRODUCTIONS

'366 MADISON AVE.. NEW YORK 17. N. Y.
JULY

THE WORCESTER

AVERAGE

RATING

STATIONS

WEEKDAY
AFTERNOONS

5.0

5.4

WNEB RATING

K

WEEKDAY
MORNrNGS

1947 ■ APRIL 1948

OF FIVE REPORTED

in true American tradition
A STIRRING 15-minute recorded, openend production . . . featuring "Inter
Faith" choir, conducted by Joseph
Markel. Hymns of all churches and
all religions with the stories of their
creators.
A program dedicated to the true
spirit of tolerance and good will to
all men.

DFCEMBER

REPORT

EVENINGS

5.7

8.6

8.4

7.2

SUNDAY
AFTERNOONS

5.6

10.4

SATURDAY
DAYTIME

4.5

8.8

Get the new picture, the true picture of what's
going on in Worcester. Call in our representative today . . . check the latest Hooper
facts and
figures . . . see for yourself
that
WNEB

GIVES YOU MORE

LISTENERS

FOR YOUR

RADIO

DOLLAR!

WNEB
WORCESTER

Serving New England''s Third Largest City

Represented by: Adam

MASSACHUSETTS

J. Young, Jr., Inc. and Kettell-Carter, Inc.

1948
61

IT TELLS THE STORY. .

National Selective
1^4 said^ ^^Give this great business a
jianie worthy of its size.^^ Agencies^ station owners^
publishers responded. They recognized the
con jus ion y the double meaning of ^^National Spot^^
as a name to describe one of the greatest advertising mediums ever knozvn. Their overwhelming approval and choice zvas for
National Selective Broadcasting.

PAUL

I

H. RAYMER

COMPANY,

Inc.,

Broadcasting
Incredible as it may seem, recent surveys show that
ninety-one per cent of the advertising managers,
the men who buy your time, don't know what "Spot"
radio is. Moreover, they injuriously believe it to
be limited to something it is not. They call it "CBs,"
"1-Ms," "spot announcements," "jingles," "nuisance advertising," or some leftover stuff — a means
of covering ever narrowing concentric circles.
And in Canada, thanks to the hundreds of letters
written by All-Canada Radio Facilities, seventy-six
per cent of the replies came out flatly for adoption
of the name National SELECTIVE Broadcasting.
To you "Spot" means something
just chainbreaks or announcements
employees ancH to advertisers who
"Spot" will always mean simply —
or spots on your schedule.

far bigger than
— but to your
buy your time,
announcements

National SELECTIVE tells the story. It's not
a short, trite or catchy name, but why should it be.?
It properly describes a means, a system of national
advertising that competes with the greatest media
— newspapers, magazines and networks. Selective
broadcasting oflFers advertisers economies, direction
and control not possible with any other means of

(idiO AdveVtisifl^

selling goods to the nation. With it and it alone
the advertiser can
SELECT his markets
SELECT his stations
SELECT his talent
SELECT his program
SELECT his time
SELECT his commercial
This is National SELECTIVE Broadcasting.
You may ask — why this campaign to change the
name? Because you and we want more program
business. We value announcements but we want
more programs — big name ones sponsored by truly
Jiational advertisers on a national selective basis.
Before you get any substantial increase in such
business, you and your sales representative must
have a name for it that advertisers can understand.
Let's get away from this little, this belittling
word "Spot" with its double meaning and ambiguity. Let's give this great advertising medium a
name worthy of its size. National SELECTIVE
Broadcasting tells the story.
If you agree, or ciisagree, your opinion will be
very much appreciated.

• New York, Boston, Detroit, Atlanta, Chicago, Los Angeles, San Francisco

Paul H. Raymer Company, Inc.
2>GG Madison Avenue
New York 1 7, N. Y.

I I I approve
I I I disappro
r' ve
I suggest the name
Name

....

spot

04lllf, . . .

WMIX
THE RICH
DOWNSTATE
MARKET

WMIX-AM
WMIX-FM
"Southern Illinois' Most Powerful
Radio Voice"

No. 2 Radio Center, Mt. Vernon, III.

only

stations that cover the

entire rich

Downstate

Market with

both AM

idea to obtain acceptance that they supersede station management or program departments. Not being involved in the
daily operations of a station they are able
to be the outside authority looking in,
that's all.
For years something of everything was

information on their stations' rate cards.
The NAB later took up this campaign on
a national scale, but it was station representatives who first sold broadcasting executives on the necessity for uniformit>' if
national business was to be obtained in
a sizable quantity.

not spice listening — it loses it. It took a
great deal of station education by representatives to get this idea across. They
tried to do it not because they were sold
on block programing but because they
found their sales activities seriously

Station representatives frequently are
instrumental in the shifting of an outlet
from one network to another. This is so
not because of the representative's predilection for one web over another but

ILLINOIS

the

mitted in a station break. Another rate
card used time as a marker. Even those
that used wordage as >ardsticks differed.
One limited them to 25 words. Another
listed 40 words. For time some listed 15
seconds, some 20. Some cards said no
transcriptions for station breaks and
others refused sound effects or jingles.
One of the first major contributions
made by station representatives to the
broadcast advertising field was uniform

Illinois
and FM

"ideal" programing. Then block programing raised its head and studies revealed (see block programing report in
this Fall Facts edition) that variety does

hampered unless their stations were
block-programed.
There are many other facets of station
operations in which the station representative finds himself involved for the sta-

tions', the advertisers', and his own best
because under existing conditions affilia- interests. Typical of these is the question
tion with one chain instead of another will
mean more business. For instance one of local salesmen's recompense. If a station isto have a well-balanced advertising
station with a major network affiliation of structure, with local, national spot, and
several years' standing was operating in network advertising well interlarded, then
the shadow of a 50,000- watt affiliate of the it must pay its sales personnel on a basis
same network and thus had in-town listen- that will prevent them from selling every
ing only. In the same area another top time availability to special local
smaller network virtually was not heard
clients. There's a way of paying local
at all due to a poor signal from the sales staffs that prevents this and many
nearest station carrying its programs.
station representatives have suggested it
There was a waiting audience for certain to their stations.
programs
of thata switch
chain.in On
the rep's
The station representative may have
recommendation
networks
was
started
out as a time peddler but today
made. The station increased its audience,
and coverage as well. As a result the
station representative tripled the outlet's
national spot business, advertisers received more for their dollars, and listeners
in the area had a better-balanced broadcast service. A casual study might indicate that it was foolish for the station to
change its affiliation from a major to a
minor network. But a station representative who could forget the obvious
and who knew business and listening conditions could advise the station correctly.
Station representatives don't want the

he's a first-rate management consultant as
well as a sales representative. That dual
capacity goes for the firms with top billings as well as those at the bottom rungs
of the ladder. In some cases a station
representative has been known to go
along for a year without making his first
national sale for a station, working
the full 12 months to build up acceptance
for the station. It seldom takes that
long, but a good station representative
works with a station to make certain first
that it has something to sell.

* ♦ *

More people are listening

at one sinsle low rate.

940 kc

94.1 mc

National Representative
John E. Pearson Company

64
■

>4^\v hK*»l 4>iillol$i» clovohip iK^w ilialiiiju;
liabil^i m po$>ii\var slaliou oxpau^iou
Dialing habits are changing. In March
and April sponsor revealed for the first
time the confidential trend information
which the A. C. Nielsen research organization had been charting for the networks and leading advertising agencies.
The
shift in accent,
from
network

listening to independent stations, has
been slow but consistent. The size of
the network audiences hasn't decreased —
has, in fact, increased. But the chains
are not collectively reaching as big a
share of the audience as they did up to
( Please turn to page 68)
SPONSOR

SHOULD WE RUN HIM IN THE PREAKNESS, MA?
Ma doesn't know it— but you can't start a horse in a race at ANY

Maryland track

f simply by saying "1 want him to run. "
But Baltimoreans know THAT . . . and a lot more about horse racing. They're
well up on other sports, too! Baseball, football, basketball, boxing and ALL
other forms of athletics get their enthusiastic attention.
That's why so many

radios

tune to WSID

every weekday afternoon when our

CLUB BALTIMORE AND THE ALL SPORTS] PARADE
is on the air.

This popular four hour show is block programmed

with famous

bands, big time vocalists, split second sports results and last minute news patterned
not only to entertain but to move merchandise.
If Baltimore and its environs are
on your salesmap and you want
to reach the mostes' people for
the leastes cost, you'll do well to
talk to Forjoe about this 1000
watter — Maryland's most powerful independent station.
JULY

1948

WSID
BALTIMORE

21,

MARYLAND

Represented nationally by FORJOE

& CO.
65

May, reflecting the seasonable decline of all broadcasting advertising
is off ten points from the previous month. Only soaps and cleansers ran
contrawise to the May trend. Business in all territories is off in
proportion, with the Pacific and Mountain areas suffering a loss of
spot business to a greater degree than all other areas. It dropped
from 116.6 to 70.8, which is lower percentagewise than the business

spot
trends

in any other section except the south. Despite the fact that Colgate'
Palmolive-Peet has dropped a sizable proportion of its broadcast
advertising the soaps, cleansers, toiletries classification is still the
only industry that has held up against the seasonable trend.

Bdsed upon the number of programs and announcements placed by sponsors with stations
and indexed by Rorabaugh Report on Spot
Radio Adverlisinn. Spots reported For month
of September 1947 are used as a base of 100
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2,280,000 radio families
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TnmminitTnnn
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WE

KNEW

IT WAS

HIGH

- (hs^ !
LOOK

AT THIS i

W/IU
6S5
A

spot taken by itself is not objectionable.
Adjacency can be controlled on the web;
it's almost impossible to control on a
station basis. Deodorants are acceptable
on ABC stations if they're handled by
women commentators as live commer-

Sun. thru Sat.
we

have

no

quotable

authority we

hear from

reliable sources that this is the highest figure in the
nation for major market stations.
If any major market station has a higher figure we'd
like to hear about it.

Let HEADLEY-READ give you the complete WALA story
and the facts on the phenomenal growth of the Mobile
market.
* HOOPER

STATION
LISTENING
OCT. •47-FEB. '48

WAU

The major networks and the owned and
operated stations of all four chains will
abide unreservedly by the NAB code. In
most cases the standards of practice at the
networks will be more stringent than
those established by the Association.

their use on a spot basis on their networkowned stations. It's ABC's feeling that
adjacency can cause a recorded spot announcement to be offensive even if the

SNARE OF AUDIENCE RATING
6:00 P.M. to 10:30 P.M.
While

for all inclu$«iry

NBC's recodified standards, the first revision since 1941, will be released some
time during July. CBS and ABC will
continue to issue no set of rules and regulations but to judge each problem on the
basis of past policy. Mutual will have a
new book of rules and regulations available shortly.
NBC and CBS will not accept copy on
laxatives, bromides, or reducing aids.
ABC and Mutual will accept them on a
network basis, but the former frowns on

IN MOBILE

HAS

The Code

INDEX,

NBC.5,000 Watts
MOBILE

cials.
Advertising claims must be substantiated before any of the networks accept
them for broadcast. If an advertiser
states that more housewives use his products than other like products, adequate
lesearch backing must be available for the
claim for it to be permitted on the network air. Research must go further in
backing claims at NBC and CBS than at
ABC and MBS but it's all very relative.
All networks try to avoid sweeping claims
and go far beyond the magazines and
newspapers in refusing to accept copy that
can't be backed with facts. It isn't a
stiiving for virtue which forces this advertising copy control on the chains but the
fact that every air advertiser watches
every other advertiser. Since in the case
of many products there is actually no
significant difference between orands,
manufacturers monitor each other and the
nets zealously. By making advertisers
prove all claims, networks are also clear of
favoritism charges and Federal Trade
Commission and FCC investigations.
Network codes approach control of
what goes on the air from a positive viewpoint this year. They deal more with
what can be said— net what cannot. * * *
67

spot

ONE

MORE

BUYERS
\ini <airt j.'o wriMij:
with \hv I.O(ML(M)()
iirhaii aiicl iiiial rt'siiivuls 4.f Wjm/s 324 omit} <o>t'ia«rt' area,
riu'v have the buying
power to make your
<-ani|)ai<;n pay. For
families here have tiie
hi«ihest average ineoitu' of any similar
area in the South —
well over 82.0(10 a >ear.
. . . MaUe your plaus
mtw to eash in on
W JUL and its one
million huyersl
FULL-TIME STATION
PRIMARY COVERAGE

IN THE

NORTH-EAST

TEN-

NESSEE, SOUTH-WEST VIRGINIA AND WESTERN NORTH
CAROLINA

At night both old and new licensees
share in the increased listening to unaffiliated ourlets.

i CUmtinui'd Jnnn page 64)

MILLION

ONLY
WITH

LISTENING

five years ago, for the audience has
^rown
of
it. more than their percentage share

.All IndLoc
Old Ind-Loc

Nighttime Share of Audience
46
'48 Change
11.6%
IS. 7%
+4.1%
9.8%
10.5%
+0.7%

It must be noted that these figures
are all for the first quarter of the year,
a period during which baseball is not on
1^46 the Independents collected a 14.8'7
the air. It is the belief of many that the
share of the audience. During the same
independent
stations obtain their greatest
period of 1947, the nonnetwork stations
audiences through baseball. Cuirent
reached 17.6';(' of the audience.
The independents have been holding Nielsen confidential trend report indicates
the dialers longer, as well as reaching that other programs are winning audiences for the stations which are on theii
them more frequentl>. In 1946 they
own in a market.
listened to independents 39 minutes a
The nighttime increase is in part
da\, in '47 they listened 50 minutes
traceable to nighttime sports which are
daily, in '48 63 minutes a day. These
figures are all for first quarter of the year. becoming more and more of a leisure
In the April issue, as an indication of time factor throughout the nation. The
how independents obtain a major share growing importance of the independent
of listening, sponsor presented a set of is credited to a combination of sports,
daytime listening figures purporting to news, and music.
Nielsen's figures on the growth of
represent listening in Hot Springs, Arnonnetwork stations and netwoiks durkansas, as shown in the NBC "Most
ing the period between the first quarter
Listening" survey of 1944. The figures
were actually for Foit Smith rather than of 1946 and the first quarter of 1948
cover a different reporting span than
Hot Springs, in which town the independents didn't rate at the survey time. sponsor's report on the network changes
To indicate just how different listening since BMB. Since his figures should be
can be, the Fort Smith figures are re- referred to when weighing the dialing
peated and the Hot Springs check-up habit changes, they are given here:
The most recent Nielsen report indicates that during the first quarter of

reported for the first time.
Ft. Smith
Hot Springs..

NBC
CBS
.ABC
56
2
2
10
68

MBS
Ind-Local
..
40
22

These towns are good examples of why
it's essential for a sponsor to check
listening in every town he covers. Dialing
is a local thing.
In the da> time it is the newly licensed
stations which have increased the independent stations' share of audience. The
da \ time share of audience of independents
for the first quarter of the year, '46 vs.
'48, looks like this:

MARKETS

Daytime Share of -Audience
'46
'48 Change
.All Ind-Loc
Old Ind-Loc

17. S*",
16 5%

23.5%
14.8%

+5.7%
-1.7%

Ind-Locals:
MBS
.ABC
CBS
NBC

Stations .Added Since 1946
392
186
23
IS

The entire changing broadcast picture
must be viewed with an e>e to what has
happened to radio families in the U. S.
On another page in this issue the latest
BMB radio family figures for the nation
(released at the end of June) aie piesented. The U. S., from a potential radio
audience basis, has increased in i wo \ ears
from 33,988,000 families to 37,623,000
families. That's an increase of slightly
over lO'^f and gives America's broadcast
advertisers 3,635,000 more homes to
sell to.

* * *

Network programs for local sponsors

On .>lltS «iii«l Alir <<f«ilioiis. ^poiiMir^i buy
iivt^r .S15.000.000 in linii^ ior 4*o-o|i mIkiwk

5.000 W

910 KC

JOHNSON CITY, TENNESSEE
Nat. Rep. John E. Pearson
C

68

costs the average regional or local
Mutual sponsor less than 33';/7 of the
charges for time to buy a network program over one station or a group of stations. The fees (as indicated in the listing
of
network
programs available for local
MBS co-op programs will exceed $1,736,Please turn to page 73)
OCK) a vear
about $33,386 a week.
It

Time purchased in connection with the
local sponsorship of network-produced
programs will exceed $12.0(X),(K)0 this
fall. MBS' alone account for $6,000,000
of these time sales. The talent costs for

SPONSOR

6:ZQ-im

P.M.
//

Joan Brooks
JOAN

BROOKS,

ilson Angel and
hn Connolly and
orchestra of 17.
Sponsored by
. Sauer Company,
ooperoting 8.0

"Quiz oShow'
f
7:00-7:30

P.M.

Two-city hookup
with cast of 1 1.

Two Cities"

Sponsored by
Southgate

Saturday Nite Samples
of Local Showmanship
Saturday night is not "the lonehest night
in the week" for WRVA hsteners. The reason
is the superb showmanship of WRVA-pioduced
programs (and their Hooperating!).
WRVA has the "know-how". The talent.
The stars. The abihty. The showmanship.
The Directors. The Musicians. The Producers.
And last— but not least— the Sponsors.
The record of renewals proves our production.
We can do as good for you! Put your
"down South" sales
contact Radio Sales. problem in our lap, or

WRVA

Foods,

Inc.

Hooperating 13.3

8:00-8:30

P.M.

Old Dominion
//
with SUNSHINE

SUE

and cost of 18.

Barn Dance"

Sponsored by Bailey's
Supreme Coffee.
Hooperating 18.6

8:30-9:00

P.M.

"Old Dominion
an entirely different

Barn Dance"

(licUfno*uL and

program by the same
cast. Sponsored by
Butterworth
Furniture Co.
Hooperating 16.6

JULY 1948
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For the sponsor #interested
in sales, Singin' Sam presents a unique
(>|>portunity.
For never in radio's history has there been a personality
like Sam • . . never before a program series with sueh an outstanding
record of major sales successes unbroken
by a single failure.

1

,' 1

'

t
These
are strong slat«Mnents
that carry tremendous
weight
with
',
|)rospective program j)urchasers ... if sup|)orteil by facts.
Vud facts
1!
j
we have in abimdance . . . high Hoopers, congratulatory letters, expressions of real a|)preciation
by advertisers
themselves,
actual
before and after stories backed with the concrete figures.
^^^^^^^^^
1 Ins J.)-minutc
transcribed
program
series is tlie show
^^
M
^^
^W
^
^^H
you nee<l to produce
results.
Write, wire, or telephone
^W
TSl

for

full

details.
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A. COiTEUO

MAITIN

ACRONSKV

NfWS

■AUKHACE

News

BELIEVE

Drama

IT OR NOT

AUC
ABC
ABC

Faiuily
Family
Family
Family

NBC
MBS

Family

CECIL BROWN

News

CAPTAIN MIONICHT

.Serial dnuna

MBS

Juvenile

NANCY

liitervievr

ABC

Women

MBS

Family

CRAIC

BILL CUNNINGHAM

News

ELMER

News
Comedy

DAVIS

ETHEL & ALBERT

Family

ABC
lABC

FINAL EDITION
FISHING AND HUNTING

CLUB

CEDRIC FOSTER

News

NBC

Sports

MBS
MBS

News
C'onmientary
Variety

RADIE HARRIS

C'onuiientar>'

MBS

HEADLINE

News

HEAHER'S

MAILBAG

15 min. 5, wk

$S-$280

15 min, 1/wk

tlS-1335

IS min, 5 wk

$6-1350

HAPPY GANG

GEORGE

News

HICKS

CBS
ABC
ABC

INSIOE OF SPORTS

Sports
Comedy
IT PAYS TO BE IGNORANT
JOHNSON

FAMILY

KALTENBORN
HENRY

Drama
News

U COSSITT

News

MBS
CBS
MBS

LEWIS JR

News

MBS

ROBERT

MC CORMICK

News

NBC

Drama

MBS

BOARD

ME AT PARKY'S

MEET

THE PRESS

15 min, 1 wk

S2 SO-tUO

15 min, 5 wk

t7.5O-M20

15 min, 5 wk

$6-1350

Daily adventurer of young married couple and chiU

15 min, 3 wk

$6-$168

lAte edition with Morgan Bratty, Washington

30 min, 1/wk

$5-$280

Advice and sports tips to 6i«hers and hunters

15 min, 5/wk

$5- $280

Commentarj- on domestic and foreign news

15 uiin. 5 wk
Family
Women
Family

$7. 50-1560

15 min, 5/wk
30 min, 5 wk
5 min, 5/wk

Women

Men
Family
Family
Family

15 min, 5/wk
15 mm, 5/wk

News

MBS

MR. PRESIDENT

Drama

ABC

JOHN

NESBITT

Commentary

MBS

NEWS

OF AMERICA

News

30 min, 1/wk

15 min, 3/wk
Adult
Adult
Family

Drama

KATE

SMITH SPEAKS

SUPERMAN
TELL YOUR
TOWN

NEIGHBOR

TAKE

News comment

MBS
ABC

ALL
."^ports

CBS
ABC

HARRY

WISMER

WORLD

NEWS

ROUNDUP

WORLD

NEWS

ROUND. UP

WORLD

NEWS

ROUND-UP

WORLD

TONIGHT

Quii

NBC
N'*-

N. V.-

N.>«
Ncwj

CBS

Dramatizations of the news and interviews

$5-$280

Emphasizes human interest

Slapstick comedy featuring Tom Howard

$10-$750*
»5-$280
$9-$400
$6-$560

$5-$500

30 min, 1/wk
Family

One-man show, Jimmy Scriboer playing all parts
National and international news and topics of the day
Unusual anecdotes, stories, interviews
Commentary- on the day's news from the nation's capital

30 min, 1/wk

$7.5O-$1000
$5-$280

News
Discussion of listener's problems
Comedy with Harrj- Einstein as Park}-akarkus
Press conference with news figures on air

Family
30 min, 1 wk
Family

Family

Juvenile
Women

r-$360

15 min, 5/wk

$7.50-$560
30 min, 1/wk
15 min, 5/wk
15 min, 5/wk
15 min, 5/wk
60 min, 1/wk

Adult
Family

Men
Family
Family

CBS
NBC

Canadian homespun variety show

Daily coast-to-coast sports show

$10-$280
30 min, 1/wk

Women

MBS

Heatter discusses items from his fan m:iil

15 min. 5/wk

MBS

.Serial drama

Forum

MEETIN6

WINNER

News comment

Well-known authority on world events, direct from D. C.

News with women's slant.

15 min, 6/wk

CBS
MBS

Veteran news reporter's comment on the inside of news

$6-$280
$2-$270*
$5-$210

$5-$2S0
15 min, 5/wk

Family

THE SHADOW

Chatty, informal interviews with guest persooalities

Movie gossip, interviews with HolU-wood stars

15 min, 5/wk

15 min, 5/wk

MBS
Comed>'

Commentary' on domestic and foreign events
Juvenile serial drama

»5-$280

Family
MEET

Based on Ripley's famous cartoon

15 min, 5/ wk

Family
MEDIATION

News reporu and commentar)' from Washington

Family

NBC

FULTON

Early morning news commentar>- din>ct from Washiogtoo

»5-t280

$10-$560

EDITION

Slji|AAtiL-k LuUied>'

15 min, 5 wk

Family

Men

JIS-WOO
»>-t336

15 min. 6 wk

Family

MBS
MBS

GABRIEL

Women

Muita, l.wk

Family

$2-$324'
$7.S0-$1000
$o-$280
$5-$280
$10-$420

M\-8ter>- drama; Bret Morrison as Lamont Cranston
Conunentaries with woman's angle on variety of topics
Based on comic strip character of same name
Over-the-back-fence stories, hints, anecdotes, news
Forum on questions of the day
Studio quiz show

15 min, I /wk

$3-$84

15 min, 6 wk

$4-$S40*
$12-$280

IS min. 6 Nrk

IS min. 7 wk

Unusual stones of people and things
Reports from conespondents throughout Sutes

$5-$500

30 min, 5/wk

IS min, 1 wk

Edward .Arnold in true incidents from lives of Presidents

Coverage of the week's major sports events
John C. Swayie. New York; Leif Eid. Wash., pick-up
Remote news pick-ups from domestic and foreign points

$4 $56
$2-$324*

World news, pick-ups; John McVane. Washington
News of world; ot-erseas pick-ups

Adult

•E»lini»led by .SPON.^OR.

$2-$324*
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CO-OP PROGRAMS

originate at their local outlets.
Whereas last season department and
{Continued from page 68)
clothing stores led the parade in sponsorship of co-op programs, this fall it will be
sponsorship in this section) arc often
automobile dealers and automotive supbased upon a percentage of the station's
ply stores which will be in the number one
national evening hourly rate for time.
position. There are many more departMBS's highest talent charges last
ment and clothing stores buying these
season were for a program which will not
co-op
programs
this year than last, but
be offered this fall, Information Please,
with so much anti-automobile dealer
for which 60% of the national nighttime
hourly rate was assessed. The most eX' news appearing in the press, the progressive auto retailer has decided to
pensive (40^^ of nighttime hourly rate)
spend even more money in radio via
other MBS co-op programs are Meet Me
co-op programs to clear his name.
At Parky's, John Nesbitt, Kate Smith,
Many of the auto dealers on the air
Fulton Lewis, and Happy Gang. Most
have nothing to sell. Most of them have
other MBS co-ops are priced in the region
backlogs of orders which will keep them
of 20'^r^ of the base rate.
currently
in business regardless of adverThe second biggest network in sale of
tising
but
they are looking ahead to the
network programs for local sponsorship
is ABC with 13 programs available on a day when buying conditions will shift in
spot basis (MBS has 18, CBS has six as favor of the consumer and they aim to
build continued acceptance while the
has NBC). Co-op time sales on ABC
cash
is rolling in to pay for advertising.
stations will be over $3,000,000 a year,
Another group of retailers who are
with talent costs above $1,000,000. While
MBS has made the greatest progress using co-op programs to maintain consumer acceptance of their business induring the past year — with a 100% integrity are building material supply men.
crease in number of sponsors (900 to
They
rank
fourth among sponsors of
1800) as well as an over-100% increase
network programs on a local basis.
in the number of actual network co-ops
Third in rank order among sponsors of
sponsored on the air (675 to 1359),
co-op
programs are the retailers of home
.ABC has also made a sizable advance,
furnishings.
While there are still shortwith 22% more sponsors for ABC netfurniture dealers ranked lower than tenth
work programs on a local basis than a
among sponsors of co-op programs.
year ago (650 to 790).
Today they sponsor more than 10% of
CBS's 1947-48 bigtime comedy venture
all
co-ops on the air.
into the co-op field, the Joan Davis proNews programs still lead all types of
gram, didn't intrigue enough local or
regional sponsors to justify its continu- network programs locally sponsored.
Fulton Lewis is number one on MBS,
ance to Miss Davis or to CBS. CBS's
most successful co-op show in producing Martin Agronsky leads on ABC, NBC's
sales for sponsors is Winner Take All. World News Round-up has the most
However, the record of It Pays to Be sponsors on its affiliates, and CBS reports
Ignorant is also ample proof of what an World News Roundup has the most
important network program can do for sponsors on its affiliates and CBS reports
local or regional sponsors. Ignorant is retailers buy more of The World Tonight
sponsored on 13 CBS stations by Goetz than any other CBS co-op.
Most of the network programs proBrewing Company of St. Joseph, Mo.,
duced for local sale are broadcast in nonand Potts-Tumbull Company of Kansas
network
time periods. Since this time
City, the Goetz advertising agency, has
cannot
be
preempted by the web in favor
done an unusual promotional job on the
of
a
national
sponsor, the local adverprogram to the 2700 dealers who carry
tiser is assured of protection on his
the Goetz brew in the area in which they
sponsorship as long as he desires to pay
sponsor the program. Co-op stars are
for it. In some cases local sponsors have
as willing to work with advertising agento
commit themselves to longer than the
cies to give their programs the extra
promotional push required as are the 13-week periods that are usually required
in broadcasting.
stars of any big network program. In
Sponsors generalh- are under same conman>- cases the stars of the co-op proditions as on network programs but in
grams make special e.t.'s to introduce
the local commercial. That this is effect- some cases the personality on the program
ive is indicated by the fact that thousands prohibits certain types of advertisers.
Cecil Brown, as an example, does so to
of listeners, in cities where the e.t.'s cue
dentists
and morticians.
Wliere prothe local commercial, have written to
their stations asking. for tickets to the
broadcasts thinking that the programs
JULY 1948
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Effective radio?

Listeners at lowest cost!

That's the WMIN

story in the Metropolitan

Minneapolis- Saint

Paul

Market

where

nearly half Minnesota's retail sales ore
mode. And you get high-power FM coverage at no extra cost. Any Forjoe man will
welcome

the opportunity

to prove

to you

that WMIN does sell Minnesota's better
half at lowest cost. Ask about WMIN now.

ST.

PAUL

REPRESENTID

• MINNEAPOLIS
BY

FORJOi

A

COMPANY

BILLION
. 1 'A
DOLLAR MARKET
spreaii over two states
Take

our BMB Audience Coverage Map, match it witti the

latest Sales Management "buying
power" figures, and you'll see
that KV^FT reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our "reps" will bring
you all the facts, as well as current availabilities.
Write
today.

KWFT
THE TEXAS-OKLAHOMA
Wichita

Falls— 5.000

Watts— 620

STATION
KC— CBS

Represented by Paul
H. Raymer
Co., and
KWFT, 801 Tower
Petroleum
BIdg.,
Dallas

Report on page 138
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spot
Spot contests and offers

I.IM'ill
>ii2lli4»ll
|ll*l»llll»ii4»IIN
»■*«' lii;;;li in 4»i*i^iii«iliiv Imi
Local radio contests arc an effective
foini of promotion. Often thc> duplicate
on a limited scale the effectiveness of

contestant was feted on the station's
opening night with all of Hollywood s
glamor. The promotion built listeners for
W WDC both AM and FM.

I'lM^flK'Uflv
Immiw
Iimi

coast-to-coast promotions. Often, too.
they take their cues from the network
promotions and cut a national formula
down to local size.

his hit;hly successful Mrs. Hush, and
Walking Man. Their counterparts are
current in local radio. . FM-promoter
Ben Strouse put WWDC-FM on the air
in the nation's capital with a $5,50C
"Mr. FM" contest. More than 25,000
contestants tried to guess the identity

Ralph Edwards started a veritable
epidemic of network contests based on

of "Mr. FM" (who proved to be Peter
[Donald, radio comic), and the winning

In Maryville, Tennessee, the Supreme
Foods Company staged their own version
of the "Hush" formula on WGAP with
aWhile
program
the
$10 daily,
learned not

called: $160
Gjh jackpot
YOU Find
Her''
initial
mounted
female residents of Maryville
to call a cop if anyone stopped

them and asked: "Are you Miss Supreme,
the Supreme lemonized salad dressing
girl?" Again, program listening jumped,
and store sales mounted. Station WHBS,
Huntsville, Ala., conducted a "Mr. X"
(Please turn to page 140

CO-OP
Independent

Block

ProgramminQ

PROGRAMS

(Continued Jrom page 73)

1
I
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grams are sponsored on partial networks

Definitely

Pays

Off

in Results!

MORE LISTENERS PER DOLLAR IN MEMPHIS

b> one sponsor, it's usual that this sponsor
prohibits advertisers in the same line from
buying individual stations. For instance,
since Colgate-Palmolive-Peet sponsors
Happy Gang in Canada where the program originates, no soap sponsor is acceptable on a local or regional basis.
Success stories of sponsors who are buying these network packages on a local
basis are numerous. Because department
and specialty stores still look at broadcasting askance, the fact Steams of
Boston has tested "specials," unsupfxjrted by any other form of advertising
I even signs in the store itself), is es-

WHHM
Mid-South's

only

Mempliis,

Patt

McDonald,

hour Station

Tennessee

Steams featured a "radio special" of
top coats at $35 during its first week on
the air this spring. The offer was made at
8:02 a.m. By 5:30 p.m. 35 coats were
sold. Total sales of this coat directly
traceable to this one broadcast were over
100. Another department store that has
found the sponsorship of a co-op program
effective is Strouss-Hirshberg of Youngstown. It uses Winner Take All and
has found, as have so man> other sponsors of audience participation programs,
that these programs pull a sizable fern-'
inine audience and one that shops de-

Manager

FORJOE

I

24

pecialK noteworth\ .

&

CO.,

representatives

partment stores. S-H doesn't, as most
department stores do, make charges
against each department that uses advertising on the program but allots time on a
storewide basis. Thus ad-pressure can be
placed where the store management feels
it needs it and without individual department pressure.
S-H feels that the program and radio
advertising rises above normal department store policy.
» . •
SPONSOR
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The new niediniii . . .

It's now a huge going concern
Commercial status

Who is sponsoring television; ivliy, hoiv
ivlien, and to i;%4iat advertising effect
Television is selling merchandise in
practically every area where there are
over 1,000 receivers installed and even in
some areas where only 500 sets are operating inhomes. In this Fall Facts edition,
SPONSOR presents the third group of 12

accomplished through few other advertising media.
Cigarette firms are also high among

"Capsule Case Histories" on TV results.
In the 36 sponsor studies presented thus
far, sports are the program type doing the
best selling job. The product using TV
most successfully to date is beer, due in
great part to the fact that the saloons and
bars are among the first in every area to
acquire sets and to promote TV. Thus
beer is able to reach the home and the
point of sale at the same time, something

television spots and programs. They're
still experimenting to find the correct
visual program vehicle but all their budgets have healthy allocations for TV.
Luckies are trying a whodunit and have
tried a half hour of entertainment from

JULY 1948

TV's sponsors, with most of the leaders,
Lucky Strike, Camels, Chesterfields,
Philip Morris, and ©Id Gold, using both

Broadway's stages. Old Gold and Chesterfield are sponsoring baseball. Camels
have committed themselves to a newsreel and Philip Morris has thus far re-

stricted itself to station break spots.
Department stores, early owners of
broadcasting stations but unenthusiastic
recently about the medium, have been
sold time on many TV outlets and have
found that television sells both fashions
and home furnishings. The department
stores are not using the visual advertising
medium for prestige but to produce direct
sales in the same manner in which they
use newspaper space. In practically every
city where tliere is a TV outlet there's at
least one department store experimenting
with the medium. They have been subjected to more TV promotion than any
other user of advertising. Because many
merchandisers have been intrigued with
intrastore telecasting (use of TV as an
advertising medium originated and viewed
in the store but not broadcast to home
receivers) they have had demonstrations
by Allied Stores, RCA-Victor, GE, and
75
DuMont.
Many of them have radio and

television departments and find the sale
of receivers profitable. Thus they have
dual reas<jns for using TV.
TV weathercasts are being sponsored
by a varied list of advertisers. Botany,
pioneer user of the medium, is still using

rom

4»o9

its wf)olIy lamb to "predict tomorrow's
weather," BVD sells men's shirts, and
Sanka sells caffeine-less sleep with weather
predictions. It's difficult to trace direct
impact of general advertising of the
Botany-BVD-Sanka type but all three
advertisers have uncovered consumer reaction to seeing it on television.
Food manufacturers and processors
were among the early sponsors in the TV
medium. Kraft and General Foods are
still spending a sizable budget on TV network programs. GF buttressed its employment of the visual medium with a
detailed study of its impact on the home.
This corporation is far more conscious
than are most advertisers of its public responsibility both as an advertiser and as
a food merchandiser, and its study
covered not only the advertising impact
of the medium but sociological implications as well. Its research was pro-TV
enough for the General Foods TV committee to recommend that the corpxiration
get into*tthe medium.

Krajt Television Theater has proved to
the sales and advertising managers of
Kraft that it can and does sell the product
it advertises. As sponsor reported in its
TV Results compilation for May, just a
few presentations of Kraft's MacLaren
Cheese created so much demand for this
limited-distribution and quality-priced
cheese that Kraft shifted its product mention very quickly to a mass product
(Kitchen Fresh Mayonnaise).
While a number of advertisers are
waiting until the networks are more extensive in order to justify the high cost
programs which are part of the medium,
others are going right ahead and planning
to cover the stations not linked with networks with films of their shows photographed off the face of the receiving tube.
Details on the costs of this and other types
of film presentations are included in a report on costs in this Fall Facts edition.
A rough projection of the total advertising expected to be placed on the more
than 35 stations which will be operating
before the end of the 1948-1949 season
comes to over $8,000,000. This isn't bad
for a new advertising medium which less
than a year ago was checking its advertising volume in thousands rather than
millions.

♦ * •

TV status
:T-I
y.

aiuonia* users at air*s visual inediuni

TELEVISION

STATION

WATV
CHANNEL.

The Family Station serving
Metropolitan New

York and

New Jersey, with 50,000 watts
of effective radiated power,
from 4 p. m. until 9 p. m. Wednesdays through Sundays.
76

Thirty-eight per cent of the sponsors
now using television are not using radio
and over 25% of them have never used
broadcast advertising before. With the
exception of the fashion field, very few
advertisers who have insisted they needed
a visual presentation of their product have
thus far turned to TV. Most successful
TV users are advertisers who have been
in radio before and, having learned how to
sell with the voice alone, are releaming
how to advertise on the air when a picture
can and does replace hundreds of words.

pyramid as soon as a few hundred receivers are placed in homes.
Growth which took years in the TVpioneer centers. New York, Chicago,
Hollywood, is taking months in new video
cities. Bar and grill customers added to
an amazing number of viewers per home
receiver constitute an audience ready for
advertising almost immediately. When
TV sets are few it's not unusual to find as
many as ten pjeople at a time viewing a
program. As sets obtain wider distribution the average number of viewers per

home drops as low as 4.5. Research indicates that for almost a year after a station
is expanding rapidly. The medium was brings visual programs into the home the
held back for a long time because of the average of viewers per home remains in
generally-entertained fear that it would excess of five.
cost advertisers hundreds of thousands of
Another reason why TV is making such
dollars before the end of the red ink rapid strides in virgin television areas is
period. It is not working out that way. that the backlog of program material deSome stations have come to the air with
veloped by other stations is available to
as many as 10 advertisers presigned. them. The better the programs the more
Others, in areas which have not been as quickly the audience grows. Two years
exposed to television promotion, start ago, the visual program cupboard was
with fewer, but find that advertisers
( Please turn to page 80)
the on
endtheof air.
June,TheBoston's
WNscene
ACTV Atwent
television
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WHAT'S

NEW

IN TELEVISION?

In the Merry, Merry Month of May. . .

52 ADVERTISERS
When 52 experienced, "show-me" advertisers buy time on this one Philadelphia
television station they must have had more
compelling reasons than just a desire to get
on the TV bandwagon.
It could be coverage. With WPTZ's new antenna
system topping downtown Philadelphia by almost
a thousand feet, the Philco station reaches out
roughly 50 miles to offer television service to
3,306,000 people! Here is one of the nation's fastest growing television audiences, already second
largest (42,000 receivers) in the country.
Or facilities perhaps . . . WPTZ's well equipped
studio, three complete mobile vmits, art and scene
shop, film production crew, 16mm
and 35mm

WPTZ
JULY

1948

FIRST

on WPTZ!

projection equipment, two-way relay to New York
for NBC network origination — jiist to name a few.
Or knowing how to use these facilities. Nine years of
actual television station operation coupled with
Philco's sixteen years of active television experience have produced at WPTZ what many consider
to be the best trained, professional staff and crews
in the business!
Or maybe it's the alacrity with which the boys in
the commercial department will tell you what WPTZ
and the Philadelphia television audience have to
offer you and your cUents. Drop us a note or, better
TELEVISION
—
yet, phone

PHILCO

Architects'

IN TELEVISION

BROADCASTING

Building,

Philadelphia

CORPORATION
3, Pa.

Telephone: LOcust 4-2244

IN PHILADELPHIA
77
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WIDE
ACCLAIM

A«lv4'i*fi««iii^
Aji^^^iK'ii^N wiili TV
AGENCY
CITY
K,

S

lor the Quality

ADVERTISING

COUNSELORS

ADVERTISING

INC

AITKIN

t

PhiU.

RErNOLOl

ODiahs

L..\.

ANDERSON

DAVIS t

ASSOCIATED

BASEBALL
TELECASTS

NY.
Cinci.

ADVERTISING

N.
N. Y.
Y.

AND BROWNING

& HERSEY

&

BOWLES

BERMINGHAM.

CASTLEMAN

WEWS
CLEVELAND

EARL

fidincs l>\ X /'.W .S IS « trcrnenilons fonriirti stop for television
in Cleveland.
'
Stam.ky
Anderson
Radio Editor
The Cleveland Press

BOZELL

& JACOBS

ARTHUR

BRAITSCH

BROOKE,

SMITH, FRENCH

Detroit

& DORRANCE

N. Y.

BUCHANAN.THOMAS

Omaha

BOWMAN

Chi.
Columbus

HAROLD

CABOT

Boston
Detroit

CAMPBELL-EWALD
CAMPBELL-EWALD

N. Y.
N. y.

CAYTON

N. Y.

CNERNOW

FIGURES

Ohio on

b COE

F. EBY
J. ENDERS

ELECTRIC

llirolllih
lidllcii. liarloii.

• WCPO,
Cincinnati,
Television)
• WNOX,

Ohio

(Now

Clevelund,
building

Knovillt. Tcnncsitc

/// llli'sc Sidii litis
l\riirc\rlllc(l hv

THE BRANHAM

No

No

G. Taylor Urquhart

No

Philip Rouda

No

Arthur Brait^ch

Yes

James B. Hill

Yes

Adam

No
No
No

Reincmund

Yes
No

No
Yes

Jan Gilbert
Winslow

H. Case, vp

Yes

Kenneth

Young

Yes

Earle McGill
Morton Junger

-

No
Yes

J. S. Stolzoff
James M. Daugherty, pres

No

No

Chester MacCracken

No

No

A. Carl Rigrod

No

N. Y.

Detroit
Bulfalo

L. J. DuMahaut
Adam F. Eby

Wash.

John Barnes

-

Thomas

Yes

Francis C. Barton Jr, vp

N. Y.
N.Y.

Ralph B. Austrian, vp

LAW

D. Luckenbill, vp

Oakland

GARDNER

N.Y.
St. Louis
N.Y.

No
Yes

-

Yes

John V. McAdams

No
Yes

A. Maescher

No

St. Louis

AD FRIED

No
No
Yes
No

No

N. Y.

NEWELL

Yes
No
Yes

Yes

Joe Brattain

R. FRENCH

Yes
Yes
Yes

Bill Copeland

N. Y.

FRANK-GUENTHER

No

John Sheehan

NY.

BELOING

Yes
Yes

Jr

No

Don Santo
Roland

Yes

Martini, vp

No

Yes

C. E. Glaggen, vp
Don Shaw, vp

& GANGER

No
Yes
Yes

Yes

No
Yes

Yes

Salt Lake

THE SCRIPPS-HOWARD
RADIO STATIONS
Ttltviiion— WEWS-FM,

Yes

William J. .Morris

Milw.

6ILLHAM

• WEWS
Ohio

No
Yes
Yes

ESTY

GARDNER

Dtirslitic iK: Osharii

No
Yes

WASEY

FOOTE, CONE &

GEYER,

Yes

Yes
Yes

WILLIAM

ALBERT

No
Yes
Yes

St. Louis

N. Y.

L. i. DUMAHAUT
ADAM

OAKLEIGH

^•.S/jfj

GENERAL

DONAHUE

& SHENFIELO

FEDERAL

from Television Receiver Distributors sliow 7100 Television
sets in
i>|i('r;ili(>ii ill Norlheaslern
•d hv
July 1, 1948.

CLIFFORD

ERWIN.

The Cleveland Indians

LATEST

OOHERTY,

ROBERT

Bii.i. Vkkck
J 'resident
land.^''

DAUGHERTY

Yes
Yes

William L. WeddeU

8YER &

No
No

Yes

Ray Ovington

BUCHANAN

JIM

Levy

Walter Craig, vp

Chi.
Prov.

CRAMER-KRASSELT

• "For those not fortunate enough
to attend the flames, I can say
from
my
oun
ohservation
that
It l\H S brittfis YOU a splendid
show. The station certainly is
entitled to toiiimendation for the
technical details and excellence of
the biiselHill telecasts in Cleve-

Malcolm

Yes
No

H. L. McClinton, vp

Phila.
N. Y.

LED BURNETT

• "I'lii' iinnoiiiKi-ntrnt oftclifdntiiifi
(if (ill (.Icicldiid Indians home

K. Knipe, vp

.\. Y.

BOTHWELL

No
Yes

WickclifTe W. Crider

N. Y.
PitUburgh

Yes

Jack Anderson

N. Y.

A PIERCE

Blow
W

Aubrey F. Watson
D. Langan

Sam

FILM OEPT

Yes

A. R. Tripp, vp

BAUER

BENTON

COMMl

Yes
Yes
Yes
No

William Doty Edouaide

BBO&O
ADRIAN

OVER

PLATTE

N. W. AVER
BADGER

lli^p'i^i

TV STAFF

BiU WeUb

ALLIED

ol

SUPERV

Hufklcigh Oxford, owner
Richmond

KYNETT

ALLEN

TV OEPT HEAD

COMPANY

IIIIIIIIIIDIIIIIIIIIIIIDIfllllllllllOIIIIIIIIIIIIDIIIIIIIir

Victor Bell

GOTHAM

N.Y.

GREY

N. Y.

Arthur A. Kron, vp

Yes
Richard .Man-in
W. E. Jones

HENRI. HURST k MC DONALD

No

HICKS k

GREIST

N. V.

Peter A. Krug

CHARLES

W.

NY.

William Philip Smith

Yes
No
Yes

u ;!ton Buttcriield

No

HUTCHINS

Boston
N.Y.

H. Pierson Mapes

No

JACKSON

N.Y.

Julia T. Lucas

No

NY.
Wash.

Walter Wai«

No

HOYT

H. B. HUMPHREY

DUANE
KAL
KAPUN

JONEt
EHRIICH
&

&

MERRICK

-

V

-

-

Yes
No
Yes

Alvin Q. Ehrlich, vp

BRUrK
\

Yes
Yes

' \|.,rv.„

I

Hm,(v...L-

vp

'

Yes
V-

'
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SPONSOR

% Here's the way the Brown &
Williamson Tobacco Corporation and
its advertising agency, Ted Bates, Inc. —
York, build sales and profits for KOOL
Cigarettes: They reach plenty of people
. . . with plenty of announcements . . .
on plenty of stations from coast to
coast.

that's bought
selling.

It's a big
you know
Williamson
advertising

\\ by not try flexible, powerful, profitable Spot Broadcasting yourself? Ask
your John Blair man about it.

And why shouldn't it pay? Each station in each market is picked on merit
— regardless of network affiliation. Each
announcement is aired at a carefully
selected time with a large measured
audience. And every second of time

typical Spot Radio job and
it pays because Brown &
keep at this hard-hitting
52 weeks a year.

JULY

1948

solely to

JOHN
BLAIR

*Spot Broadcasting is
radio advertising of
any type (from brief
announcements to fullhour progratns) planned and placed on a
flexible market-bymarket basis.

Offices in Chicago • New York • Detroit • St. Louis • Los Angeles • San Francisco

is devoted

& COMPANY
!

REPRESENTING

LEADING

RADIO

STATIONS

79

^

TV

CITY

STATUS

TVOEn

AGENCy

{ContutHt'il Jrum page 76)

M

bare. Today there are hundreds of topdrawer programs available, including
Korda films. At one time if a station
wasn't within a coaxial cable service area
(and few new stations were) it had to
improvise all its program material.
Today, television transcriptions of visual
programs of good quality are available
from DuMont, NBC, and through Paramount Pictures.
Directors are also discovering that with
a little camera ingenuity local talent can
provide engaging entertainment. One
Baltimore station has scanned as many as
38 locally-originated studio shows in one
week. The programs might not satisfy a
Hollywood motion picture director, but
their intimate home-town quality gives
them their own local appeal.
Some TV commercials have already
stepped out of the radio rut. Lucky
Strike's "marching cigarettes," Camel's
specially-photographed "experience" and
"T Zone" endorsement, and Chesterfield's smoke rings, all capture the
viewer's real attention.
Television has come far along the road
to becoming the great broadcast advertis♦ ♦ *
ing medium that it will be.

EVANS

RICHMOND

WESTHEIMER

HENRY

J. KAUFMAN

KIESEWETTER,
KIRCHER,

WETTERAU

HELTON

A BAKER

ft COLLETT

LANG. FISHER ft STASHOWER
*L PAUL
LENNEN

&

MITCHELL

MARSCHALK

&

No
No

No

No

N. Y.

Carl Mark
Gerald Law

No

A. M. Holland

Yes

No

E. J. Whitehead

No

-

WiUiam H. Vilas

Yes

L. A.

James C. McCormick
Lee Cooley

N. Y.

OAN

MEYERHOFF

No
Yes
.No
No
Yes

L.
Chi.A.

Yes
Yes

NY.

Hilly Sanders
Laura B. Mang

NEFF-ROGOW

N. Y.

William Pierce Brown, vp

No

NEWELL-EMMETT

N. Y.

George Foley Jr

No
Yes

MOSER

ft COTINS

OLIAN
OWEN

ft CHAPPELL

Chi.
N. Y.

PECK

N. Y.

PEDLAR

N. Y.

ft RYAN

Chi. City
Jersey
CORP OF AMERICA

Davenport

MEYER

ft BROWN

ROSS. GARDNER
A. JAMES

ft WHITE

RUTHRAUFF

No

Albert A. Fiore

No
Yes
Yes

W. S. Henderson, vp

No

N. Y.

Irving Rosen
Arthur Rosenberg

Yes
Y'es

Frank Ryhlick

Yes

Bertram Feinberg

No

Frank M.Baker

L.A.

SCHECK

E. Grant Scheck, vp

Chi.
Chi.
N.Y.

Jack Simpson

SIMONSMICHELSUN

H'wood.
Chi.
Detroit

Phil W. Tobias Jr
A. Glenn Kjker

SMITH. BULL ft MCCREERY

Pittsburgh

Maylield Kaylor

RUSSEL
SHOW

M.

SEEDS

PRODUCTIONS

SIMMONDS

SMITH,

& SIMMONDS

TAVLOR

&

HOWARD

0.

STEERE

ARTHUR

W.

STOWE

Detroit

J

WALTER

WILLIAM
LUTHER

ft MCKIM
THOMPSON

WEAVER
H
R

WEINTRAUB
WEISSER

WINIUS-ORESCHER-BRANDON
WOLFE-JICKLINGDOW
ft

RUeiCAM

ft CONKEY

Yes
No
Yes
Yes

-

No
Yes
No

Yes
Yes
No
Yes
No
No
No
Yes

No

Yes

No

No
Yes
Yes

Yes

Yes

No
Yes
Yes
Yes

N. Y.

Harrj- Tr«nner, vp

Boston
Joseph R. Weisser
Vernon L. Morelock

No
Yes

No

J. A. Christensen
Pst Weaver

Yes
Yes

80

No

Yes
Yes

Don Gardner

N Y
YOUNG

-

John V. Reber, vp
Stevens P. Jackson

Detroit

No

Arthur W. Stowe

St. Paul

St. Louis

Yes
No

John Ci. Maupin

N. Y.
WARREN

WILLIAM
JOSEPH

Cinci.
N. Y.

Charles R. Stout

-

Yes
No
Yes

Thomas J. MacWilliams

JENKINS

L.A.
STRAUCHEN

Adrian Samish

No
No
Yes

No

Earl Bronson

SCOTT

-

No

No
Yes
Yes

Rozwell Metzger, vp

ft RYAN

&

George B. Bogart, vp

J. Edward Boyle, vp

Newark
Chi.

SCHWIMMER

No

N.y.
Chi.

L.A.

ROUSE

Yes

Arthur Sinsheimer
E. G. Sisson Jr, vp

Joe Gans

N.Y.

ROSENBERG

No

Newark
ft FINN

ROSEN

George Rich
David Hale Halpem, vp

Yes
No

Benjamin J. Green

B. MINER

-

Yes
Yes
Yes
No

MAYERS

ARTHUR

Hove you r«od

Thomas P. Doughton

Ed Wilhelm

ARTHUR

Yes
Yes

Yes

N. Y.

MCCANN-ERICKSON

Yes
Yes
Yes
No

.\Iyron Kirk

N. Y.

IRVING

n»«l" by Judy Dupuy'

Edward 0. Chase
Chuck Gay

MAXON

RODGERS

Bu

Garth N. Montgomery

Alvin B. Fisher

.v. Y.

J. M. MATHES

Jeffrey A. Abel

N. V.
Cleveland

Chi.

PRATT

-

Robert G. Swan

Dayton

MALCOLM. HOWARD

RAYMOND

Show

.V. y.

.\. Y.
N. Y.

A. W. LEWIN

REINCKE,

DUPUY

No
No

LEFTON

L. W. RAMSEY

JUDY

No

KUONER

RADIO ADVERTISING

fi9^

No

James H. West

\. Y.

J. R. PERSHALL

/•»

No
No

Wash.

& ECKHAHOT

FILM OEPT

Barbara Bloik

Balto.

KENVON

COMML

St. Louii

Chi.
KAU

TV nut

M. EvaiiB Richmond

H. W. KASTOI
JOSEPH

HEAD SUPERV

PhiU.

No

SPONSOR
Yes

Television Network

1 1 J3v>4 I\<'t>vork Television is a workiiijj reality ill 1918 — ralher than a vajjiie potential.
lodiiN llieio are loin tccii NBC

stations on the air. By

year's end, there will he thirty-three.
Seven stations make up NBC's Eastern Network. Five
af filiates- WRGB,

Schenectady;

WITZ. Philadelphia: WBAL-TV.

WBZ-TV,

Boston;

Bahimore; and WTVR,

l\i( lirnotid — are connected hy cable and relay to NBC's
own stations WNBT, New York, and WNBW, Washington.
Served hy NBC Kinescope Film programs, seven more
alTiliales are availahle lo the Network's television sponsors-WBEN-TV.

Bufialo; WLWT,

Detroit; WTMJ-TV,
KSTP-TV,

Cincinnati; WWJ-TV,

Milwaukee; KSTP-TV,

Milwaukee;

LOS AN

St. Paul; KSD-TV, St. Louis; and KDYL-TV,

Salt Lake City.
Midwest affiliates uill he directly joined with NBC's
own >tati()n- in Chicago and Cleveland (now under construction thi>
I
fall.
'Ihe Midwotern

and Eastern Networks will he linked

hefore the end of 1948. And NBC's Los Angeles station
will he tied to San Francisco hy the end of the year to
serve as a focal point for an expanding Western Network.
This is NBC . . . America's No. 1 Television Network.

. . . Profile of the Network

i^%:

BUFFALO

SCHENECTADY

WBEN

•

•
BT NEW

YORK

■ LANCASTER ,
rctlVEUND,
VyPTZ PHILADELPHIA
^WNBK

gjtfW
WG AL-TV ,
»WJAC-TV
JOHNSTOWN

IeL-TV WILMINGTON
..WBAL-TV BALTIMORE

WLWC
COLUMBUS

WIWT

WASHINGTON

CINai
MWM

WAVE-TV

RICHMOND

LOUISVILLE

BIRMINGHAM
WB(k:-TV

E G E N D
White towers are operating stations.
Black lowers have construction permits.
Thick line refers to existing coaxial cable (eastern
Thin lines indicate projected coble.
Broken lines represent relay links.

seaboard).

.ed and

,n television's experimental stage— when RCA ini
perfected todays black-and-white system—
eat pro

field

g^med leadership^ and
»dtol

investme.

r "

k can

Today— delivering performance rather than press releases— this is the NBC
Television Network.

To viewers, the excitement of great programs

...

To advertisers, television's greatest audiences . . .

To affiliates, America's No. 1 Television Network

To the industry, the standard of sight-and-sound broadcasting today

tiVBC'
Television
4 :>rrvicr pj Radio Corporation oj America
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T V costs

DuMont's plans aren't ready as sponsor goes to press. It is working on what

High |»ru*e of liv<^ |trojj;'raiii$< tiiriiK NpoiiKor^
towartls film U^r iiiiiiti-iiiaricet €;over»|u$e
As an advertising medium, television is
certain to cost more than its parent, radio.
This is one of the reasons why Commander McDonald, president of Zenith
Radio, long has stressed the advisability
of consumers paying for their TV entertainment.

for scanning. The single sponsor, two
agencies and three New York area stations that to date had contracted for
Paramount TV film of their shows have
used it mostly for reference purposes.
Paramount charges, for prints of its TV
film, six cents a foot (1 6mm or 35mm).
This would make a 30-minute 16mm print
cost $64.80 and a 30-minute 35mm print

The live dramatic and variety programs will cost most. The union scale for
performers, when finally established, is
$162.00.
certain to be much higher than the
NBC's announced filming costs are conAFRA scale for radio actors. The
siderably lower than Paramount's. NBC's
"interim" scale is $75 minimum, several negative as taken from the face of the tube
will cost $180 for 20 minutes. In order to
times the microphone performers' base
rate. A mystery program without name make Paramount's and NBC's costs complayers that costs $2,500 in radio will
parative itis necessary to adjust this $180
total nearly double that amount, with a (for 20 minutes) to $270 per half hour.
minimum of rehearsals and sets, when it's In the same manner it is necessary to
telecast. A case in point is American adjust the NBC's announced figure of $60
Tobacco Company's NBC program Barney Blake, which is being replaced by
football scannings this Fall. Barney
Blake, without time, costs in the neighborhood of $3,500. Everyone connected with
the program works at or close to minimum. Since the program is live, it is seen
only over stations in New York, Boston,
Philadelphia, Washington, Baltimore, and
Richmond. That is as far as the coaxial
cable that connects TV outlets extends at
present. It's true that for the same program price the show could be filmed and
fed to all the cities that have stations on
the air. But to do this it would cost the
sponsor $8,000 to film the program in a
studio and prepare prints to stations.
(Eight thousand dollars was the lowest
estimate from a reliable studio.) This
figure is for the filming alone and does not
include script, cast, direction, and commercials.
If making films of programs for telecasting should continue to be this costly
it would restrain the enthusiasm of
national advertisers for the medium.
However, there is hope on the horizon —
television transcribing, or kinescope recording as some call it. Through this
system it is possible to present a program
on the air or over a television circuit
which is not broadcast and photograph it
directly off the face of a special monitoring
tube. The expense involved in making
television film this way is a fraction of
what it costs in a motion picture studio.
Paramount was the first to deliver
photographed off-the-face-of-the-tube film
on a regular commercial basis. They
charge $549 for a half-hour original ready
JULY

per 20-minute print to $90 per 30-minute
film, or $360 for negative and print combined.

is claimed to be "an entirely different
approach to television transcriptions."
Rehearsals are an expensive TV factor.
Studio costs alone run $200 an hour
in a studio such as WJZ-TV will have.
The more camera rehearsals the better the
program, yet even a full hour variety program like the Texaco Star Theater is forced
to cut rehearsals to a minimum in order to
keep within its budget of $11,000.
Audience participation, quiz, and sportcasting are program types that can be
kept low in cost and high in results. In
the case of the latter fees for rights, lines
linking the arena to the station, and a remote crew cover practically everything
except air time and announcers.
As mo'e and moie men push iconoscope
cameras around, as more directors sit
behind control boards and learn to capture a good picture the moment a camera
is focused upon it, TV will become a better
show. The director who calls the shots
and the camera man who sees that his
camera gets them will cut costs. This
can't come overnight.

* * *

Television Directory No. 4

TV RATES & FACTBOOK
(reoised to July 1. 1948)

pari /. Commercial TV Stations Operating
Rate cards, facilities data, TV set count, personnel, etc.

part 2: Construction Permits Outstanding & Applications Pending
Technical facilities, affiliations, call letters, etc.

part 3: Experimental TV Stations
part 4: Prosont Allocation of TV Channels by Cities
Allocations to first 140 markets, sales rank, population.

ADDED

FEATURES

part 5: Proposod Allocation of TV Channels by Cities
New

allocation plan listinj proposed channels for 459 cities.

part 6: Directory of Television Program Sources
Owners, producers, syndlcators of live and film material.

it<uu aaalloMe ^ $5. 00 pe^ ^^^'/^
i/^ and FM
Reports
1319 CONNECTICUT

AVE. N.W.

WASHINGTON

6. D. C.

Write to uc for information about our complete service, which includes weekly Newtlettera',
TV, FM and AM Directoriea and weekly Addenda; regular Supplement* etc.
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TV

^

TYPE

IIILE
AOVENTURES

IN PERSONALITY

Fiuhioiis

A. L. ALEXANDER
AMERICA

InliTvicw
N'pwa
Musical

SONG

ASSOCIATED
AT HOME

PRESS NEWS

WITH

Avsiiliilili^

MARY

& VIEWS
Variety

SMALL

APPEAL
1
| Woiiirn

Adult
Family

QUARTET

BASEBALL

CLOSE-UPS

Family

BASEBALL

ROUNDUP

BEHIND

THE

SCENES

BEWITCHING
BIRTHDAY

Musical
Interview

IN FASHIONS

HOUR
Variety

PARTY

BOXING

FROM

JAMAICA

BOXING

FROM

QUEENSBORO

HUBERT

BRILLS

BROADWAY

NEWS

CARTOON

CHARADE

Family
Family

Aud partic

« ORCHIDS

WITH

CANDANCE

Musical

THE CARTERS
Quiz
Drama

COLEMAN

COLEMAN

Family

Family
Family

Family
Musical
Drama

TOM COREY
COURT

OF CURRENT

ALLEN

DALE SHOW

Forum
Musical

MOTHER

■ 'V

Aud partic

CHOLLIE

Oniriia

DRAWING

Drama

ATTORNEY

Juvenile
Family

Family

FOR YOUR

SHOW
PLEASURE

Family

Quiz
Interview

Family

Variety

filNNY & ROGER

Si».~

GOOD

Tiavil
Variety

OLD U

OR
1150

S. A.

TALENT

Mutual

American folk songs, interpreted by guitarist, danceis

Mary Small and hubby Vic Mini entertain guests

Edward Wolf
WBEN-TV,
WLWT,

OR
$60

Major league results, complete score cards

S215

Round-table sessions on sports

Aunt Grace acts as hostess to talented youngsters
Blow-by-blow accounts by Dennis JamcB

'

30 min, 1/wk

OR

Talented guests from the entertainment wot Id

OR

10 min, 5/wk
30 min, 1/wk
S160
OR
OR

10 min, 1/wk
30 min, 1/wk
15 min, 1/wk

$750-$1500
$25
OR

30 min, 1/wk
$70 first, (25 sue

30 min, 1/wk

OR

15 min, 2/wk

OR

15 min, 1/wk

$80 first, $60 sue

15 min, 1-5/wk
60 min, 1/wk

$1250
OR

15 min, 1/wk

30 min, 1/wk
15 min, 1/wk
30 min, 1/wk
30 min, 1/wk

OR
OR
$150
OR

30 min, 1/wk
15 min, 1/wk
15 min, 1/wk

OR

l:,iiiil'
Faniily

lOmin, 1/wk
OR
1 15 min, 2/wk
30 min, 1/wk

$75

30 min, 1/wk

$15111)

30 min, 1/wk

OH

DuMoDt
N. Y.

DuMont

Blending contemporary with nostalgic variety
Complete coverage of world, local news

NBC-TV-TV, PhiU.
WCAl

Danton Walker mc's from the Versailles Club

WPIX,

Fastest news photo service available in TV news

DuMont

Stuart Haniple, cartoonist, draws and amuses

WBEN-TV,

Comedy quiz show with stunts, gags, etc

Charles StaikPiodns

Svelte, sophisticated music and dance

DuMont

Tlie Carters at home with guests.

Chatter

Situation comedy. Candance Coleman, precocious teen
Negro quartet, singing your favorites

N. y.

Buffalo

DuMont
WRGB,

Schenectady

Sanft TV Fcatuies
[WLWT,

Cinci

Soloists and classical instrumentalists. Program notes j WRGB,

Video Events

Lively forums staged in a court of law

DuMont

Team members score points by throwing darts
Modem

Mother Goose gives party

DuMont
WRGB,

Schenectady

Sanft TV

Homer writes amusingly to his friend Chollie

WRGB.

Young hopefuls perform.
Johnny Oben mc's
Court room drama, based on Satevepost series

DuMont

A charade quiz game with Rube Goldberg and guests

WPIX,

Men in audience pick their Dream Girl
Broadway and Hollywood news, views, and st aS

.

Schenectady

Character sketches; events in the life of a milkman

Allen Dale sings old and new hits
$70 first,
OR $35 sue

DuMont

WPIX,

Modern version of parlor game; mc. Bill Slater

15 min, 1/wk

KSD-TV, St. Louis
John Mellor k Akogi

Boxing bouts from outdoor arena

15 min, 5/wk

Guests

Fashion with ballet music and comedy
OR
OR
1300

Buffalo

Cinci.

WPTZ, Phila.

Marjorie Wilton interviews and demonstrates.

OR

30 min, 1/wk

St. Louis

Follows TV baseball.

1 Fatriily

HUNT

NBC-TV
KSD-TV.

Live barlx-rshop quartets, old-tiuic harmonics

$1000
OR
OR

Family

Ptill photos, news from AP and Post-Dispatch

OR

30 min, 1/wk
Variety

SIRLS

Hal Wileon

Advice on family problems

90 min, 1/wk

Family

GAME

JACK EIGEN

2 his, 2/wk

IS min, I/wk

Family

TO FAME

DOOWINKLE.

Faniily
Family

Ami partic
GOOSE

S min, 7/wk

Family
Family

ISSUES

DARTS FOR DOLLARS

DOORWAY

Family

Musical

HALL

DATE WITH

Family

Family

BROTHERS

CONCERT

GREAT

Family

QUIZ

COFFEE

DREAM

30 min, 1/wk

\ Family

Variety

DEAR

Juvenile
Family

Family

A CARRY

CHAMPAGNE

30 min. 1/wk

Family

\'ariel>-

CAPERS

IS min, 1/wk

Women

Variety

S.u-

HEADLINES

OR

IS min, 1/wk

Family

\:iriit\

NIGHTS

Ifi min, 1/wk
15 min, 1-5/wk
30 min, 1/wk

PROCUCER

1

Bcveriy Worth shows stylts, table settings, etc
OR
t250

Women

\'ariety
Sports
Sports

Now?

l*iMi;;£rsiiiis

EXPUNATION

ISmin, 1/wk

15 min, 1-3/wk

PLAYROOM

TELEVISION

CABARABIAN

CASH

ARENA

l^ai*kn|;£i^

coir

30min, 1/wk

Men
Family

ARENA

JAMBOREE

BULLETIN

CAMERA

\'ariety
Sports
Fashions

TIME

IJvi^

Family

Family
RARBERSHOP

1

Fcatuies
Schenectady

Basch Radio 4 TV Prodns
N. V.

Charles Stark Piodns
DuMont

K.\ le MacDonnell mc's an intimate revue
Breakfast program, local news, gossip

NBC-TV

or Spot Sales

Film highlights of V. S. cities

WCAl'-TV,

WFIL-TV.

Phila.
PhiU.

.lini Backus satirizes talent shows
Mutual

-HANfi THE CONTESTANT
HAREM

Aud partic

SCAREM

Aud partic

HARNESS

RACING

HARVEST

MOON

HEART'S

DESIRE

Aud partic

GABRIEL

HEATTER

News

Sports
Variety

DOES YOUR

HOWDY

Family
Family

BALL

■UU HODGES- SPORTS PAGE
HOW

Adult
Family

GARDEN

GROW

Hobby
Sports
Variety

DOODY

Women
Family

40 min, 1/wk
2Vi-hr, 1 time
30 min, 1/wk
IS min, S/wk

Men
Family
t;

IS min, 5/wk

Juvenile

15-60 min, 3/wk

HUNTING
INS
IF

AND

FISHING

1 HAD

MY

■01 INGHAM
ITS

t HIT

Family
Men
News

NEWS
WAV

SPORTS

Family

Aud partic

Family

Sports

'

86

S<riwball quii.

Priics and excite n (nt

Harness racing from Roosevelt Raceway

OR

Famous dance competition held at Madison Sq Garden

OH

Cirants "heart's desire" of listener

< 'H
OR
" 1:

News and comments by Heatter

$125

IS min, 1/wk

OR

10 min, 6/wk

OR
OR

30mio, 1/wk

Wright Assocs

WPIX.

N. Y.

WPIX,N.Y.
Mutual
Mutual

Amos Kirby shows actual gardening methods

DuMont
WCAl-TV,

Bob Smith and puppet Howdy Doody ; cartoons movirs
Joe O'Byme gives tips on field and stream sporta
INS news and photus, WLWT

newscaster

Sports highlights, demonstration^ interviews
J.'IHI plus t.-iliiit
$150

Wynn

Basch Radio 4 TV Prodns

News, views, and chats with sports notables

Pkrticipuits air their pet schemes

20 min. 1/wk

i:. r, .1,, 1 ,>'.

show, with comic ca: toon angle

OU

IS min, 1/wk

Hobby

(,> ,

Contest lietwern two trams from schools and clubs

NBC-TV

PhiU.

or Spot Sale.t

WPTZ. PhiU.
WLWT.

Cinci.

Roy de Groot
L. Wcsthcimrr
KSD-TV

SPONSOR

The old days of peeking
This season,

through "knot-holes"

are gone — for good.

baseball-crazy Detroiters are going to see 27 Tiger

home games from the comfort of their arm-chairs at home, through the
eyes of \VVVJ-T\"s cameras The above scene shows the n-ew unbreakable glass "window"
installed behind the batter's box to gi\'e the cameras a "box-eye" view of the entire playing
field

With the familiar voice of Ty Tyson at the mike, and the skilled hands of \V\VJ-T\"s

experts at the cameras. Detroit's 6,000 tele\'ision sets will be right on top of every play
WWJ-TV,

Detroit's only television station, will also cover many other

sports events Just watch the sales of television sets soar in Detroit'
Why not join the many WWJ-TV' advertisers who are benefitting from the progressivcness of WWJ-TV in its second year of operation.
FIRST

IN

DETROIT

Owned

ond

National Rmprtitnltriivti: THE GEORGE

Opttofd
P. HOLIINGBERY

hy

THF
COMPANY

DETROIT

NEWS

Associofe

JULY 1948

'^W-

V'vV
AM-fM

Slofion

WWJ
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HILL

TYPE

TIME

APPEAL

Family
IT'S A WOMAN'S
JUNIOR

Aud partic
Variety

WOILD

JAMIOREE

JUVENILE

SO min, 5/wk

Juvenile
Family

JURY

30min, 1/wk

Family
KEEP

UP WITH

LUNCHEON

CAROUSEL

«r SARDII

Muxical

LET'S LOOK

AT SPORTS

LETS

REPORTER

LET'S POP THE QUEniON
MAO

NATTER

MARY

MEET YOUR AMERICA
MELODY

A YOUR WORLD

30 min, 1-5/wk

Family

15 min, 1/wk

Family

Aud partic

Family

Aud partic
Fashions

15 min, 1/wk

Women
Family

15 min, 1/wk

.Aud partic

MATINEE

MUSIC CLUES
MUSIC ROOM
MUSICAL

MERRY-SO-ROUND

Musical
Quiz
Musical

MUSICAL

MINIATURES

Musical

MUSICAL

PONIES

Aud partic
.News

NRC TELEVISION
NEW

YORK

NEWS

NEWSROOM

ON THE HOUR

NUTRITION

IN THE NEWS

Family
Family

IS min, I/wk
30 min, I/wk

News

PARENTS.

Aud partic

PLEASE
OF FASHIONS

Fashions
Drama
Variety

POW-WOW
PREVIEWS

PERSONALITY.

UNLIMITED

PHOTOGRAPHIC

HORIZONS

Fashions
Hobby
Musical
Variety

PIANO PATTER

Family

Women
Family

PUTTER

PATTER

PLEASED

TO MEET

Family

RACKET

SMASHERS

RAINBOW

.\ud partic
Quiz
Forum
Variety

HOUSE

REMEMBER

THAT

Aud partic

SYLVIE ST. CUIR

Musical

SCHOOL

DAYS

Aud partic

SCHOOL

DAYS

SMALL

SMITH AND
SNAPSHOTS

DALE SKETCHROOK
BY TELEFILM

SO YOU WANT
SOCIETY

t'omedy
Aud partic
Quii

FRY CLUB

OF

OF H'WOOD.

TO RE AN EXPLORER
AMATEUR

CHEF]

Family
Family

SPORTS PACE
SPORTS

QUI2

STARLET

ITAIKWiY

Adult

Family
Family
Family

WLWT,

Cinci.
or Spot SaUs

WPIX. N. Y.
WPIX

N. Y.

Mdeo Asaocs

Public figures debate news issues
4 lines of INS news. Two-thirds of scrsen available for ads

OR

Dramatization of child care problems, talks

OR
OR

Film series, shot weekly in Paris.

$1500

OR
OR
OR

American mc

as mc

Veronica Dengel, st.vlist, shows glamor.

Schenectady

Video Assocs

Legends 4 secrets of Indian lore with Chief Lone Bear
Variety format, using TELE-POPS

Mutual
WRGB,

WPTZ, PhiU.
Yideo Events
Video Assocs

Guests

Instruction by professional photographers, contests

V ideo .\asocs
DuMent
WPTZ, PhiU.

Minstrel show with Man,- Small, Pick 'n Pat, etc
Latest INP news pictures

Smin, 1-10/wk
15 min, 1/wk

$101 first.
OR $90 sue

15 min, 1/wk

$30
OR

The best in recordings discussed by a disk expert

OR

Criminologists discuss crime causes

Mutual

60 min, 1/wk

OR

Bob Emery presents talented youngsters

Mutual

10 min, 1/wk

OR

15 min, 1/wk

OR
$75

Blonde. >-i\-acious S.vlvie St. Clair sings

OR

Happy Felton mc's a lively quiz session
"Students" quizzed by schoolmaster

Daily "queen" selected.

WLWT,

Gifts, prizes

Pix of criminals, missing persons telecast.

Rewards

10 min, 5/wk

$30
OR
OR

Famous vaudeville act in laugh sketches

DuMont
Roger White
KSD-T^^ St. Louis

Quiz show with exploring angle

$190

Cooking show, featuring natables as guest chefs

OR

Voo Baumaan
Charles Stark Prodns

$'■'
$1000

.■Sports interviews by Dennis James

IS min, 1/wk

30mi». 1 wk

DuMont
WRGB, Schenectady

Snapshot films devoted to fashions, sports, etc

Bill Scars, sport.i commrntar>', .scoreboard

30 min, I/wk

DuMoot
Sanft TV Features

Bob Emen,- prondes fun and cartoon films

iiH

15 min, 1/wk

Cinci.

DuMont

30 min. 1/wk

1

Schenectady

WPTZ, PhiU.

30 min, 1/wk

•■ iiiin, 1/wk
30 min. 1 /wk

Men
Family

Schenectady

WRGB,

Contestants throw darts at balloons in quiz

15 min, 5/wk

Family

WRGB,

Roy Neal chats with celebrated personalities

30 min, 1-3/wk

futnW
Family

Edward Wolf

OR

Charles SUrk Prodns
WCAU-TV.

PhiU.

Priici for best sports topics to discuss
$140

WPTZ, PhiU.
\ '.ilriit show, giving prafeasionals a video break

i:

(Q»iifiMut'ii in

88

Up-to-the-minute news program

$10-25/prog, $25-15/prog

15 min, 1/wk

20 min, 1/wk

Juvenile
Family

Fnmilv

or Spot .Sales

NBC-TV

30 min, 1/wk

Men

■ . ■

Participants ride hobby horses, play quiz game

30 min, 1-5/wk

Women

Sports
i* ports

SPRINGBaABO TO FAME

PhiU.

WPTZ, PhiU.

Pick-ups from NBC Radio City Newsroom

15-30 min, 1/wk

30 min, 1/wk

Fan,

tPOBTt DEN

NBC-TV

Featuring Carlton Fredericks, diet expert

Interview
liohby
.''ports
Quit

Film shorts, featuring top name bands

$3500

Juvenile
Family
FACE

OR

Cinci.

KSD-TV, St. Louis

30 min, 1/wk

QUESTIONS
FOR A DAY

Sanft TV Features

Songs and chatter b\' Ted Steele

YOU

QUEEN

Vocalist Russ Severin and musical guests

15 min, 1/wk

Family
POINTED

PhiU.

DuMent

Video Events

OR

30 min, 1/wk

Family

WCAU-TV,

WCAU-TV,

15 min, 1/wk

30 min, 1/wk

Juvenile
Family

organization

Smin, 21/wk

15 min, 1/wk

Women

Bands of the famous Mummer

Jack Kilty and comedian Fritz de Wilde

OR

Buffalo

Baach Radio & TV Prodni

.Mutual

OR

$150

Pahil.

WBEN-TV,

WLWT,
Combination disk jockey and audience quiz

$1000

WCAU-TV,

Fast, lively quiz

Thrilling ice hockey from Madison Sq Garden

30 min, 1/wk

Family
News
Musical
Variety

$2500 for 15 prgms

Mutual

Video Events

Rainbow Trio, guests

OR
OR
OR

5-lSmln, I-5/wk

PICK 'N PAT
PICTORIAL NEWS

Like Dr. I. Q.

30 min, 1/wk

Adult
Family

N. American Vxieo Pttxlna

WFIL-TV, PhiU.

Participants answer movie questions

Adult

Women

Prizes, stunts

Dorothy Nugent shows women how to create hat styles

Personalities of various states, countries

15 min, 1/wk

Talks

PAGE PRINTER

PERSONALITY

20 min, 1/wk

Men
Family

News

PARIS CAVALCADE

15 min, 1/wk

Family

Has a big following

Terry Paige as singing mc.

30 min, 1/wk

Family

Sports
News

OPINIONAIRE

PAWNEE

15 min, 2/wk

Music, song

Lively episodes in the lives of yaung newlywcds

30 min, 1/wk

2hrs, 1/wk

ROVERS

OR

OR

Quiz

Telephone quiz game.

Slg2.50

30 min, 1/wk

Family

Mutual
Mutual

Interviews with sports celebrities and experts

OR
$50

OR

N. American Video Prodns
WLWT. Cinci.

Luncheon interviews by Bill Slater

Educational quiz game.

$1500

Family

CONTEST

TV righ ts only

Built around New York's Jubilee.

OR
tl2S

30 min, 1/wk

MR. TV
MUMMERS

Kids give opinions.

Melody Mack plays organ and leads songfest

45 min, 1/wk

Variety

Live games, charades, film cartoons, westerns

OR
OR

Family

Family

PRODUCER

Parents, children vie for prizes

Family

Family
MOVIE

OR
OR
OR

30 min, 1/wk
30 min, 1/wk

EXPUNATION

Top women personalities of the day

15 min, 2/wk

Interview
Musical

RAINROW

16 min, S/wk

Women
Family

Sports

Drama

KAY « MHNNY

Family

Qui.
Aud partic

LET'S ALL SINS

PLAT

Variety
Quit

PRODUCER'S

COST

30 min, 1/wk

THE KIOS

KNICKERROCKER

OR

30min, 1/wk

> .. nu- i.il.nt cli^rovrn.-^

WPIX

N. Y.

WK11--TV.

Phila-

Au^Ksf'

SPONSOR

Tabulation of KSD-TV

!§^pons;ors

During First 16 Months of Television in St. Louis
Reflects Wide Diversity of Products and Services,
and Includes the I^^ames of Some of the Nation^s
Most Distinguished Advertisers:
Admiral Television * Aluminum Ore * American Packing *
American Tobacco (Lucky Strike) • Bemis Bros. • Botany
Mills • Brown Shoe • Bulova • Chevrolet • CluettPeabody • Crosley • Dazey Manufacturing • Dowd Sporting
Goods * Elgin * Falstaff * Ford * General Electric «
Griesdieck Bros. * Hat Resea rch Foundation * Uyde Park
Breweries * Johnson Shoes * Kaiser-Frazer * Kline's *
Kelvinator • Monsanto Chemical • M. K. & T. Railroad
• Motorola • Nash • Pepsi- Cola • Philco • Purity Bakeries • RCA- Victor • R. J. Reynolds Tobacco (Camels)
* Reardon Paint * Ronson Lighters * St. Louis Independent Packing • Schenley's (Cresta Rlanca) • Seven-Up •
Shell Oil * Southwestern Rell Telephone * StewartWarner * Trimfoot Shoes * Transmirra Lenses * L^nion
Electric of Missouri * Walco Lenses * The Austin Company
St. Louis* Geographical Location in the Center of the Rich MiddleWest, and St. Louis' Acknow^ledged Reputation for Economic Stability, High Purchasing Power and P roduct Loyalty Make the Area
Served by KSD-TV the Nation's NV^IBER ONE TEST MARKET
FOR SELLING BV TELEVISION. For Details Regarding Schedules
and Availabilities, Write or Call K SD-TV or Free & Peters, Inc.

K S D-T V

The St. Louis Post-Dispatch Television Station * Channel No. S
JULY 1948
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Minncapolii

NO. 2.

OVER A MILLION . . .
NEW

YORK'S

TELEVISION

AUDIENCE

Latest survey shows the New \ ork area has
174,000 receivers in i)rivate homes with
an average audience of five, and 12,000
in public places with an average of 20.

OVER

HALF TUNED

TO WABD

. . .

A recent survey rated one program at an extraordinary high of 56.4, another 46.8! Both, of
course, were originations of WABD, New Yoric,
key station of Du Mont Television Network.

TALK ABOUT

AUDIENCE

RESPONSE!

First time Du Mont Network's popular
"Charade Quiz" was aired, it pulled 50 letters.
Few weeks later the mailman staggered in with
12,000. This consistent response brings total
to date to nearly a quarter-million!

TELEVISION'S

FIRST

THREE

YEARS

as compared with the first three years of radio,
shows television is coming up much faster than
did its elder brother, radio, at a similar stage
of development.

"^

^^'^^^ .^^C^ fV^'^tf '^~' F^or complete information about programs^
costs and availabilities, write or wire Du Mont Time Sales Department.

DU MONT
KEY STATIONS
WABD-Channel 5
New York, N. Y.

WTTG-Channel 5
Washington, D. C.

WDTV-Channel 3
Pittsburgh, Pa.

TELEVISION

NETV/ORK

*The Nation's Window On The World'
515 Madison Avenue, New York 22, N. Y.

JULY 1948
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TV Avsiilsilili^ Film Fai*iliii<^s

^

COSTT.
CITY

fIBM
A. F. FILMI
BRAY

STUDIOS

BRITISHllNFO

SERVICE

COMMBNWCALTH
CORCORAN

FILM

PRODUCTIONS

EQUITY FILM EXCHANGES
FAIRBANKS

6RAY-0-REILLY
GUERIN
MM

ORGANIZATION

23 Sh, 1-3 recla

N.Y.

50Sh;12Ciir

N. Y.

60Sb;SS

N. Y.

40F;24 W:50Sb;13Car

NY.

30-min TV features

INS— INP TELENEWS

35 & IC

KNICKERBOCKER

MOTION

PRODUCTIONS

NBC-TV

SCREEN

N. AMERICAN
OFFICIAL

(See NBC listing)

Stock shots $l-$2/ft 35 mm

OR

Trailers, press books

VISED PRODNS

PARAMOUNT
PATHESCOPE

PRODUCTIONS

NY.

58Sh;9-minTVshorU
Daily, wkly, TV newsreel
35 Sh of travel nature

Spots, animation, commercials
OR

TELEVISION

35 ft 16

In preparation
{100 up

35 ft 16

Shorts

35 ft 16

10.000 ft SS

35 ft 16

Various F*;OES;SS

35 ft 16

N.Y.
N.Y.

52 open-end 1 reel shorts
75 Sh; 23 Car; others

N.Y.

35 ft 16
16

N.Y.

16

Trailers, stills, mats
OR

OR
$15-$250
30-niin $540 neg

N.Y.

20TH

N.Y.

UNITED

PRESS ASSN

N.Y.

UNITED

STATES VET ADMIN

Wash.

.\. 'i.
NY.

VIDEO ASSOCS

\ ^

TELEVISION

32F;I25Sh;25

$25-$2500
$350 up

OR

35

OR

In preparation

35 ft 16

Daily slide-films, newsreels

35 ft 16

Press books, stills, etc

Spots, animation, commercials
Creative, animation, spots, etc

Trailers, stills, etc

Spots, commercials

Special kits with series

Spots, animation, commercials

In preparation

Spots, animation, commercials
Package progs, spots, animation
All film facihtics for progs, spots

OR
Based on mkt

16

1-min TV puhserv spots weekly

Trailers, stills

OR

16

0ES

Special news coverage on order

Free
OR
Spots, progs re veterans' act^s-ilies

35 ft 16

Package progs, commercials
$i50-$500

1 (r«f«-^op< time spots thru Ziv)
16
Hi

-' 1 1' ; daily— wkly newjreel

WriX. INC

Based on mkt

lF;24Sh;SS;otherst

1 OR

FILMS

Spots, animation, commercials

OR

35 ft 16

TRANSFILM

Off-tube recordings, prints 6c ft

OR

35 ft 16

3 open-end TV Sh scriesft
Chi.
N.Y.

Spots, animation, progs, etc

I;

38F";45Sh

52 TV 4-min comic strips

ADV PRODNS

Spots, progs, commercials, off-tube rec
Trailers, spots, sta breaks, etc

Trailers, stills, mats

9 F;ll W;82Sh

N.Y.

WORLD

Spots, commercials, all types

$10-$250 up

16

CENTURY-FOX

OR

Progs; IR-mm silent commercials

16

35 ft 16

HIGHLIGHTS

Cartoon art

16

N.Y.

TELEVISION

OR

J15-$35

35ftlC

SOUND

TELEVISION

Documentaries on order

Spots $250

N.Y.

TELECOMICS— TELEPICTURES

Special news coverage on order

35 ft 16

IRA H. SIMMONS
MASTERS

Spots, commercials, animation

35 ft 16

N.Y.

PICS

Spots, progs, news ft sports

$15-$60
$162 up

N. Y.

N.Y.

POST PICTURES

Spots, progs all types, animation

35 A 16

16

N.Y.

FILMS

Trailers, stills, matf, etc

OR
OR

35 & 16

16

N.Y.

SERVICE

OR

16

21V

OR

35 & IC

St. Louis

N.Y.

ASSOCS

& SPOT SALES

NATIONAL

NY.

N.Y.

BUILDERS

PICTURE

UNITED

Animation, spots

OR

35 ft IG
10

35 & 16

N.Y.

STUDIOS

KNOWLEDGE

50F;50W;50Sh

N.Y.

INTL FILM FOUNDATION

REGAL

OR
36 & 16

Tele-Transcriptions (off-tube rec)

N. Y.

N.Y.

SPECIAL TV FILM SERVICES

MM
35 & Itt

N. Y.

NY.

STUDIOS

ENTERPRISES

HANDY

JASON

PROMOTION KITS

OR

TV FILMS AVAILABLE

N. Y.

DU MONT

JEBRY

j

1

OR

Spots, commercials semi-animation
Trailers, press books
i'line jspots, props, et'

PROCRtMS

11 1 :35 W; 50 Sh; 6 OF..^: S.-'
1 UK
I
*Jcrr>' 1.1
maki'S"

Cmvmle^dm of ^mria Fmahiont, NBC Nawar^^l, Fublic Pro»*cute

ami Co.nt Ploc
are handled by NBC.

f i I . . I i.' rate: 20-min JISO ncK. ICO print.

AU arc 15-min open-end scries.'^ NBC

also

•Includi-.H 1'. H il Kn.ii h ■■.■.tr»-»mlinprs."
Thc'w arv nhort fciturrs, running approv 45 55 min.
'tThrc TV scric? in production (Momenta of (A« Foil, Frmniy, Strmnf At II Smmmi).

tThrri- TV ti-rir" in prodtirtion ' AI Your Houtm. Clott-upt In Cr.m«. 0*»«rnJ«o
.
tL«(<nW.
Cor
Corloon.
F ftolurt,
OES
Opmn-»nd
Spot'. OR
On Rroumil,
Sp

92

Sport,,

55

Slock Shoit. w,,it

SPONSOR

Programs in Production!
Now Are Available . . .
On Buffalo's First and Only
Television Station
WBEN^TV Offers You the Eyes
And Ears of Western New Yorl^
Write for Details — or Call Your Nearest Petry Office

66-72
MC.

BUFFALO

EVENING NEWS

Television Station

REFRESENTEB :H

rO gui

\

THE INGREDIENTS

OF

/
\

^4^
\\

c]>

s,ooo on
^BBn»— ^;; .. o^a

Show*.
Shows. ■"'^";';f
■-<'=";';f AA
^A 5^°570.„ ,„,he.ea,
,a, ea-^^
ea»e

*'-^'''°

«weeuw.>°::^a:---'•

W-bO .«»?,„..--

ona P-n.ea, ^J

Mix age and power with experience. Carefully blend the best in equipment, talent and
network services with audience loyalty. Season
with Texas enthusiasm and add local color with
these ingredients of leadership.
\

ll.

Serve in generous portions and you have
the soundest possible investment for your radio
dollar with

M

,

:•

4r

DALLAS, TEXAS

820 NBC 570 ABC
TEXAS
Radio
Rcprescnfcd

94

QUALITY

NETWORK

Sarvic* of th* Ootlas Memiaf
Nofiono//y

by

EDWARD

N«wt
RETRY

and

COMPANY

SPONSOR

Something new has been added
Fresh approach to FM broadcast advertising

microwave relays (each station handling
its own relay) or by land lines.

Storeeasting, traiisitraflio. and FAX give
sponsors new broatleast advertising forms

Among the latter are the Iowa-Illinois
Network, the Ohio, Wisconsin, Southern
California, Indiana, and Capitol (Harrisburg, Pa.) FM Networks, and the Rural
Radio Network (upstate New York)
which plans its first service this summer.
There are said to be seven others which
have already functioned but which
haven't even been permanently named.
As more FM-AM receivers are made
available in the low and medium-price
brackets, there'll be more and more
activity in the program and network lines
among FM stations. A midget AM-FM
set is being tested which it is believed
will retail at even less than the FM
tuners now on the market. While this
set will not reproduce the quality which
is an important part of FM enjoyment, it will deliver staticless reproduction— the attribute of the Armstrong-

Duplication of standard broadcast network programs for FM. A listener
programs on frequency modulation sta- who has heard a favorite network protions has increased the FM audience imgram on FM and is seeking something
measurably. It has likewise temporarily else dials across the FM band instead of
placed the burden of telling the FM story switching to the standard band. Habit
in the hands of the nonnetwork stations. is the most important factor in all radio
The reason for this is a matter of dollars listening and network programs on FM
and cents. The network stations, by are slowly but certainly creating FM
agreement with the AFM, are committed listening habits.
A number of FM networks, besides
not to charge for the duplication of the
programs on FM. This means that the the Continental with its 26 affiliates and
standard broadcasting stations with an the Dixie with its 12 outlets, are in the
FM affiliate are operating a second trans- plans stage oroperate sporadically at premitter without being paid for it.
sent custom-built chains for sports
The independent stations however events. Others groups are working towards
have profited from the availability of permanent linking either by automatic
JULY 1948
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RESULTS OF SECOND ANNUAL WJW TRADE PAPER EFFECTIVENESS

Kay 7, 1%8
SURVEY

Tabulation and analysis of fehe second annual postcard survey made to gauge the
effectiveness of WJW trade paper advertising and its "Indian Chief" trademark
is now complete. Response to the 8500 postcards mailed to radio-minded advertisers and agencies during January have only now stopped coming in. Here are some
of the more important findings:
1. One out of every four cards was returned (2,067 or 2^%).
last year an identical mailing pulled 19^ response.
2.

Two out of every five respondents recalled seeing the
"Indian Chief" advertised (8-i9 or Al%) . last year's
response was 30^.

3.

Nearly three out of every five respondents knew that
the "Indian Chief" advertised WJW (^83 or 57^). last
year's identifiers also totaled 57%, but this represented only 282 responses.

^.

Two publications, BROADCASTING and SPONSOR, accounted
for two out of three mentions in response to the query,
"In what publications do you see him (the "Indian Chief"),
Eleven other magazines split the remaining mentions.

6.

BROADCASTING was first, as it was in 19^.7, and like all
other publications except one produced approximately the
same percentage of mentions as last year.
SPONSOR was the one exception,

7.

It showed a 300% gain

over 19ii.7.*
SPONSOR and BROADCASTING are "one- two" on the WJW advertising schedule, and consequently were expected to show
well. But the remarkable jvunp in SPONSOR mentions
(SPONSOR was little more than a year old when this
survey was made) exceeds expectations.

This survey, like all mail surveys,
it cannot be regarded as an adequate
the trade publications since WJW did
ther, it was a "recall" survey, with
studies.

has limitations.
yardstick of the
not use them all
the limitations

Except in a general sense,
advertising merits of all
or in the same i^ay. Furinherent on all recall

But it points out: 1. That WJW trade paper advertising has, in a relatively
short time, become well known. 2. That the WJW "Indian Chief" is an American
advertising institution today. 3. That consistent identifying advertising in
logical trade papers is impressing "WJW" on the minds of advertisers and agency
executives of every category (presidents, advertising managers, account executives,,
and time-buyers). . .and doing it in a way that is helping the WJW sales department
make sales.
As one respondent

wrote, "Good trademark. ..good recognition value,"

'SPONSOR

was tccend in 1947 and 194S

FM TAKES ITS PLACE
(Continued from page 95)
invented method of transmission and
reception which the consumer recognizes
and appreciates most readily.
While FM as a better form of broadcasting has had a continuously difficult
existence, three by-products have been
developed during the past year which
can be of major imp<jrtance to advertisers.
These are transitradio, storecasting,
and commercial FAX. All of these three
forms of broadcast advertising are relatively new. transitradio (the reception
of news, advertising, and music on street
cars and buses) is possible only because
FM stations can transmit programs
without the static normally developed
by street cars and bus motors. Tests
have proved that riders on buses and
streetcars enjoy the specially-programed
entertainment, just as automobile riders
enjoy radios in their cars. With a transitradio tie-up FM stations deliver not only
the home radio FM audience but thousands of people who use the transit systems in the towns served by the FM
station. The idea started in Cincinnati
with Hulbert Taft, Jr., of WCTS (FM
affiliate of WKRC), who made tests in
conjunction with the Cincinnati transit
system. In the Queen City area, transitradio has gone beyond the trial stage and
contracts have been signed between the
stations and the transit companies.
Similar plans for Baltimore, Washington,
and Wilkes-Barre (there are Taft interests
in this Pennsylvania town also) are well
under way and FM should be serving the
traveling audiences in these territories
shortly. What happens in these four
trail-blazing towns will determine the
future of this new form of broadcast
advertising. Ever>' survey of the riders
on broadcasting in buses and streetcars
indicates that over 80% like it.
Storecasting during its early stages has
been operated almost entirely over
telephone lines. Philadelphia and New
England storecasts have not only been
successful for advertisers but have increased sales in the giant markets by as
much as 209( . The linking of stores to a
studio by land lines is expensive. The
special programing which has to be transmitted over the lines further runs up
costs. Distances between stores has
frequent 1> made it uneconomical to include certain giant markets. Transmission ofprogram material to the stores
by FM stations instead of land lines
has been the answer to this barrier of
cost. Stanley Joseloff, head of Storecast
Corporation of America, was the first to
98

sign up a big grocery chain, the National
ing equipment which could be placed
Tea Company of Chicago, for FM-trans- upon sale to the consumer. Now with
mitted storecasting service. FM station standards decided upon and commercial
WEHS will transmit the programs in operation okayed, sets are being rushed
Chicago.
by manufacturers and will be available
As in the case of servicing transit in limited quantities this fall. The
riders, FM storecasting delivers to standards set are roughly those under
advertisers a group of listeners thus far which most FAX transmitters and
facility.
not
delivered by any other broadcast receivers have been operating experiThird unique facet of FM broadcasting, FAX, received its commercial green
light in June. Until standards* were set
it was impossible to manufacture receiv-

mentally and this fact will speed up
commercial operation materially.
•♦ •
*Ttierr n^re gnnie FAX prnp .ncnln it/ui uvinUd the tizf
of
pageFCCreceived
Ih^ Ifw
H ■:prifitrd
uUirh 'he
..knvedin the home ■'V./ instead of

This Isn't a Political
Question, But . . .
What Is the Tie-up Between
Washington D. C. and Kansas City, Mo.?
/

Wfiy it's KOZY (FM) and WASH
(FM), the two FM stations that are
Really Producing Results for Their
Advertisers.
If you want

to TEST

FM

Sales

Impact try both of these stations
in two
of the
MARKETS.

Nation's

BEST

\

Kozy

WASH

KANSAS
CITY,
Robert WolFskill,

WASHINGTON
Hudson
Eldridge,

MO.
Msr.

D. C.
Mgr.

"Villard Stations"
SPONSOR

The

network pidiire is changing
The networks since BMB

All four ehams have expanded, in poi%'er.
number of stations^ and national coverage
What has happened to the networks
since the first BMB measurement of radio
listening in March 1946? Last year
SPONSOR published, in its first Fall Facts
edition, two-color maps of each of the
four networks. This was the first and
thus far the only presentation of the networks on a visual comparative basis.
Even at the time these maps were published the information used to draft them
was practically a year old. Based upon
this first BMB survey, each network was
credited with stations aflfiliated with it as
of September 1946.
Since that time 294 stations have
joined the networks. As of May 1, 1948,
ABC has added 73, CBS 18, MBS 187,
JULY
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Power of course is far from the whole
answer to network coverage. Where the
power is on the waveband and how much
of it is effective are vitally important
factors. A station located at the low end
of the dial (up to 1,000 kilocycles), for
example, has far more coverage than a
station of same power higher in the band.
Mutual emphasizes its in-town stations
and links more one-station towns than
any other network. It also has more
1,000- watt stations than any other chain
with
tively.)75 1 KW affiliates to ABC's 60.
(CBS and NBC have 21 and 20 respec-

and NBC 16. Even these station additions do not present the full picture of the
networks today, since there have been innumerable increases in station power and
changes in affiliation during the past two
years. On the following two pages,
SPONSOR presents, in chart form, the
record of network station affiliation according toBMB, as of May 1, 1948. This
Mutual and ABC have grown fastest of
graphic presentation underlines what has the networks. In total power MBS has
transpired since the BMB survey.
increased 46% and ABC 43% since BMB.
On a power basis, both per-station and While the former has been adding stations
total web wattage, CBS is very close to in great numbers, in many cases of low
the leader, NBC. NBC has 9,650 more power, ABC has been striving to increase
watts (on a full network basis) than CBS its average station power. At the time of
and 226 more watts per station average. the first BMB, ABC averaged 2,554 watts
99
CBS has three more outlets than NBC.
per station. As of May 1, 1948, it had

3,225. MBS on itsTpart has increased
cnly frcm 1,151 to 1,298 watts average.
The VES philosophy of coverage from
within does not require great powerful
50 KW stations (it has only three), while
other chain thinking does. ABC has nine
50 KW outlets.

Network power growth hasn't stopped
despite the present emphasis on TV.
Since May 1 MBS has announced nine
more 1 KW station affiliates. Power increase grants come out of practically
every FCC meeting which considers this
subject.
♦»♦

Programing trends

Variolv. «<iliiaiioii 4'oiiioilv. anil aiiilU^iU'c
liarlif*i|iaii4Mi leatcl the ^rating paraide
In the past it has been agency and
sponsor policy in checking ratings of pro-

ABC
50 kw
25 kw
10 kw
7V2 kw
5 kw
Total
Hish power

1 kw
500 w
Total
Medium

power

Total
Low

Vc

Asof BMB— 1946
Power

Number
of Sta.

4
0
4
1
32

POWER

Average

23%

40,000

CBS
50 kw
25 kw
10 kw
7V2 kw
5kw
Total
High power

680
KC

WAHS

60

730,000

309

30,000

8
60
68

60,000

39

21 %

4,500
34,500

1

25,250
200

103

100%
56%

183

25,450
467,450

2,554
Asof BMB— 1946
PoNver
of Sta.
%
18
900,000
490
2
0
20,000
245,000

Number

69
25

47%

1,165,000

NBC

TOTAL

Raleigh, North Carolina
FREE

100

6-PETERS,lnc.,

National Rvprestntativo

33
42
4
46

Average power
D*'
Station

64,000
31,500
200

1 28

50%

256

100%

1

31,700
825,700

Asof May 1,1948 3,225
Power
%
Sta.

Number
of

22
0
3
0
68

1,100,000
30,000
340,000

93

29,000

31%

10,500
400

452

56%

1 ,470,000
21,000

17%
27%

3,500
24,500
10,750
200

1 0,900

power

POWER

4,000

126
2

22f^c

25,000
4,000

27%
1

21
7
28
43

8

Total
Low

50,000
230,000

407,500

500 w

250 w
100 w

450,000
23%

41

1 kw

Total
Medium power

Power

160,000
7,500

power

per station

%

9
0
465
0

200,000

power

TOTAL

As of May 1,1948
Number
of Sta.

101
2

250 w
100 w

gram types to lump news columnists with
news, and situation comedy pla\s with

148

100%
1

1,204,900
8,141

10,950
166

100';
1

1,505,450
1

9,069

SPONSOR

neTworK
drama. Thus a Walter Winchell (ABC)
gave all other news broadcasts a lift and
the impact of a program like My Friend
Irma was lost among the great mass of
plays. Mysteries on the air have been so
outstandingly successful that they have
been rated apart from other plays for some
time and they continue to be so rated.

fewer months (November 1946~May
1947) that this publication had been in
existence. This year sponsor reports for
the complete broadcast season September
1947-May 1948.
Evening variety programs once again
led program types with a nine-month
rating of 12.8, the identical average rating

Last year's Fall Facts edition in reporting Average Network Program Ratings by
Types for the preceding season followed
accepted commercial trade practice. With
the new trend sponsor reports in correspondingly revised form. Some figures,
therefore, are not comparable with last

which they hit last year. However, commercial trend is away from variety prO'
grams. Indicative of this, in a typical
month (April) last year there were 16
evening hours a week of commerciallysponsored variety shows while this year
there were only 14^ such hours. The
(Please turn to page 132)

year's, which in any case covered only the

MBS
50 kw
25 kw
10 kw
7V2 kw
5kw
Totol
Hish power

1 kw
500 w
Total
Medium power

250 w
100 w
Total
Low power

TOTAL

POWER

Asof BMB— 1946
Power
%

Number
of Sta.

2
1
0
0
23

100,000
25,000
9%

240,000

33
6

33,000
3,000

14%

39

36,000

208
13

77%
221

100%

286

Average power
per station

NBC
50
25
10
VA
5

kw
kw
kw
kw
kw

Total
Hish power

1 kw
500 w

52,000
1,300
53,300

59
75
14

12%

450,000

19%

75,000
7,000
82,000

84
319
6

69%

79,750
600

325
473

100%

80,350

1,335,000

84

21
6

21,000
3,000

20
2

1,480,000
14%

20,000
1,000

27

24,000

22

250 w
100 w

54
1

13,500
100

56
1

35%

14,000
100

1 3,600

57

100%

14,100

TOTAL

POWER

Average power
per station
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55
147

37%
100%

1,372,600

WMBD's continuing leadership in the
rich Peoria market is graphically shown
in the latest Hooper Station Listening
Index (March-April, 1948). WMBD is
the ONLY Peoria station to show a
larger share of the audience in any time
period over the previous report . . . and
WMBD shows an increase in ALL time

(Mon.
thru
Peoriarea Station "A"
Peoriarea Station "B"
Peoriarea Station "C"
Peoriarea Station "D"
All outside stations
WMBD.

Fri.)
8 3 ^^H^^^
5.1 ^^B^B^
7.8 MfW, W*m
1.2 HLJ VlY
22.8 ^^^^^#
.^^^^

AFTERNOONS
Station
Station
Station
Station

"A"
"B"
"C"
"D"

(Mon.

thru

All
outside stations
WMBD

Fri.)
8.5 ^^^^^
5 1 ^^^^^^\
7.1 ^i W ml m
1.6 wVAM
30.0 mAAA^
^^^r

163

(Sun.

thru
Sat.)
Station "A"
16.1 ^^^^
Station "B"
8 9 ^V^P^
Ail outsideC stations
Vil'HB
(Stations
and D do not26.9 IiIIH
V

broadcast evenings)
WMBD.
\M/

k^^^^v
-^^^^

21,000

0
PEORIA

1,515,100
CBS

9,337

MORNINGS

EVENINGS

65

Total
Medium power

Total
Lew power

LIO
N'S SHARE
of fhe audience

periods.

1,295
Asof May 1,1948
Number
Power
%
of Sta.
23
1,150,000
1
25,000
1
10,000
590
51%
295,000

210,000

w/fh fhe

275,000

1,151

1,100,000
25,000

18%

150,000
25,000

612,350

Asof BMB— 1946
%
Power

45%

3
1
0
550

329,300

Number
of Sta.

22
1
0
0
42

Asof May 1,1948
Power
%
of Sta.

Number

115,000

26

PEORIAREA

9,294

Free

,

Affiliate • 5000 Watts
&

Peters,

Inc.,

Nat'l.

|
Reps.
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Available Xi^iwiirk l^sii*ka;;$o l*ri»;£raitis
APPEAL

IIILE
TYPE
ADVENTURE

PARADE

AMERICAN

DnuiiB

Commentary

ALMANAC

•ED lARICrS

CLUI HOUSE

tHORTr

BEll

Aud portir
Drama

CANDID

MICROPHONE

Interview

Juvenile
Adult
Family
Family
Family

HOAGV

CARMICHAEL

CHARLEY'S
COMEDY

HOUSE

WRITERS

Family

Musical
Variety

Family

Comedy

Family

SHOW

Family
COUNTRY

JOURNAL

Farm

CRIMINAL

CASEBOOK

Drama

DOORWAY

TO LIFE

Drama

EDITOR

AT HOME

Commentary

ESCAPE

Drama

THE FALCON

Drama

FIRST PIANO QUARTET

Musical
Comedy

Family
Family
Adult
Family
Family
Family

JOHNNY

FLETCHER

FRONT

Drama

PAGE

Family
Family
Family

FRONTIERS
DAVE

OF SCIENCE

GARROWAY

GIVE AND
GO

SHOW

TAKE

Aud partic

FOR THE HOUSE

Aud partic
Drama

HOP HARRIGAN
JOSEPH

C

HARSCH

HEART'S

Aud partic
Drama

HIGH ADVENTURE
HOUSE

HONEYMOON
GREGORY

Daytime strip

IN N. Y.
HOOD

IT'S A GREAT
UP WITH

HAWK

LARABEE

LEAVE

IT TO THE GIRLS

WOLF

LOOK

YOUR

Aud partic
Drama
Variety

Juvenile
Family
Women
Family
Women
Family
Family
Family
Family

THE KIDS

Family

Q. LEWIS

LONE

Family
Family

TOWN

KEEP

ROBERT

Family

News

DESIRE

HILLTOP

News
Drama

Drama
Comedy
Quiz
Variety
Drama

MBS
ABC
CBS

30-min, I/wk

CBS

30-min, 1/wk

ABC

30-min, 1/wk

CBS

15-min, 1/wk

PRICE

MBS

TESTED.'

Yes

tisoo
$1000
$1500-12000

EXPLANATION

Dnuiiitliialiou of juvenile literary classics
Bits of Americana, wisdom, weather, etc

Yes

Famous sports announcer conducts sports quiz
Mickey Rooney's journalistic adventures

$1000O-$12000

Yes
Yes

Conversations overheard with a wire recorder

30-min, 1/wk

Yes

Charley Slocum, Vera HoUey, Jimmy Carroll, songs, comedy

ABC

.tO-min, 1/wk

Show by a famous radio comedy-writing teams

CBS

30-min, 1/wk

Yes
Yes
Yes

ABC

30-min, 1/wk

ABC
CBS

30-min, I-5/wk
15-min, 1/wk
30-min, 1/wk

CBS
MBS

30-min, 1/wk

NBC

30-min, 1/wk

ABC

30-min, 1/wk

ABC

30-min, 1/wk

NBC
CBS

15-min, 1/wk
30-min, 1/wk

$3250
$2000-$3000

$2900
i $I5OO-$20O0
$3500

CBS
ABC
MBS
CBS
MBS
MBS

30-min, 1/wk

Yes
No
Yes

CBS
NBC

$3000
$2250
$4000
$4000
$750-$1000

30-min, I/wk

MBS
MBS
MBS

$3000-$5000

$1I-$1200
$4500

30-min, 1/wk

30-min, 1/wk

$2250
$1500
$200O-$3O00

$2300
$4500

30-min, 1/wk

CBS
MBS
CBS

Aud partic

Women

MBS
CBS

30-min, 1/wk

Atlantic Editor Ed Weeks in philosophic vein

Yes

Special treatments of classical and pop music

Yes

Bill Goodwin as a breezy young

Yes

Newspaper scries based on play of same name

15-30-min, 1-5/wk
30-min, I /wk

$1S00
$2500
$2450
$1000-$6000

30-min, 3-4-5/wk
15-min, 5/wk

$1750
$2500- $2700

promoter

Reports on progress in science, its implications

Yes
Yes

D. G. mc's show incl Gallichio orch, vocalists, guests
John Reed King in quiz session with give-aways

Yes

Ye.-!

Quiz; participants tr>' to furnish house progressively
Air adventures of a young pilot

Yes

Meaning of the news, natl, intl

Yes
Yes

Letter selected by studio panel wins heart's desire
Backgrounds of sea, air. West, etc.

Melodramatic

Yes

Modem

Yes

The police may be baffled, but not Hood (for long^

No
Yes

Blend of Vox Pop, We the People, talent show; travels

woman crusades for an orphanage

Intemews engaged, anniversar>-, honeymoon couple; gifU

$1800-$2500

30-min, 1/wk
30-min, 1/wk

Dramatized case-histories of child-rearing problems

Playboy detective solves baffling crimes

15-min,
'wk
15-min, S1/wk

15-min, 5/wk

Remote pick-ups; natl, intl coverage

Literar}' classics of all time dramatized

$1000
$4000-$5000

$3750

15-min, 5/wk

Hoagy plays and sings; an intimate show

Stories of former criminals; uncovering roots of crime

$300O-$35O0
$3600-$3900

$3250-$3750
30-min, 3-4-5/wk

Family

Juvenile

TIME

15-min, 5/ wk
IS-min, I/wk

Family

SHOW

BEST

NET

Yes

Youngsters pitted against their elders

Yes

Western adventure in resettled ghost town

Yes
No

Panel of girls answer listeners' letters, to men's discomfiture
Satirical routine, band, vocalists, guests
Typical kid thriller

Yes
Yes

Diagnosis and advice from Hollywood beauty expert

LUNCHEON

AT SAROI'S

Aud partic

Women

MBS

MARRIAGE

FOR TWO

Daytime strip

Women
Family

CBS

30-min, 1/wk

$3000-$4000
$2000

Yes

Elaine Carrington's latest soap opus

30-min, 1/wk

$2750

30-min. 1/wk

$2185

Yes
Yes

If contestant fails, phones "partner" who gets chance

Juvenile

MBS
NBC

30-min, 1/wk

$125O-$1500

MEET

YOUR

FRANK

LUCKY

PARTNER

MERRIWELL

MIND VOMR
MOVIE

MANNERS

NATIONAL

TRAVELER

NELSON

OPINION

Musical

ROUNDUP

Musical

k CO

PEARL

Drama
Musical
Drama
Comedy

AIRE
SHOW

PHILADELPHIA

ORCHEnU

JANE PICKENS

SHOW

PRACTICAL

Musical

PHILHARMONIC

OLMSTEO

OLMSTED

Musical
Variety

Family
Family
Family
Family

NBC

PLEASE

MBS
NBC
NBC
CBS

60-min, I/wk
30-min, 1/wk

$1350
$1750
$1000000

15-min, 1/wk

$4000- $4500

NBC

30-min. 1 /wk

$2300-$2500

30-min. I/wk

$3500- $4000

Family
Family
Family
Pamily

MBS
NBC
CBS

Family
Adult

MBS
MBS

Dmmn
Adult

NBC

Yes
Yes

$4000
$8000-$10000

NBC
CBS

60-min. 1/wk
30-min. I/wk

$7500-$8500
$2500
$750O-$IO0O0

Yes

Yes
Yes

15-min. 1 /wk
$4300

ao-min. 1 'wk

$450
IS.'iOO $4000
$1750

Modern music, minstrel format; comedienne Jackie Mable

Frontier fiddling, yodeling, humor
Adapts, narrates great short stories
Stori- vignette; baritone Jack Kilty ; orchestra

Yes

30-min, I/wk

Myster>' thriller; often told through murderer's eyes
Toscanini and guest conductors, soloists

Musical institution in the grand manner

Yes

Yes

30-min, I/wk

News, stories, about movies and Hollywood stars

Yes

90-min, 1 /wk
30-min, 1-5/wk

Collegiate athletic-myster>- set at turn of century
Teen-age panel discuss teen-age social behavior

Yes

30-min, 1/wk

Family

NBC
Commcntar>'
Drama

It used to be breakfast, now it's lunch

Family

GARDENER

RADIO CITY PLAYHOUSE

102

Drama

Family

Musical

MINSTRELS

YORK

OKUHOMA

QUIET

Juvenile
Family

MBS

NBC SYMPHONY

JACK

Quiz
Aud partic

MATINEE

MYSTERIOUS

NEW

Drama

15-min, 5/wk

Cross-examine speakers; selected cities give verdict
Situation comedy, incl Cliff Hall; Eve \oung vocals, etc
Eugene Ormaody and over 100 distinguished artists
With Jack Kilty. Phil Leeds, 2S-piece orchestra
How to make things grow

Yes
Psychological myst«r>- thriller

Yrs

Original radio play-i produced by Hsrr>- W. Junkin

SPONSOR

KGO
explodes a myth — reveals the best
spot radio buy in San Francisco !
On the Pacific Coast, network

and dramatic shows.

schedules end at 10 p.m. — instead of
at 11 p.m. as they do in the East. For
years, everyone has accepted the
myth that in the West listeners want
to hear news at 10 — and go to bed at
10:15!

The result.' Two special Hoopers
and thousands of letters prove beyond

Nothing could be farther from the
truth! With the other three Bay Area
stations battling each other with news
programs, KGO has stepped in from
10 to 10:30 with half-hour variety

a doubt that KGO can get more audience at less cost in this half hour than
any other station. Best of all, this
is guaranteed time, at daytime rates.
And right now, two established shows
— Philo Vance and Bulldog Drummond — are available! Get complete
details today from the ABC Spot Sales
representative in your city.

jlM
KGO's 50,000 watts draw listener-response from every corner of California —
from Alaska, Canada, and seven >A^estern states. Look over these availabilities
on the new,

more

powerful KGO

. . .

1. Boukhage Talking, 11;30 a.m. weekdays.
Available for the first time in five years! Remember: KGO now hasalarj^er audience every
weekday morning than any other Northern
California station!

3. Bay Area News, 1:30 p.m. weekdays. A
chance to be on "the home team" with this
news program which, through correspondents
in key news centers, is the only program giving
local coverage to the dozen Bay Area cities.

2. Abbott & Costello, 8:00 p.m. Wednesday.
An ABC co-operative program, available for
local sponsorship right in the middle of the
Bingsday-night lineup! A 7.6 Hooperating and
new. low talent cost.

4. Ira Blue's Sports, 11:15 p.m. weeknights.
The West is a sports world of its own — and to
thousands of listeners, Ira Blue is a top expert.
Factual, complete — with that touch of human
interest which attracts both men and women.

Call the ABC spot sales office nearest you for information about any
or all of these stations :
WJZ-New

ABC
JULY

ri^*.

York 50,000 watts 770 kc

KECA

— Los Angeles 5,000 watts 790 kc

WENR- Chicago 50,000 watts 890 kc

WXYZ-Detroit

KGO

WMAL-Washington

— San Francisco 50,000 watts 810 kc
ABC

American

5,000 watts 1270 kc
5,000 watts 630 kc

Pacific Network

Broadcasting

(company

1948
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PACIFIC NORTHWEST
P 0 BOX

1956

BUTTE. MONTANA

SPOKANE.

THE WALKER
330
1C4

SYMONS

CO— 551
HENNEPEN

BUILDING
WASHINGTON
FIFTH AVENUE.
AVENUE.

ORPHEUM

BUILDING

PORTLAND.
NEW

YORK

MINNEAPOLIS.

OREGON

BROADCASTERS
63S1

HOLLYWOOD

HOLLYWOOD.

CITY— 360 NORTH
MINNESOTA— 15 WEST

MICHIGAN

BOULEVARD

CALIFORNIA
AVENUE.

10TH STREET.

TOWER

SEATTLE. WASHINGTON

CHICAGO.

KANSAS

SMITH

ILLINOIS

CITY. MISSOURI
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PACIFIC NORTHWEST
P O BOX

1956

BUTTE. MONTANA
THE WALKER
330

JULY

1948

SYMONS
SPOKANE,
CO— 551
HENNEPEN

BUILDING
WASHINGTON
FIFTH

AVENUE.

AVENUE.

ORPHEUM

BUILDING

PORTLAND,
NEW

YORK

MINNEAPOLIS.

BROADCASTERS
6381

OREGON
CITY— 360

HOLLYWOOD

HOLLYWOOD,

NORTH

MINNESOTA— 15 WEST

MICHIGAN

BOULEVARD
CALIFORNIA
AVENUE.

lOTH STREET.

CHICAGO.

KANSAS

SMITH

TOWER

SEATTLE. WASHINGTON
ILLINOIS

CITY. MISSOURI
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network
IIIU

TYPE

APPEAL
Family
MDIO

NEtfDt REEL

Newi

DEO HOOK

Drama

RFD AMERICA

lUPSIE

HAXIE

HOWARD

Family

ROSENBLOOM

Family

Comedy

K. SMITH FROM

LONDON

STOP ME IF rOUVE

HEARD

STORY

FOR TONIGHT

STORY

SHOP

30-min. 1/wk

tl2S0

NBC

30-min. 1/wk

Drama

Juvenile

Drama

Juvenile
Family

TIME. PUCE.

Juvenile
Family

TWIN

VIEWS

UNDER

30-min, 1/wk

NBC

15-min, 1/wk

MBS

Family

CBS
MBS

Family

NBC

Musical

Drama

ARREST

Family
Family

THE NAME

WHERE

THE PEOPLE

YOU

ARE

OF THAT

SONG

STAND

Dramat

THERE

Familv

CBS
rnS

Yea

Humorous

on news events

$2800
$4000

European

news chief

Yes

Let the minions of lawlesmess beware him

Yes

Humorous

Yes

Nelson Olmsted tells short stories with music, sound

Yes

Children's stories narrated with soloist, organ

stories, jokes, featuring Cal Tinney

Lydia spins tale from any 3 words sent in by listeners

Yes

Repertory theater of the air

30-min, 1/wk

$3000

Yes

Drama

30-min, 1/wk

$3500

Yes

Winner gets cash, theater engagement,

$3250
$2000-$3000

Yes

Literary gems retold

30-min, 1/wk
30-min, 1/wk

Based on comic strip of same name
based on common

superstitions
repeat on show

Yes

Dramatization

Yes
Yes

Favorite tunes, old, new, with soprano, male quartette

$3000

of stories in Personal Romances

magssine

Hy Gardner, Stan Walker in straight k off-trail news

$650
$1500

True crime cases a la Gang Busters

Yes
Yes

15-min, 1/wk

$1500

30-niin. 1 /wk

$1000-$ 1500

Musical quiz with prizes

Yes

$1000
i

commentary

Yes

30-min, 1/wk «
15-min, 1/wk

MBS
MBS

News commentarj'
Adult

Starring the former light beavj-weigbt champioD

Significant new; of week by CBS

$1750

MBS
WHAT'S

A look from skj'scraper top into private lives

No

«300

30-min, 1/wk
I/wk*'

Family
News commentary

OF THE NEWS

to country

people quizied on rural matters

No

15-min, 5/wk

MBS
ABC

Family

Farm community

$950
$400
$8000-$10000

60-min. I/wk

Family

Drama

TUNE

NBC

CBS

Drama
A WOMAN

S4000

tiooo

Family

Slant on problems of city family moved

Great love stories of all time recreated

$3000-13500

30-min, 1/wk

Variety

ALWAYS

15-min, 1/wk
15-min, 1/wk

Natl on-the-spot coverage of news stories

}3600-$3900

MBS
MBS

JACKPOT

THERE'S

30-mio, 1/wk
30-iiiin, 1/wk
30-miD, 1/wk

CBS

Drama

TELL IT AGAIN

Yea
Yea

Family

Drama

SUPERSTITION

TESTED'
Yes

11500
13500-14000

Family

Drama

SUPERMAN

t2200

Drama
Comedy
Drama

ONE

16-min, S/wk
30-mia. 1/wk

Yet

News

THIS ONE

TO ORDER

PRICE

CBS

MBS

EXPUNATION

SIlMEj
IS-mia, 5/wk

CBS
NBC

Family

SPECIAL AGENT

TALENT

NBC

Family

Drama
Quit
Comedy

ILOCUM

STUDIO

MBS

^

Family

OF THE CITY

CHARLIE

STORY

Family
Family

Drama

ROMANCE
ROOFTOPS

^ MBS
NET

Elmo Roper reports pulse of the nation

Yes

Pseudo-on-thp-sTKit rovrraee of historical events

Quiz

Avaihiblf^ Intlopi^iideiit Livo I^ac^ka^o Programs
TITLE
ADVENTURE

FOR SALE

ADVENTURES
AMA2ING

OF ZORRO

TYPE
Drama

Family
Family

ARM

CHAIR SLEUTHS

AT HOME

WITH

THE ANGELS

Aud partic
Drama
Drama

THE AVENGER

Variety
BACHELOR

APARTMENT

BACKnAfiE

THEATRE

DAVE

BARRY

Drama

SHOW

Family

Variety

Family
Family

Interview

BUCKSTONE.
BLIND

MAGIC

DETECTIVE

DATE

BUILDERS

Aud partic

OF DESTINY

BUNCO
CAVALCADE
COUNTRY

OF MUSIC

SHERIFF

CUBCAnERS
DATE WITH
DAWNS

Drama

EARLY

LIGHT

Musical
Drama

Musical
Drama

ATTORNEY

Drama

Adult
Adult
Teen-age
Adult
Adult
Family
Family

EASY

STREET

Drama

MONEY

30 min, 1/wk

WLW.

$3000
$2248.35

15 min, 1/wk

r5-$ioo

15 min, 3/wk

35% sta rate

30 min, 1/wk

OR
$1500
OR

30 min, 1/wk

OR

30 min, 1/wk

OR
OR

FOLLOW
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THAT

MAN

Drani:*

15 min, S/wk

W. E. Hines

Dramas

W. Biggie I^vin

of backstage life

15 min, 3-S/wk
30 min, 1/wk

Zany comedy

[ Jack Rourke

Traveling screen talent hunt

| W. E. Hines

Talk about high spots of outstanding game of wk

, Studio "A" Prodns

M.\-stery starring Blackstone the magician
Based on NBC

OR
$6000
OR

15 min, 1-S/wk

program

WLW, anci.
James L. Saphier

of the air

Lang-Worth
W. Biggie Levin
Louis G. Cowan

Intimate musical, standard favorites with Phil Brito

Charles Michelson

Comedy

Lowe Radio Features

drama

Dramatiiatioo

based on current events
of health conditions, medical interviews

Radio Providence Prodns

Based on Satevepost current stories

Basch Radio & TV Prodns

OR
OR

Drama,

Basch Radio & TV Prodns

Ex-magician

$3600

with a dream format
turns rackets detective

Crusading rx-GI attacks corruption
Mx-9t<Tx- show

«

area

expose of Bunco rackets

Action, dramatic myster>-

■ ,> '.

| Jack Rourke Prodos

OR

30 min, 1/wk
30 min. 1 'wk

Prodns

Charles Michelson

of two years ago

Stories of pioneers who helped found cities in WLW

Kid newspaper

36% sta rate

IS min, S/wk

Adult
Family

Mystery thriller

Hillbilly mysterj-

30 min, 1/wk

Drama

Cinei.

Charles Michelson

40-piece orch, 16-voice chorus, famous guest stars

Adult
FIfiHTING SENATOR

adventures of the family across the street

Trials of two bachelors struggling with daily chcres

Dramatic

Family

Drama

EXPOSE

Bernard L. Schubert
W. Biggie Levin

OR

30 min, 1/wk

Drama

Detective mystery. Gun-totin', fearless Chicago law>er

Humorous

Family
DREAM

Prodns

Mitchell Gerti

OR
36% sU rate

OR

30 min. 1/wk

30 min, 1/wk

Adult

Jack Rourke

mystery starring Michael O'Sbea

Based on famous character of same name

AND

SALES REPRESENTATIVE

Mystery with a gimmick

30 min, 1/wk

30 min, 1/wk

ORDERS

DOOWINKLE

Family

Mr-and-Mrs

1

OR

$1750

Drama

Drama
DOCTOR'S

30 min, 1/wk

Drama

News
MUSIC

Juvenile
Family

$4000

30 min, 1/wk

15 min, 5/wk

Family

$1550

30 min, 1/wk

Women

Comedy

$2500-$5000

15 min, 5/wk

30 min, 1/wk

BIO FOR FAME
THE BIG GAME

DESCRIPTION

Adult
Family

PRODUCER

PRICE
TIME

30min, 1/wk
Family

Drama
Drama

MR. MALONE

APPEAL
Family

; -

W. Biggie Levin
Lowe Radio Features
Louis G. Cowan
Jack Rourke Prodns

SPONSOR
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pASS KEY
f fe Houston mtket

Direct your advertising through the open
door to the Houston market . . . KXYZ —
with the top share of the daytime audience and a nighttime coverage that
blankets one of the nation's fastest growing markets. Get results with a promotion
and merchandising department that assures you your advertising dollar's worth.
Population
Families
Radio Families
Retail Saiek

...

Effective Buying Income
Population Home County
Effective Buying Income
Home County

«0(/

%^

1.647.60(1
458,700
376.7.SO
980.830.0(M)
1.666,071.000
699,900
890.509.000

kBCIN
5000 WATTS
108

FREE S, PETERS:
National

B»pra»*nt«tiv*«

SPONSOR

TITLE
FOR NO REASON
FOR PEOPLE

TYPE
Comedy

AT ALL

Adult
Family

ONLY

Aud partic

FOX & HOUNDS
NADEN

Aud partic

FAMILY

HIDDEN

HIGH SCHOOL
HIRED

Drama

QUIZ LEAGUE

OR FIRED

HOME

.■iud partic

HURBERT

Musical

ADVENTURE

Drama

Drama

IN THE LIMELIGHT

Comedy

THE INSIDE DOPE
KEEPING

UP WITH THE JONESES

KORN-S-A

LETS

Musical
Drama

KRACKIN'

LEISURE

HOUSE

PLAY REPORTER

LET'S TAKE

News

Aud partic
Drama

A LOOK

LIFE'S ODDITIES

News

LIVING PAGES FROM THE BOOK OF LIFE

Drama

LONESOME

Disk jockey

GAL

LUCKY

ANNIVERSARY

Aud partic

LUCKY

LISTENER

Aud partic
Comedy

Meet corliss archer
THE MEMOIRS

OF CASEY PRINGLE

Drama

MILLIE THE MAID

Comedy

MIRACLES

Drama

OF FAITH

MRS. AMERICA

SPEAKS

MRS. CASEY'S BOARDING

Women partic
HOUSE

Drama

MR. UNKNOWN

Drama

MONODRAMAS

Drama

MOVIE
ALAN

AWARD
MOWBRAY

WENDELL

Aud partic
Drama

PROGRAM

News

NOBLE

THE ODD MR. LANTRY

Drama

OFF BEAT SAMMY

Drama

THE OLD HOKUM
ONE

BUCKET

Aud partic

FOR THE MONEY

Aud partic

THE O'NEILLS

Drama

PROJECT

X

Drama

QUEENS

IN THEIR 'TEENS

Aud partic

CITIES

ROCKIN-

Aud partic
Musical

RHYTHM

Drama

THE SAINT
SECRETS

OF THE SECRET

SLEEPY

SERVICE

Drama
Variety

JOE

Juvenile
Family
Family
Women
Family
Family
Adult
Family
Family
Family
Women
Family
Family
Family
Adult
Adult
Family
Family
Family
Adult
Family
Family
Women
Family

Adult
Adult
Family
Family

Adult
Adult

Musical

STAR STORIES

Drama

FROM

TELEPHONE

HOLLYWOOD

ANSWER

Family
Family

Juvenile
Family

Adult
Adult

Juvenile
Family
Family

Screen
Aud partic

15 min, 5/wk

OR

15 min, 5/wk

OR

30 min, 1/wk

OR

IS min, 1-2-3-5/wk

$20 OR
up OR

30 min, 1/wk

30 min, 1/wk

30 min, 1/wk

AMERICAN
REMUS

WEALTH
WIDOW

ON WHEELS
OF VINEGAR

HILLS

PACKAGE

Narration
Aud partic
Drama

1948

Most love3 Bible stories.

George Logan Price

National network cast

Comedy mystery adventures of a confidence man

OR

30 min, 1/wk

OR

15 min, 5/wk

Family foibles through Millie's eyes
156 of world's most loved miracles brought to life
Appeal to housewives

Reminiscenses by Hollywood star Alan Mowbray

James L. Saphier
Gordon M. Day

Detective with unusual methods of solving mysteries
Whodunit set to music

30 min, 1/wk
15 min, 1-2-3-5/wk
30 min, 1/wk

$50-$75
$20 OR
up OR

30 min, 1/wk

OR

15 min, 5/wk

Based on mkt

15 min, 1/wk
15 min, 1-3-5/wk
15 min, 1/wk

Human interpretation of the news

$3.00$450
up OR

30 min, 1/wk

Based$850
on mkt

30 min, 1-5/wk

OR
$10000
OR

15 min, 1-5/wk
15 min, 1/wk

OR

Juvenile

15 min

$3 /prog up

Women

15 min

Familv

30 min, ! wk

OR

$15-S50

W. Biggie Levin

Comedy audience participation show

W. Biggie Levin
Fritz Blocki

Quiz game for studio audience, home listeners

Prockter Radio Prodns

O'Neill family affairs have had a ten-year air-run
Personal triumphs of average American people

OR

W. Biggie Levin
Jack Rourke Prodns

OR

OR

Cinci.

Wendell Niles, Erskine Johnson in Hollywood show

OR

OR
$2500

George Logan Price
Len Traube

Louis G. Cowan

30 min, 1/wk

15 min, 5/wk

Lowe Radio Features
Wolf Assocs

WLW,

$2000 for 5/wk

3030 min,
min, 1-5/wk'
1/wk

Len Traube
James L. Saphier

Thoughts of characters as drama unfolds
One-character, one-act plays

OR
$1500

WING, Dayton
Louis G. Cowan

Lives of Mrs. Casey's boarders, mostly show people

15 min, 3-5/wk
30 min, 1/wk

30 min, 1/wk

Radio Providence Prodns

WLW, Cinci.
Writeis Program Seivice

Listener participation (non-phone)

30 min, 1/wk

30 min, 1/wk

James L. Saphier

Narration of odd things in the news

Affairs of a sixteen-year-old

$3000

JULY

Based on newspaper reporters' experiences
Husband-wife team news at breakfast

OR

Family

Musical

CHRISTMAS

WLW, Cinci.
Gordon M. Day

Dramatic strip show with Hollywood angle

OR

OR

Musical

UNCLE

W. E. Hines

Selected by The Billboard as America's No. 1 disk jockey
Dual anniversary date gimmick, prize

15-30 min, 5/wk

60 min, 1/wk

TRULY

15% sta rate
OR
$10-$50

$3000
$5-$15

30 min, 1/wk

Musical

Folk music, philosophizing
Stories of famous historical characters

Basch Radio & TV Prodns

5 min, 3/wk

15 min, 1-5/wk

Al Buffington

Dramatization of Look Magazine advance features

$3500

30 min, 1/wk

Louis G. Cowan
Louis G. Cowan

OR

30 min, 1/wk

Aud partic

OF TODAY & YESTERDAY

Quiz staged at home, results phoned to studio

Al Buffington

George Logan Pi ice

30 min, 1/wk

FOR THE MONEY

Adult
Family

Contestants answer questions about their jobs

Paul Cruger

Aired over NBC 26 weeks

30 min, 1/wk

Family
Family

Two compete weekly in elimination contest

30 min, 3/wk

30 min, 1/wk

Basch Radio & TV Prodns
Radiozaik Enterpiises

Radio's real musical family

OR

30 min, 1/wk

30 min, 5/wk

Radio Providence Prodns

Radiozaik Enteipiises

30 min, 1/wk

30 min, 1/wk

Entire audience participates in prizes and fun

Fritz Blocki

Hillbilly variety starring 20 entertainers
$1000
$5-$25

5 min, 5/wk

Quiz in sponsor's store, featured mdse prizes

PKUUUCLH ANU UH
SALES REPRESENTATIVE

Sophisticated dramatization of a home of today

15 min, 1/wk

THREE

TOP TUNES

$2000
OR

30 min, 1/wk

Aud partic

GLASS

$285.75 local
OR

15 min, 5/wk

LIFE

THE LISTENING

$15- $50

15 min, 5/wk
30 min, 1/wk

Based on listener letters, recorded inteiludes

Quiz about movies and m vie stars

15 min, 5/wk

THAT'S

THROUGH

J50-I75
OR

30 min, 1/wk
15 min, 1/wk

DESCRIPTION

Fabulous factual stories of adventure and lost mines

30 min, I/wk

Family

Family

GAME

PRICE

Adult
Family

Juvenile

SONG TRAVELER

STRAIGHT

Adult

Adult

QUIZ OF TWO
SADDLE

TIME

Family

Aud partic

QUIZ

SKEETER

Aud partic
Aud partic

JACKPOT

THE HUMAN

Family

Musical

WEALTH

HOLLYWOOD

APPEAL

Teen-agers test their skill and talent for prizes
Two-city round-robin quiz tournament

Wolf Assocs
Prockter Radio Prodns
WLW, Cinci.
Al Buffington

Stars Shorty Thompson of Columbia pictures

Radiozark Enterprises

The famous I^-slie Charteris character

James L. Saphier

Cases from files of ex-Capt Thomas Callaghan

Richard Bradley Assocs

Jimmy Scribnertells Uncle Remus-type children'sstories

Cardinal

Tom Glazer sings .Vmerican ballads

Gainsborough Assocs

Dramatic narratives with musical

National Research Bureau

Hollywood news with Gene Raymond and guests

Commodore Prodns & Artists

Geared for lively merchandising

Harry S. Goodman

Slanted for comedy

James L. Saphier

Music and telephone ginimick with $50,000 jackpot

Wolf Assocs

Orchestra, mi.xed chorus, guest vocalist

Lang-Worth

Homespun philosophy between songs

George Logan Price

Traditional music and songs America knows and loves

WLW,

Jimmy Scribner tells Christmas stories
Reverse phone-away quiz

Cardinal
Al Buffington

Jane Darwell in folksie western show

Paul Crueer

Cinci.
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possible for a regional advertiser
to expand market-

by-mar
answer ket?
to thatTheis
easy. It's not only
possible, but it is
being done regularly by many advertisers invaried

fields — old established advertisers bringing out new products as well as beginning
advertisers with new products and new
distribution and merchandising problems.
It is possible on the Mutual network to
start with a single station and gradually
expand, market by market, until every
area worth cultivating is reached with
that network's full transcontinental facilities, which currently total 509 stations.
New advertisers in competitive fields
buy network facilities step by step as they
establish retail outlets for their product,
thus eliminating needless expense and
waste circulation.
An advertiser may select a single city
as a test for program, commercial approach, or market reaction. Then, as
distribution is established in, say, Southem Califomia, stations that serve only
that area may readily be added. Weeks
or months later, distribution may have
expanded to include Northem Califomia,
at which time stations in that area are
added, and so on until full facilities of the
Don Lee Network are employed. The
advertiser may now continue to expand
eastward, or jump to any particularly
110

'••If* a r<'<iioiiaI
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Asks
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aftt'r aiiotlirr lo iiis chain, and cventnallv
a<'hi<'M'

national
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Piedmont Shirt Co..

important section of the country. That
is one of the important advantages of network radio its flexibility and its ability
to blanket the country in one widespread
campaign, or to concentrate advertising
effort in any one section or sections as
particular marketing requirements demand.
A perfect recent example of this flexibility isdemonstrated by the George A.
Hormel Co., which started sponsorship of
the Hormel Girls Corps on KHJ, Los
Angeles, about three months ago. After
about 30 days on this single station, ten
additional stations were added, and
shortly thereafter, ten more. Recently,
seven midwest Mutual stations were included on the program's list of outlets,
and the program will expand state by
state and section b\' section in the future.
Sydney Gaynor
General Sales Manager
Don Lee Broadcasting System, L. A.
It is impossible
for a regional network advertiser to
ochieve national
idverage by addng one sectional
i.hain after another. As far as I
know, no combination of regionals
can deliver the first
dozen basic markets, which are absolutely
necessary to achieve national radio
coverage. In my opinion, it is also impossible for the big four national networks to
achieve true national radio coverage
individually.
In spite of the wonderful improvements
made by individual stations, regional and
national networks, this is a big country.
To achieve complete national radio coveiage, I feel that it requires a combination
of all three
the coast-to-coast network.

the regional, and the individual station.
We have developed Intermountain into
one of the most successful regionals in the
country, but we have no illusions that a
combination of all of the regionals presently in operation can eventually achieve
true national radio coverage.
Ly.nn L. Meyer
Vp in Charge oj Sales
Intermountain Network, Salt Lake City
I doubt if it is
very practical for
regional
sectionalor
advertisers
to start with one
small area network
and add others to
their chain, eventually achieving
national radio coverage, because of
the following difficulties:
( 1 ) Practically all stations of any considerable merit are affiliated with one of
the four networks. Some of the networks by agreement with stations have
onI\ certain not-too-desirable hours available that are "station guaranteed time. "
The difficulty of clearing a common hour
for contracted private telephone service
or of hooking up the smaller area networks at a common hour makes it almost
imfx)ssible.
(2) An advertiser who attempts, as
Dr. Pepper did with their Dixie Network
in 1935-37, their Al Pierce network in
1943-44, and their Darts For Dough 160station network in 1944^7, to clear time
over desirable stations, ma> overcome
time clearance difficulties. So long as
distribution is confined to an area of
approximately 1,000 miles, it may work.
Beyond that distance, the telephone line
costs rapidly become prohibitive.
Here in Texas, we have as an example
the Texas Qualit> Network,
involving
SPONSOR

50 kw stations in each of the big four
cities. This works beautifully so far as
strictly Texas advertisers are concerned
and gives fairly good coverage for most

spot

of the state's population. It is a buy that
is economical. On occasions, they have
available certain secondary markets
which can be hooked up with the loop.
However, if you go much beyond this,
you will run into time clearance difficulties. Also, you run into complications in
correlating the established network loops.
Raymond P. Locke
President
Tracy-Locke, Dallas
Any attempt to
link together
enough regional
networks for national radio coverage would be almost impossible.
The clearance
problems alone
would be a tremendous headache. The stations comprising most regional networks are, as regards affiliation,
divided among the four major networks.
Since this is true, internetwork jumps
would be extremely difficult, because of
the problems of clearing a common time.
To get around such clearance problems, an advertiser would have to make
widespread use of transcriptions. In this
case, he might as well do the whole thing
transcribed as a regular spot operation;
otherwise, the whole purpose of having
network lines in the first place, namely
live programs, would be defeated.
From the viewpoint of a station representative, the best way to expand market
by market is to use spot broadcasting.
There are still many spot broadcasting
techniques that have barely been touched.
We here at Weed & Company and also
other station reps are constantly improving this form of broadcast advertising.
We are pushing for guaranteed and protected time slots, better local programing,
simplified billing operations, and improved
merchandising and marketing services.
Regional networks have an important
part in radio as testing grounds for a
product or a program, or as a single-billing
method of reaching a regional market.
Regional networks program the kind of
entertainment which appeals to the listening tastes of the region.
Joseph J. Weed
President
Weed & Co., N. Y.
Station Representatives
JULY
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OF THE MONTH

"Standard

Rate and Data"

# Each monthly issue of S. R. & D. carries
WFBM's

07ie and only rate card. National advertisers pay no more for time on WFBM than
local advertisers, and — to coin a phrase — vice
versa.

How
muchis more
per minute.'*
A minute
on WFBM than on any other
Indianapolis radio station. But, when that minute-cost isspread over central Indiana — where
WFBM delivers top CBS and local programs —
we figure we've got the louest cost in town.
We're popular! — Hooper gives us FIRST rating for 16 months in a row.
We're powerful! — BMB gives us more radio
families in central Indiana counties than any
other measured station.
And, we're not over-rated on the rate card.
Add merchandising service, promotion, and
acceptance and you have "bargain day" every day
on WFBM — Indiana's only basic CBS station.

WFBM

is "First in Indiana" any uay you look at it'.

BASIC AFFILIATE: Coiumbio Broadcosting System
Represented Nationally by The Katz Agency
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YOU MIGHT RACE AN AUTO
AT 403 M.P.H/-

BUT

-YOU
CAN'T SMASH
INTO WESTERN MICHIGAN
WITHOUT WKZO-WJEF!

No matter how much

power you use from outside

••an reach.
Mondays
Share

just am' I jK'iii'trdti' icith (iny dc^rc:' of (h'prndahilitv.
ill Kalamai.'uo

more |K'opU" in Western
station
or <<>nihinati(>n

tlie latest Hooper

Fridays, from

of Audience

W KZO

36.5 above

12:00 Noon
shows

to

a 55.2

its best compe-

in

lilioii. WJEF shows 26.7 — 4.5 above its best compclilioii. The coml>ination is iniincililc. and at

across to

bargain rates. (Hooper Report of Jan. -Feb.. 1948.)

aii<l WJEF

Gran<l Ka|>i<ls, you'll get your message

through

6:(M) p.m.. for instance.

rounded h\ a uall of fading that outside stations

usiiifi N\ kZO

figures from

Report prove it.

Western Michigan, you uon't r«'ally reach this
rich area. Why? Because the district is sur-

H>

The

Michigan than (inv «)lher
of stali(»n.s in I lie area

For further facts and

figures, uritc us. or ask

\>crN -Knod*'!. Iiu-.

'Jutiii It. Ciihl) uiis tinted (il W:i.l.'l5 ni.p.h in u run <il liannriille, I'liih. Scplrnilirr 1(1. I!)'i7.

i.y^
^A4&

IN

and GREATER

^MfJEF

KALAMAZOO

WESTERN
(CBS)

MICHIGAN

BOTH

■

AND

^A^t

112

COUNTY

GRAND

RAPIDS

(CBS)
OWNED

AND

OPERATED

FETZER BROADCASTING
A> FR^ - KNODKI..

KENT

in

IN( .. F\«lii-iN«

BY

COMPANY

National Representatives
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Costs: the dm^ question
Magazines vs. radio

Coiupsiriiig iiioilia costs isn't easy, but
there are a few eoiiiiiiou deuoiumators

supervision of a noted group of media research men. Starch's study of advertising
readership reports upon the percentage of

a magazine's readership which, as he
phrases it, "notes" individual ads in each
magazine. By averaging the percentage
Advertising media are not directly com- ator for network advertising is the half- of individual "notice" which all the ads
receive it is possible to arrive at a perparable with currently available data. hour night network program.
A second common denominator is the centage of advertising readership for each
The end result sought by advertisers —
product sales — are. Research men are cost of using each medium. This must magazine.
It is a moot point, but many advertising
constantly being prodded to develop a include the cost of the space (black and
slide rule which would enable advertisers white) productions, and the cost of the authorities are willing to compare adver'
to compare black and white, broadcasting time (network radio) plus talent. Hans tising readership with the audience of a
(and within broadcasting, its own several Zeisel of McCann-Erickson has arrived at program. If the Starch percentage of
phases), and billboards.
an average figure for copy, art, and pro- advertising "noters" is projected against
duction costs for magazine advertising. the total audience of a magazine as reUltimately, for the good of all adverported by the M.A.G.S., there results an
tising, research methods must be formu' His figure is 11.5% of the cost of the
advertising
audience figure which may be
lated which will permit different media to space. A. C. Nielsen in his NRI reports
be thus compared. There are already a on radio advertising presents figures which compared with a radio program audience
few common denominators by which give the number of radio homes per
figure.
Sponsor has averaged the advertising
broadcasting, a mass medium, can be dollar for each commercial program on the
audience
figures for the four leading mass
compared with mass circulation maga- networks. His figures include the cost of
zines.
circulation magazines {Colliers, Life, Look,
time and talent.
The accepted common denominator for
Readership figures for the mass maga- and Saturday Evening Post), and dividing
all mass magazine advertising is the black
zines are available from the Magazine the black-and-white page plus production
and white page. The common denomin- Audience Study Group which is under the costs into the advertising-readers of the
JULY
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publications has arrived ;)t a figure for the
number of advertising-readers per dollar.
The figures for the four magazines were
averaged to obtain a figure of advertising
readers per dollar.
In like manner, the average number of
families per dollar listening to network
programs was computed, based upon
Nielsen's reported NRI homes per dollar
reached by commercial network programs. The figures for all programs (day
and night) were averaged.
The magazine average was 441 advertising readers per dollar. The broadcast
listeners per dollar were 1464. The
listener figure was obtained by multiplying by two the number of NRI homes reported, since there is an average of two
adults per home. The M.A.G.S. figure is
based ufxin readers over 10 years of age
onl>', so that it would be manifestly unfair to use the full Census Bureau family
size figure of 3.40 to arrive at a radio
listening figure.
The costs used by A. C. Nielsen to determine his homes-per-dollar are based on
gross time figures and are subject to discounts which may run, as they sometimes
do on the Mutual Broadcasting System,
and to a lesser degree on the other nets,
to 40*^7 or more. Since announced talent
cost figures are often inflated, advertising

agency radio executives feel that Nielsen
overestimates his talent costs by 10'^ .
In the comparison, therefore, there may
be an important bias in favor of printed
media. But in compensation, Nielsen

tion in Starch's "advertising noting."
Starch does not ask his sample of magazine readers if they read the ad or if they
know the advertiser. His question is

uses his "Total Audience" figure to determine his homes-perdollar. Total Audience means all listeners who heard any
part of a radio program. It is around
25'7 higher than the Nielsen figure for
"Average Audience" which is the "audience during an average minute of broad-

simply "Did you note this ad?"
The comparison between the advertising impact of a magazine ad on a reader
and the impact of a commercial on a
listener is completely undeterminable
with present research tools. All that can
be compared is cost-per-readei against

casting ofa program."

U.O

10 0

cost-per-listener.

♦ * *

Program of the year

llsilpli Eflwaril*^ "Triilli iir ri>n<><>ci|iioii€*os*'
tups Ili4^ raiiii^^tN anil «<l«ii*l<>i a iroiiil
The program of the year, 1947-1948,
is Truth or Consequences. The success
of Ralph Edwards' "Miss Hush," followed
by the even greater success of "The
Walking Man" promotion, started hundreds of local telephone programs. Three
out of four of the networks have shows
on which the listener in the home plays
a vital role. (NBC, Edwards' network,
currently has none. )
There is a feeling in the advertising

WBT
HOOPER

There is also evidence of strong infla-

HAS

profession that quiz programs based upon
listener participation and giant jackpot
merchandise prizes are bad for broadcast
advertising. Most program men look
upon them as a current phenomenon that
will run their span and disappear. They
point to the
of of
thewhat
Pot happens
o' Gold
comeback
as anfailure
example
when a program runs beyond a trend.
Truth or Consequences was eight years
old this spring (March 23). During most

A GOOD

TIME

over-all
of program's existence it gave away only
modest gifts as "thank-yous" for participating contestants. As give-away
programs began to grow and prizes
became elaborate, Ralph Edwards decided
to run a gag contest to end giant giveaways for once and for all. On December
29, 1945 he started his original, as he
called it then, "crackpot consequence."
Contestants on the program were asked
to identify a mystery voice which
recited :
Hickory, dickory, dock
The hands went round the clock
The clock struck ten
Lights out
Goodnight.

The consequence to end give-aways,
instead of knifing the growth of big-gift
prize contests, grew so important during
the five weeks that the mystery voice
went unrecognized that Edwards discovered, after the first week, that he had
a bucking bronco by the tail. Each week
Edwards added three more gifts to the
"crackpot" jackpot. When, after five
broadcasts, Richard Bartholomew correctly identified the voice as Dempsey's,
he received prizes valued at $13,500. The
press was full of stories about Ensign
Bartholomew. During the second week
of the "crackpot" consequence Edwards,

requiring some name by which to refer
to the owner of the mystery, hit upon
"Hush" as descriptive ard Dempsey

of skill. Out of this conference of legal

would permit "Hush" guessers to donate
money to the polio fund. The lottery
laws had to be obeyed, so everyone had
to be given an equal opportunity to
participate. There had to be an element

With this formula and a "Mrs. Hush,"
Edwards' Truth or Consequences went on
the air on January 25, 1947. For seven
weeks the radio audiences stayed at home
on Saturday nights (normally far from

wizards came that now famous "Hush"
formula.
1 : Listeners are asked to write 25
became "Mr. Hush."
When Ralph Edwards saw his fi- words or less on the subject of the charity
nal "Mr. Hush" Hooperatings (17.8) which is to receive donations. The
he knew that he had something that
sentence usually starts with "We should
negated his anti-give-away notion. People
the
because of."
flew to California from Maine in an all 2:support
The name, address, and telephone
effort to obtain a ticket for the broadcast number must be in the upper right hand
and perhaps an opportunity to name the comer of the entry.
mystery voice.
3: Entry is mailed "with a contribuEdwards shelved the idea temporarily.
tion, ijyou like" to the character being
It had given Truth or Consequences an identified. A special post ofl^ce box is
increased audience which he felt would
used.
stick with the Saturday night screwball
4: A group of prominent persons act
session. A year later, in December 1946, as judges.
5 : Writers of the three best letters are
he dusted it off again. He wanted a
variation of the "Hush" idea that would phoned in 1-2-3 order during the broadcast of the program.
make every radio home in the nation
6: If none of the three identifies the
part of his Consequence studio audience.
That wasn't easy. First there was a voice, sound, song, place, etc., three or
legal conference at which attorneys for more prizes are added to the jackpot.
7: Each week new clues are provided,
NBC, Procter & Gamble and The March
of Dimes met with Ralph Edwards and making it easier with each successive
representatives of the U. S. government. broadcast to identify the mystery voice
Edwards wanted a consequence which or what have you.

and makes

WBT

the most off it

averages an 8.0 Charlotte Hooperating from 9:00 to

10:00 a.m.*... 579; better than the nearest competitor (a
top

network
show)! That's good in anybody's
league.
But on WBT— where the average of «// daytime rated
periods all week long is a 12.8 rating— beating the best the
competition has to offer by only 5T/r isn't good enough. So
we built a new 9 : 00-10 : 00 a.m. audience participation show

for housewives. Called "What's Cookin'?" With guests,
giveaways and gimmicks. Starring Kurt Webster, whose
solo feat of reviving "Heartaches"* created a national sensation and sold more than 3,000,000 records.
And look what you have )W)c: a nationally-known,
locally-idolized personality . . . with a topnotch show ... in a
period where WBT already is head-and-shoulders above
all competition. On 50,000-watt WBT, serving 3,500,000
people in 95 Carolina counties. So ... if you're looking for
a good time — and want to make the most of it — grab a
share of "What's Cookin'?" before it's all gone.

JEFFERSON
CHARLOTTE.
*C. E. Hooper-Oct.
■i-See TIME, March

1947-Feb. 1948
10 and 24, 1947

STANDARD

WBT
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SALES

the best listening evening) imtil Mrs.
William H. McCormick of Lock Haven,
Pa., idcntifie dMrs. Hush as Clara Bow.
She won an estimated $17,590 worth of

WKDA

merchandise. Trulh or Q)7i sequences'
Hooper hit a new high of 21.4 and the
March of Dimes was $545,000 richer
than before "Mrs. Hush" recited her
little verse:
Two o'rlock and all's well
Who it is I cannot tell
Queen
king. It's
But nothasherherriblxms
tied true
in blue.

With two successful "Hush" consequences under his belt, Ralph Edwards
started his next one earlier in the year.
It was a "Miss Hush" this time and after
eight weeks Mrs. Ruth Annette Subbie
of Ft. Worth, Texas, identified the voice
as that of Martha Graham. By the time
the eighth week rolled around magazines
and newspaper columnists were participating inthe guessing with the rest
■>^ of the U. S., and most of the published
guesses during the last two weeks of the
contest were correct. Early tips were
incorrect, even though tipsheets were
published and peddled for $1.00 each.
Mrs. Subbie won an estimated $21,500
in merchandise. The March of Dimes
received $672,000 and the Truth or
Consequences Hooper was pushed up to
26.8. The "Miss Hush" poem read like
this:
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Sells
Times
More
People!

5000
620
DURHAM,
REP.

WATTS

N.C.

PAUL

H. RAYMER

Second for Santa Claus
First for me
Twelve for wreath
Seven for tree
Bring me an auto, a book, and a ball
.^nd I'll say Merry Christmas
In Spring, not in Fall.

Having achieved an astronomical rating, Edwards found himself besieged
by charitable organizations with contest
leanings, and P. & C liked the idea of

;i:5
Ul

Now . . .

retaining the number one Hcoj-)er and
Nielsen rating.
Instead of waiting a year or much of
a portion thereof, Edwards followed
"Miss Hush" with "The Walking Man"
one month later. This time the audience
heard the footsteps of a man. Edwards
recited "The Walking Man" poem. The
mystery man's vt)ice, he said, would be
a dead give-away.
This consequence ran for ten weeks,
and every week Edwards recited:
Bing. only
Bong.
.\nd
OneBell!
can it's
tell.ten
The
the Metropoh's
Kits Master
his nameof quite
well.

First there were onl\' the footsteps.
Then whistling was added, and then
"The Walking Man" scraped a violin.
Mrs. Florence Hubbard of Chicago named
Jack Benny as the perambulator. She
received $22,5(X) in prizes. The American
Heart Association received $1,612,587.%
and Truth or Consequences achieved the

TAYLOR

MPMSfNTTO n
• HOWE
• SNOWDEN

diadio Saled
SPONSOR

over-all
number one rating in America with a
31.7 Hooper.
The race was on. hidependent package
program producers everywhere went
to work building telephone tie-ups for
variety programs. Networks that had
turned down game programs discarded
their inhibitions. Telephone games
flooded the air and most of them sold
as quickly as they could prove that they
commanded an audience. ABC's Stop
the Music, a Lou Cowan package,
acquired an audience at the 8-9 p.m.
Sunday hour when NBC competition was
supposed to make competition foolhardy.
It secured four sponsors and was booked
in the Capitol Theater in New York for
a personal appearance before it was on
the air six months.
Ralph Edwards was expected to rush
into another telephone stunt. He didn't.
He decided on a change of pace. He had
sampled his program through his "Miss
Hush" and "The Walking Man" consequences to new millions who had played
Truth or Consequences before. NBC was
protecting him by restricting other programs with the same formula on the
senior network.
Ralph Edwards has brought something
new to radio. He has demonstrated the

I

power of the medium. His was the "Pro♦ ♦ *
gram of the Year."

T TAKES TIME to build a reputation —
the kind that WGY enjoys. For over 26
years WGY has been building a reputation
as the station most people listen to most in
upstate New York and western New^ England— a reputation based on service and
entertainment values.
Advertisers know that WGY is the on/y
station which completely covers this rich
industrial and agricultural market in a

M^"",

single operation. When you w^ant to do an
effective selling job at a low cost in eastern
New York and western New England
WGY is your best buy.
WGY's

reputation for top flight entertainment is being duplicated by WGFM
and WRGB, covering the capital district
area of New York State with FM and tele-

THAN ANY OTHER
RADIO STATION
IN

OMAHA

&

Council Bluffs
BASIC ABC

vision.

5000 WATTS

Represented By
EDWARD PETRY CO., INC.

NATIONAL

WGFM
FREQUENCY
MODULATION

REPRESENTATIVES

WGY

NBC SPOT SALES

WRGB
TELEVISION
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178.800
99.100

85
77.68
82
82.76
78 6
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80.2

76.8
77.6
83.6
82 6

873.500
127,200
158 800
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435 600

930.500

76 5
82.1

207.600
140 600
173 200

85 2

409

98.4
96 7
98.2
97.5
98
97.63

375.200

1 00
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27,500
36,400
159,300
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.400
56.700
14.800
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27.200
84.100
43,100
79.300
43.200

34.200
26.500
81,100
39.300
74,900
42.600

20.900
20,100
2.688.000
351.300
231.600
2,105,100

978.800
197.900
149. 100
631 .800

97.9
98 1
97 6
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9

958.500
194 200
145,500
618.800

221.200
220.000
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166.900
107.600
147 500
341 .900
^63.900

311.200
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97.0

295.600
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96.1
97 24
91
94.5
97 4
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96.4
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118.700
195.100
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36.900
94.2
91.1

200 800

1,115.000
259.900
211.600

728.000
1.351.000

159.000
46,000
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178.000
31 .900

2.258,700
95.5

80 4

96.5

110,700

91.9

210 300

3.165.000
1.190.200
12,500

1.151.900
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198,500

83 1
83 7

97 2
97 5

95 9
96.6

269.700
131 ,800
246,200

94
91 8
88.6

96.6

163. 100
49,300

93.2
93.8

95.6

89.1

97.9
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163.900
40,500
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96,4
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3.211.000

126,400
71.300
305.300
119,700
161.700
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96.7
90.6
93,6
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€'3.0CO

I,II1.5CC
1 34 . 900

128, 100
178
800
18,100
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3.295.100

576 . 700
1.722.900

1.143.500
187.600
377,500

97.5
97
98 23

95.9

95,7

87.2
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99 0
99 0

131 .400
18.600
182.100
"'90.600

98.8

252,800

83.3
86.9

3.780.800

116 500
41 .500
55,900

97 9
96.1
96 8
96 9

749.300
379.000
676.500
592 . 900

860.200
455.400
811.700
682 . 500

93 9
95 21
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23.600
31 .600
146.200

5.1 11.000
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605.000
2,070,300
538,900

124,100
58,800
43.600

98 3
98.3

421.200

2.231.600
42,400

97,2
97.3

WASHINGTON
CRE80N
CALIFOWJIA

11.950.000

563.700

96.6

1.926.900
98,800
86.700
32.800

6,231.600

4.001.700
1 .203.800

138.800
129.900
73.500
315,700
132.100
172.800

PACIFIC

300

96 8
96 5

95.9

IDAHO
WYOMING

33,200
1 . 1 53 . 700
189.500
381

7.952.200

1,162.100

MONTANA

99.0

2.618.800

98.2

1.316.700
210.600
590.800

2.239.300
1.139.700

wir^JESOTA

THE

273.900
168.100
108.500

96.7

57.300
18,000
67.700
48.500
33,300
31,800
5 400
116.800
114,900
91 .600
210,300

17.300
55,800
96.1
97.4
95.9

43,500
64,900

96.3
97.8
89,7
90,4

30,100
31.100
5,200
106.000

97.1
96,3
97 9
97.6

112.500
38.200
205,300
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ALL THE GOLD MINED IN ALASKA
IN THE LAST 81 YEARS IS LESS THAN
5?>--IOWA INCOME

FOR THE YEAR 1947

10,000 watts power, PLUS independent programming mean real paydirt for you in KIOA's rich
natural trade area.

Ask any Paul Raymer representative about Iowa's
Largest Independent Clear Channel Station —
10,000 watts daytime, 5,000 watts nighttime, 940 kc.
... or contact KIOA, Des Moines, direct.
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SPONSOR

over-all

WFBL

Farm market blooms

Radio is $!ierving
rurxil |»ro«|M^rity
The farmer's income is rising faster
than the cost of living. The tiller of the
soil is the only segment of American
economy about which this is true. Nonurban U. S. A. is still somewhat behind
the city dweller in earning but its cost of
living is lower, its needs less. The farmer
has improved his status in the past eight
years more than anyone else in the nation.
In 1940 the farm income in the United
States was $7,982,600,000. Last year it
rose to $26,786,900,000. At the present
rate of increase, barring major upheavals,
1948 figures will be over $30,000,000,000.
The number one advertiser spending
money in 1947 to directly reach the
farmer was General Foods. In rank order
the first 1 1 spenders of advertising dollars
in farm media were:
1. General Foods
2. General Motors
3. International Harvester
4. Ford Motor
5. General Electric
6. Chrysler
7. General Mills
8. R. J. Reynolds Tobacco
9. Firestone
10. B. F. Goodrich
11. Gcodyear
All compilations are based upon appropriations for exclusively farm media. The
money that was spent in broadcasting to
reach the non-urban market is not included at present in farm advertising
tabulations.
There are good reasons for this. A
radio signal cannot be restricted to farm
homes. Once broadcast, a program or
commercial is available for any listener
within the effective range of the station.
Thus many general advertisers have
planned their broadcast copy for the
farmer and urban dweller alike and it has
been difficult to separate broadcast expenditures into farm and non-farm advertising.
It's becoming less difficult every month
in the year 1948. With a growing conviction that the farmer's day and the city
dweller's day are radically different, more
rural stations are redesigning their program schedules to meet the needs of the
families that both rise and hit the hay
early. There is a new station representative organization whose sole function is to
represent rural stations. Stations such as

.^eacU

December thru April
WINTER -SPRING

REPORT

ftrDL Leads with an Average Rating of
6.91 for all 40 Quarter Hour Daytime
Periods... In Syracuse --8 a.m. to 6 p.m. -Monday through Friday.
6.91

1H 1 1
H

5.70

4.17

W

WFBL

STATION

B

1.61

^m!WSW.

^

STATION

STATION

C

Wk

2.62

D

STATION

E

Ask Free & Peters for the latest complete
Hooper Measurements of Radio Listening
Audiences. WFBL has the largest share of
audience for total rated periods.

IN SYRACUSE, N.Y.
THE No- 1 STATION
^ov/ IN Tow^,

Kansas' KFRM (KMBC's farm affiliate)
(Please turn to page 128)
JULY

1948
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Yeah, but
There are plenty of tall stories in circulation. But one that definitely is not
tall is the fact that an advertiser's dollar spent on CBS delivers from 6 to 48%
more listeners than on any other network in Radio. And as advertisers
discover this story, they turn to CBS to lift their sales curves.
The Columbia Broadcasting Sys
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O ROCHESTER, N.Y.
"Best Test City in New Yoric and
tiie Middle Atlantic States,"
says the Sales Management
Fall 1947 Test City Survey.

eSTATION

WHEC

*'Best Listened

To Station

in

Rochester" says Hooperatings —
(and has been for past 4 years!)

A

Strong
Program
Promotion

r^ ^ ^""^X^.

WHEC

not only "airs" your program/ but promotes it with the
combined force of spot announcements, newspaper advertisements,
"Jumbo-size" buscards, outdoor
posters, lobby displays and mail.

6ULF

WHEC uses daily advertisements in
both the Rochester Democrat &
Chronicle and the Rochester TimesUnion,— often buys extra space for
special merchandising promotion.

A

SPOKTi

WHU

WHEC's consistent and continuous
direct mail campaign is directed not
only toward key radio audiences
but also toward special lists of the
trade — dealers, distributors, trade
association members, etc.

Y^I^VUt^

pi^ed

"OiAfda^fi^

Write, phone or wire for availabilities

ofB^^f^
N. Y.
5,000 WATTS
National

Repretenlafives:

J.

P. McKINNEY

&

SON,

New

York,

Chicago,

San

Francisco
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over-all
THE FARM

MARKET

(Continued Jrom page 121)
are programed lOC/t for rural listeners.
Rural stations all over the 48 states are
shifting their emphasis from general programing to 100' f service for the producer
of food. Some of these radio outlets, like
WRFD, Worthington, Ohio, have been
programed from the outset for the rural
free delivery contingent.
Rural networks are beginning to function. There's the California Rural Network in Southern California. This group
of stations, owned by the Broadcasting
Corporation of America, with W. L.
Gleeson as president, has found that in
serving the farmer it has been able to
achieve an advertising importance otherwise lacking. Announcements have been
made that this rural network will e.xpand
to cover all of rural California.
In upper New York State a group of
farm FM stations are going on the air,
one at a time, to be linked via radio relay
forming the Rural Radio Network. Although owned by farm organizations and
cooperatives through Radio Rural Foundation, RRN is strictly a business operation and functions as such. TTie network
will link a number of FM rural stations

Radio in the public interest is radio
in the Advertiser's interest. These awards from Variety
and Billboard, based on program excellence
and community service, mean that KXOK is doing an
outstanding job in creating that priceless commodity
and prime mover of merchandise . . .
listener loyalty! If people like what we say . . .
thcv'll buv what we sell!

;ind be programed 100' < for the farm
markets which the stations cover.

>

BUlboard

farm income (second in '47, first in 46)
has more authorized broadcast stations
than any other state. Texas which runs
fourth in farm income has the second

"Inside the Headlines,"
written and presented by
Bruce Harrington, KXOK.
news editor, has been
awarded first prize among
all U. S. stations, 5 to 20
thousand watts in power
by Billboard Magazine.

Commentary

largest number of broadcast authorizations. Both Texas and California are in
the over 200 station class.
Broadcasting will be competing on an
even basis with farm publications for the
rural advertising dollar within the next
12 months. Even today it has amazing
result stories to report on what it can do
for the farm implement dealer, the feed
merchant, the direct mail house and
everyone who caters to rural America.

"Variety Showmanagement Award" for fulfilling responsibility to its
communitv has been
awarded KXOK for the

ST. lOUIS

1, MO., CHcslnul

3700

What sponsors have to realize is that
the American farmer has the money to

program "Waive Up St.
Louis." cussion
Thisfeaturepublic
is one disof

'Rwponsibilitijto
the Ccmmumt^

purchase anything that his city brother
buys, but that he cant necessarily be sold
with the same programs or with the same
commercial appeal.

many KXOK programs
which contribute to the
American
wav of life.

KXSl

630 KC, 5000

Represented by John Blair & Co.
Owned and Operated by the St. Louis Star-Times.

WATTS,

Radio hasn't forgotten that the farm is
important at least as far as broadcasting
facilities are concerned. California which
moves between first and second place in

FULL TIME

The $30,000,000,000 estimated 1948
farm income is a lot of money for a part
of the population of the United States of
America whose living expenses aren't
high. The farm market justifies sp«ecial
thinking — in broadcast advertising. * * *
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RO]\G
in

building

profitable

sales

These six progressive stations are effectively creating sales
for many national advertisers. Their unusual sales-producing ability
is based on outstanding listener loyalty — developed and
held through skillful local programming and NBC Network Programs
— the best shows in radio. Write for full information and rates.

STEINMAN

STATIONS

AFFItlATtS

Research developing new data

THE

INLAND

KBON

BROADCASTING

COMPANY

and KBON-FM
Nebr.

Omaha,

KORN

KOLN

Frennont, Nebr.

Lincoln, Nebr.

i4> pieaiexi ta cauuui*tce. Ute

& O'Mara
ehan
McGeExclusive
National Representatives
New York
Boston

Chicaso

Atlanta

Detroit

San Francisco

Il4^l|l

IIK^llilllll

Research has been anything but static
in 1947-48. Schwerin extended his quali-"
tative operations to all four networks*
clients. Gallup released his E. Q. fEnthusiasm Quotient) ratings for stars and
starlets. The E. Q. rates for advertisers
the performers whose impact is on the
upgrade.
Hooper released the first "projectable"
U. S. Hooperatings, reporting audience
sizes of all commercial programs on the
air. What can be expected of this new
rating from the Hooper figure factory is
indicated in his figures for Advertisement
Exposures Per Week. According to
Hooper (January-February 1948) there
were 536,988,000 nighttime exposures Can
exposure is a commercial program heard
by one family). The 536,988,000 figure
does not reflect repeat listening to any
programs heard more than once a week.
Daytime exposures reported by Hooper
were 287,234,000.
CBS plans for listener research based
on a radar principle are still under wraps.
The planned CBS research clinic for
agencies, sponsors and stations that was
blueprinted for this Spring didn't come
off. There were, it appears, many other
problems of greater importance than a
figure session.
A. C. Nielsen has built up a larger
sample on the Pacific Coast and is now
reporting in this area for a number of
clients, including Don Lee and CBS. For
the first time in Nielsen history the rating

We have a HOT HOOPER
in CHATTANOOGA!
MORE Chattanoogans will tune in For
new sparkling summer programs this
month and the summer months to come.
It's good listening, and good SELLING
day and nite on

WAPO
Affiliated with

National Broadcasting Company
Represented by

HEADLEY-REED

COMPANY

figures from his twice-a-month report
have been released for publication. During most of the year the Lux Theater was
the
top program on the Nielsen nighttime
index.
The Pulse, radio research organization
using a roster-recall form of listener research, extended its operations to five
cities. Since it rings doorbells, Pulse was
able to obtain TV information of great
interest to advertisers.
Hooper, Pulse, and Gallup are all interested in the television field. Hooper is
reporting on a limited number of hours
per day, much in the manner in which he
started in the radio research business.
Pulse is covering homes for both TV and
radio. Gallup is basically interested in
the size of the TV audience. (See
Sponsor Reports.)
The punch-card research method announced during the NAB (National Asso*
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ciation of Broadcasters) Convention in
May has interested a number of broadcasters but thus far no one has invested
enough money to get the enterprise really
functioning. The same thing is true of a
number of other "new" ideas, such as the
device that tours neighborhoods in a truck
and records listening with an electronic
apparatus.
Commercial impact was reported during 1947-48 for the second time in an
Alfred Politz study underwritten by
Edward Petry, station representative.
Schwerin is also making tests of the impact of commercials for a number of advertisers. National and regional advertisers are becoming conscious of the fact
that research studies of advertisingappeals on the air can be translated in
terms of sales.
In the category of pretesting is the
latest TV research device, Videotown.
Newell-Emmctt advertising agency has
selected a town representative of many of
New York's suburbs andjs using it as a
TV guinea pig. Every effort is being
made to keep this test area from becoming
self-conscious, a la Magic Town, of its
test-tube status. Last year Gallup announced that he had plans to set up such
a test town to uncover radio program and
broadcast marketing facts.
Research indicating what a radiocast or
telecast is doing saleswise will be developed during the next 12 months.
Nielsen has the staff and everything necessary to report the sales temperature of
every product on the air. It's a big job
to do consistently but a number of advertising research authorities are going to ask
Nielsen to lay less emphasis on audience
research and more on sales effectiveness.
While the new development research
continues, diary studies are still being
conducted to make certain that no drastic
change is taking place in the radio home.
The WRC (Washington, D. C.) individual diary, the first of its kind ever recorded, proved a number of things which
family diaries hadn't previously indicated. Variations of diaries are planned
to reveal even more about what makes a
man or woman walk to his radio, turn on
the switch, dial and listen. Bob Salk
(Audience Surveys), Hooper, Benson &
Benson (Princeton, N. J.), and a number
of other researchers are doing continuing
diary analyses.
There are a number of firms, such as
Conlon (Kansas City), making coincidental telephone surveys for stations.
The new rating service which was supposed to compete with Hooper, Nielsen,
and even BMB is still being talked about,
* * *
but it's only in the lip stage.

WITHOUT WASHING
MACHINES, TOO!
Other stations and networks

are giving away

a fortune in prizes to

attract listeners, so you'll have to pardon us for pointing to KQV's
"Request Matinee," on Monday through Saturday afternoons against
rugged competition like Pirate baseball broadcasts. During the first
25 days, 700 telegrams were received from listeners. That virtually
amounts

to paying for the privilege of listening to us— proof once

again that KQV's terrific daytime audience is an advertiser's dream!
It knows what it wants, and is willing to pay for it!

PITTSBURGH'S
RADIO

AGGRESSIVE
STATION

Basic Mutual Network • Natl. Reps. WEED

& CO.

Live Talent
Builds Lively Sales
ON

HOOSIERLAND'S

FASTEST

GROWING
STATION
■ Your Central
Indiana advertising dollar is more productive on WIBC,
because WIBC's programming is built around the
largest "live talent" staff of any Indianapolis station . . .
and is specially styled for Hoosier listening tastes.
Whether it's sports, music, drama, news or a variety of
other features, the programs and talent best suited to
yovu- particular selling needs will be found on WIBC —
the favorite radio station for outstanding local and
Mutual programs in this great Hoosieriand area.
JOHN

BLAIR

AND

COMPANY

1070
BASIC

THE

MUTUAL

INDIANAPOLIS

NATIONAL

REPRESENTATIVES

5,000 Watts Now
50,000 Soon
NEWS

STATION
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reason for this decline is simple. Variet>
is the most expensive program form
on the air and while it is also the most
productive of audiences, the cost per
listener in most cases does not justify the
expenditure. Talent costs are being
pared all along the line. This is intended
in no wa>' to disparage radio's great
revues. The McCarthys, Hopes, and
Skeltons deliver what their sponsors order.
Situation comedy. Hooper-rated onl>'
for a four-month period (February-May),
averaged within .7 of a point of the
variety programs. In April of 1947 there

soiTn\M:srMK(;iMvs

were 5 commercial hours a week of this
type on the air. In April of this year
there were 7,' 4 hours. The top-ranking
situation comedy programs, like Fibber
McGee and Molly and My Friend Irma,
cost less than half as much as the same
ranking progiams in the variety category.
Running third in ratings among program types arc audience participation
shows, including quiz programs. These
are today's bargains. On a nine-month
average basis for nighttime programs they
rated 10.7 and despite the spotlight which
has been thrown on them recentl> there
were no more of them on the air this past
April than there were a >'ear ago. The
five-month average a year ago was 11.2.

PUuiee/iw

\1)1() STATION

Xk'here

23.7% oi
ngians
Bu
gin
Viryi
Potrer is
Centered

Surveys prove W DBJ is
\)\ far ihe niosl popular station
throu<ihoul it> covera«;e area of nearly
l.OOO.OOO po|)ulation. Buy W DBJ and you get
not only this l<)\al listener>liip hut an effeetive
eonihination of >\ide coverage. |>restige and
ser> i<«' that sells.
Roanoke and Southwest Virginia is a rich, diverslFied market
where sales are dependent on no single income group . . . nor
are

they

subject to radical

Ask

seasonal

FiM»<» A-

charge.

The same five months this season produced 11.8. In April they delivered the
same rating as a year ago and for the
same number of weekly hours on the air.
Dramas have dropped in thL^ number of
hours the> occupy on the network commercial air this year as against last.
Again taking April as an example, there
were 9' 4 hours broadcast weekl> a yeai
ago. 73 2 this season. During .April they
produced an average rating of 10.2 as
against 9.8 a year ago. The average for
play? this season was 10.1.
Although m>sterie5 remain as reasonable an investment as a year ago, they
dropped from 15 commercial hours a
week to 12. They still produced a healthy
average of 9.7 for the nine-month season.
Popular music was fouith in number of
sponsored evening network hours on the
air in April 1948. For the entire ninemonth season popular music rated 8.7.
In April a >ear ago there were only 7
weekly commercial hours of popular
music; this April there were 10' 2Radio columnists, placed in a separate
categor> for the first time in February
1948, delivered an average 8.1 for the
February-May evening four-month
period. While there were fewer of them
commercially on the air in April 1947 than
in April 1948 {l^i hours vs 3^) they
rated better last >ear: 9.1 vs 7.6. How-

p- — — '■ ' •m^'mi-.:.. . .m" 'mmMkkniiMS.- '"■

nOTEL^SlTRAlCD
Atlantic City''s Hotel oj Distinction
The Ideal Hotel for Rest and
Relaxation. Beautiful Rooms.
Salt Water Baths. Glass inclosed Sun Porches. Open
Sun Decks atop. Delightful

■•ei<»r*»!

Cuisine. Garage on premises.
CBS

• 5000

WATTS

• 960

KC

Owned and Operated by the
TIMES- WORLD CORPORATION

ROANOKE,

VA

Open All Year.
Fiesta Grill and Cocktail Lounge
Favorite Rendezvous of Ihe Elite
Famous
Exclusive

FREE
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& PETERS.

INC., National Representatives

for

Fine

Foods

Pennsylvania Avenue
and Boardwalk
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ever, the 8.1 is a high rating for their
News and popular music periods are off
sponsois for a number of reasons. First, in the daytime in ratings but popular
most are aired for only 1 5 minutes. That music had a great many more sponsored
means time costs arc low. Then, since hours on the air, SH in 1948 vs I'a in
1947.
they're for the most part one-man shows,
talent costs are much less than those of
This fall there'll be less costly programs
other programs. Even Winchell, tops in
this category, collected only $7,500 per Big year for network packages
broadcast and was rated consistently over
20 du ring the height of the past season . This
means an audience for his sponsor at $375
a Hooper point. It takes a mystery prO'
Unless the FCC rules against it in the
gram to top that, and mysteries take a
half hour of time, or almost twice Win- future, the networks are permanently in
the business of producing programs for
chell'stime cost.
At the tail end of the average program

in all categories on the air. Last season
proved, for all who cared to check their
ratings, that there's little relationship between program costs and listening. Creative brains are the recipe and they cost
far less than "names."

*«♦

llraiiisitir* anil €|iiiz sIkiws ilmiiiiiate fast^'riiwiiig list €»f iiolwork aivsiihihilUies

ratings for the season 1947-'48 are concert music, 6.9, news and news commentators, 6.1, and a catch-all class, miscellaneous, 5.4.
There wasn't much change in the daytime trend. While the nine-month rating
of daytime serials was 4.9, the figure for
the five months November through May
was 5.4, the exact rating of last year. The
number of sponsored hours per week of
the serials (comparing April vs April) was

sale to clients and agencies. CBS owned
and produced programs hit the Hooper
First Fifteen and the Nielsen Top Ten a

iTjg THC MOO
CROP JU5T
7AI9 orrf

53I4 in '47, 5334 in '48. Daytime audience participation programs soared in
sponsor fancy and will continue to increase this fall. A year ago April there
were 15 weekly hours of such daytime
shows, this year there were 27' 2-

KBIW
ANY WAY
YOU LOOK AT IT . . .
KNOXVILLE'S BEST BET
is

D.
o you think of the Red River
Valley as one sea of wheat,
and nothing else (except maybe
WDAY)?
Well, it aint!
We got hawgs, corn, cattle,
poultry — a diverse farm output
that makes our 172,600 families
richer than all out-doors. Our
area's retail sales, for instance,
are .458% of the U. S. total, as
against .117% for the parts of

FARGO, N. D.

North Dakota we don^t cover!
And WDAY just about sets the
U. S. record for popularity within its area, too. Most families
hardly ever tune to any other
station. May we send you the

NBC

• 970
5000

KILOCYCLES
WATTS

Free&Pftersj^c.

Represented by Donald Cooke, Inc.
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number of times during the past season
and ABC' and MBS-produccd programs
contributed substantially to the increased
prestige of these chains.
Whereas a year ago there were only 62
web-produced programs available for sale,
this year the networks are offeiing 81, an
increase of 19 vehicles. The greatest increase has been in the category of quiz
programs and dramatic offerings. Last
year sponsor reported no network-built
quiz presentations available and while
there were 27 available dramas in 1947
there are 34 today.
There are reasons for both of these in-

creases. While drama did not produce the talent budget of $18,000, is high-priced.
highest average Hooperatings for the The other air plays are for the most part
season 1947-1948, it ran second in the well under the $10,000 figure, although a
period, with an average rating of 10.1 few, like Screen Guild Players, are priceagainst the top average of 1 2.8. The laf tagged at exactly $10,000.
ter was achieved by the variety programs,
The emergence of network-built quiz
the most expensive on the air. Starting programs is a direct result of the program
in February of this year Hooper placed of the year. Truth or Consequences (see
situation comedy programs, a form of Program of the Vear, page 115). TOC,
drama, in a special classification. For the which in the past seldom had reached top
four-month period February through May audiences, hit number one during the past
they rated 12.1.
season and started the "telephonitis"
Dramatic programs are listener-produc- trend. ABC's network-produced Stop the
ing at low talent costs. Only one program Music (owned by Lou Cowan) built so
of this type. Lux Radio Theater with a quickly on Sunday night that it forced
CBS and MBS to create like quiz packages very quickly. Only NBC (as
SPONSOR goes to press) has kept out of the
network-built quiz package field.
During 1947-1948 CBS pointed with
pride to two great audience programs
which it had built and sold. My Friend
Irma and Arthur Godfrey's Talent Scouts.
Not onl> were these top-audience programs but they were consistently high
among the Nielsen ranking of "homes per
dollar" nighttime vehicles. Both of these
programs, — without even counting contiguous discounts which lowered considerably the actual cost of time to their sponsor, Lever Brothers — delivered well over

San Francisco's Carriage Trade
is Fractically EVERYBODY"^

400 homes per dollar through^the'season.

*Sales Management's latest Survey of Buying Power shows that San Francisco has
the biggest per capita net effective buying
income

of the nation's 200 largest cities!

is the station to aid in magnifying your sales in the rich
North Jersey Area.

5000
tc^rrMiil*^ Nalicnally by Hwmtd

Priry & C». Inc.

P«<.(.C Agr. Cultural Poundat'On. Ltd
San Joi*. CaliFoftia
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Network program-packaging authorities feel that the nets' ability to put on a
program and keep it running and increasing its audience is an important factor in
building salable properties for sponsors.
It took ABC a year of broadcasting The
Fat Man before it sold it. Candid Mike
has been on a year; while it has no bankroller as SPONSOR goes to press, there is
plenty of activity in the bankroll direction at this time. Candid Mike has
achieved fine publicity acceptance during
the past year and its audience is growing.
MBS will concentrate its new packages
this fall during the daytime hours, its
success with Queen for a Day, Heart's
Desire, keying its future thinking. Mutual,
unlike other active program-building
webs, selects its package programs from
the offerings of independent packaging
firms. The network contracts for the top
low-cost offerings of producers and develops them as exclusive MBS vehicles.
Programs like Twenty Questions, Mzet the
Press, and Juvenile Jury have justified the
MBS program-building formula.

Executive thinking on the senior network
front, although not oflficially, is to take
other networks' programs when they've
reached the top audience ranking classification. It's the thinking of Niles Trammell, network president, that tlie program
is even more important than the sponsor
when a time period opens on NBC.

NBC's program building is restricted they're as commercial as a lendinglibrary novel and as inexpensive.
mainly to prestige items, like the NBC
Symphony and the Fred Waring proShow building is one way that a net'
gram, each of which was conceived to fill work can be certain that it doesn't lose a
a special niche. In the case of the former, program. Since it's the program not the
NBC needed a symphonic group years sponsor that gathers listening, advertisers
ago to obtain for it the prestige that CBS usually stay with their vehicles. Program
had achieved through the latter's presen-

building is life insurance for a chain. * * *

On WSBT, every
CBS show has

The one network which hasn't gone into
the production of programs on too broad
a front is NBC. The reason is simple.
There isn't much tims available for
packages on NBC. NBC also isn't accustomed to waiting for a program to build.

IT'S THE
V.

MAKES

tation of the New York PhilharmonicSymphony broadcasts. In the latter
case, NBC wanted to answer the critics of
daytime serial dramas. Each has done
its special job. Each lacks a continuing
history of commercial success.
This is not true of network packages
being built today. For the most part

a Hooper that's
higher.. ,,;/

A STATiPlf GREAT!

MONROE,

002% ^''^^'
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LOUISIANA

HAi MORE
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\

in Norfheasfern Louisiana
ThanAll Other Stations
^ft; Combined!
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{

• 960
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• 5000
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WSBT Hooperatings on all CBS shows are higher than
the national ratings. Not just a little higher, but much

^9'
AFFItlATID WITH
AMERICAN BROADCASTING CO.
REME5EHTE0 »» "IVDEN

higher — 23 to 202 per cent!* And no other station, either
local or out-of-town, even comes close in Share of Audience. Itis WSBT — and on/j WSBT — that gives you blanket coverage of the South Bend market,
♦Hooper Report, Foll-Winler 1947-48
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Paul W. Morency, Vice-Kres. — Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr. — Sis. Mgr.

WTIC's 50,000 watts represented nationally by Weed & Co.

signed and nnsigned
(continued fwm page w)

New Agency Appointments

PRODUCT

SPONSOR

AGENCY

(or service)

V-S vegetable juice, tomato catsup, chili
sauce
Dancer-FitzgeraUl-SampIe, N. Y.
Ben Kaplan, Providence
Radio stores
A. W. Lewin, Newark
Gas ranges
Robert Hilton, N, Y,
Restaurant
Hiddleston, Evans & Merrill, Seattle
Restaurants
r>inion & DuBrowin, N, Y,
Coffette Oil Shampoo
Y.
Hosiery
Art-Copy Advertising, Newark
Cover-Cirl Hosiery, Newark
Buster Crabbe Aqua Parade of 1948
Smith, Bull & McCreery, H'wood
Aquacade
(lough syrup
Harry Feigenbaum, Phila.
Delaveau Cough Syrup Co, Phila.
Erie Clothing Co, Chi
Men's clothing, accessories
Phil (Jordon, Chi.
. Hotel
Needham & Grohmann, N
Essex House, N. Y,
.
Pens, pencils, .Schick razors
Baker, Toronto
Eversharp International Inc, Toronto.
Hamburger Co, Chi
Martin's Cheranova Wine
Schwimmer & Scott, Chi.
Hotel
Peter Hilton, N. Y.
Gordon Best, Chi.
Hotel New
K C Baking Powder
Jaques
Mfg Yorker,
<;o, Clii N. \'
.
Clothing
Kay-Baron Clothes Inc, N. Y.
Levy,
Newark
Ruthrauff
& Ryan, N. Y,
Cosmetics
Lady Esther Ltd, N. Y
Flameless cigarette lighters
Lektrolite Corp, N.Y.
.
Bermingham,
C;astleman
J.
Walter
Thompson,
Chi. &"Pierce, N, Y,
Hedy
Wave
Home
Permanents
.
Lever Bros CIo (Pepsodent div), Chi, .
Rayve Creme Shampoo
Needham, Louis & Brorby, Chi.
Dance instruction
Armstrong, Schleifer & Ripin, N. Y.
Lewis Dance Studios, N. Y
French & Preston, N, Y.
Magnus Chemical Corp (Dif Corp div), Garwood, N. J. Washing powder, hand cleaner
Safety door handles
Furman, N, Y.
Manufacturers Value Co, N. Y
Milking machine
Harold C. Walker, Mnpls.
J, C. Marlow Milking Machine Co, Mankato, Minn.
Liquid
deodorant
Earle
A. Buckley, Phila.
Mon Ray Chemical Co, Forest City, N. C.
Cakes, cookies
Jewell, Oakland
Mother's Cake & Cookie Co, Oakland
Religious
H,
B,
Humphrey, N. Y.
National Council Protestant Episcopal Church, N, Y.
.Soft drink
Blow, N. Y.
Pepsi-Cola Co, N, Y
Procter & Gamble Co, Cinci,
Spic and Span
Blow, N, Y,
Puerto Rico Agricultural Co, N. Y
El
Praco cigars
Cecil
& Presbrey, N, Y'. L, .\.
Politics.
Lockwood-Shackelford,
Republican National Committee
Florida Modern Furniture
Advertising Assocs, Miami
Royal Palm Furniture Factories Inc, Miami
. Formal wear
Harry Feigenbaum, Phila.
S, Rudofker & Sons, Phila
Seabrook Farms, Bridgeton, N. J,
Frozen
foodsLac (floor finish)
Peter Hilton,
N. \'.
No. 50 New
William
Warren.
N. Y.
Serve-Rite, N, Y.
Star Union Products Co, Peru, III.
Star Model, Sepp'l Brau beer
W, D. Lyon, Cedar Rapids
Candy
Bermingham, Castelman & Pierce, .\. Y.
Bob Walters Candy Co, N, Y.
Winarick Inc N. Y,
Jeris Antiseptic Hair Tonic, Cream Oil
Harry B, Ciohen, N. Y,
Mr travel
French & Preston, N. Y.
World Airways Inc, N. Y,
Campbell Soup Co, Camden

Central Radio Stores, Providence
Chambers Distributing Co, Jersey City
Claremont Inn, N. Y
(Marlt's Restaurant
Enterprises
Inc. Seattle
Coffette
Products Inc,
N. Y.

m
'^■?

*" w.
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Advertising Agency Personnel Changes
NAME
Robert J. Burke
Madeleine M. Carroll
MacLean Chandler
Vic George
Vance D. Hicks
George S. Lannan
R. L. Lenhart
Alice Liddell
Gerald Lieberman
Bill Mcllvain
Harriet Miller
William J. Morris
Merrill D. Ormes
CarolJPerel
Douglas Powell
George Rich
Stanley Rowen
J. M. Sanders
Stan Schulberg
L. Edward Scriven
Ray Simms
W. C. Smith
Irving E. Stimpson
William D. Thackeray
William Travis
K. N. Whatmore
Jack Whitnall
Allen Winkelman
Herman F. Young
James Gwin Zea

n lA

ir

FORMER

AFFILIATION

Advertising Inc. Dallas, mgr
Whitehall Broadcasting Ltd, Montreal, pres
Young & Rubicam, N, Y,, media dept
Erwin, Wasey, N. Y.
Independent TV writer-dir
Leo Burnett, Chi., timebuyer
WINX, Wash.
BBD&O. N. Y., TV, motion picture head
E. H. Klaus & Co, L, A.
Arthur Meyerhoff, Chi., prodn staff
Joseph R, Gerber, Portland, vp, acct exec
Arthur Meyerhoff, (;hi.
.Stuart Bart, N. Y,, media dir, acct exec
Madison, N, Y.
McKinsey, S. F., western mgr
mgr
Kenyon
& Eckhardt, N, Y., timebuying dept asst
Omar Inc. Omaha, div sis mgr
Safeway Stores, Seattle, publ rel mgr
Griswold-Eshleman, Cleveland, acct exec
WMLO, Milw., gen mgr
J. D. Tarcher, N. Y., acct exec
King Features
Syndicate, N, Y'.
CBS,
N, Y,

NEW

AFFILIATION

R. J. Burke Advertising (new), Dallas, head
.Stewart-Lovick & Macpherson, Toronto, timebuyer
Leo Burnett, Chi., timebuyer
Canadian Marconi Co, Montreal, bdcstg tng^
.Same, Detroit, media dir
Lannan & Sanders Inc (new), Dallas, pres
Lenhart & Co (new), Y'ork, Pa., head
Ingalls-Miniter, Boston, media dir
Leland K. Howe, N. Y., TV dir, acct exec
Same, N. Y., in chge radio, TV
Robert J. Enders, Wash., radio dir
Blow, N. Y., TV, motion picture superv
Kaiser, Oakland, media dir
.Same, timebuyer
Carvel Nelson, Portland, Ore., vp, partner
Same, "On the Century" producer
Mike Goldgar, N, Y,, acct exec
Lannan & .Sanders Inc (new). Dallas, exec vp
Battistone & Bruce, N, Y.. acct exec
Roy S. Durstine, S. F., acct exec
Erwin, Wasey, N. Y., radio, TV timebuying dept mgr
Caples, Omaha, acct exec
Frederick E. Baker, Seattle, partner
Beeson-Faller-Reichert, Toledo, acct exec
Leland K. Howe, N. Y.. acct exec in chge radio
Kastor,
Farrell, L.
Chesley
& Clifford, N. Y'., acct exec
Rolfe Whitnall,
.\., partner
Rolfe Whitnall, L. A., partner
M, Ryan. N. Y., vp
National Export Advertising, N. Y., radio prodn dir
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of recorded music. Block programing was
bom.

Block programing is everywhere

S|M»rl<>». iK^ws. 2iii«l iiiii^tio liliM'k |»i*ii;£raiiiiii;j;
t4M*liiiii|ii4^s liv|M» lisidiiii;j; to iiiilo|M^ii€l<^iiiM
Block programing is in the listener
interest. It grew out of the independent
stations' use of records and news to keep
them on the air. At first so-called block
programing was a hodgepodge of music
and news without a thought of m(X)d.
Then it began to grow into a full-fledged
programing formula as the smooth'
tongued Martin Block at New York's

WNEW programed his two hour session
for m()(xl and appeal. What started out
as an expedient to fill time became an art.
Stevens Universit>' (N. J.) began research into mood programing. Research
was also conducted throughout Great Britain on the production and relaxation
impact of music. The wired-music organization Muzak be^an mood programing

It was still very much without a proved
reason for being until Dr. Frank Stanton,
then research executive at CBS, inspired
the diary form of research which proved
to all and sundry that block programing
was not just an independent station expedient but an integral ingredient in
catering to listening America.
The CBS diary studies quickly proved
to that network's executives just how
essential block programing (they called it
mood programing) was. Briefly, it indicated that dialers didn't want variety,
they wanted a lot of the same thing. The
diary studies also indicated just how
listeners had to be led from one mood to
another. What started out as a CBS
device to check its owned and operated
stations ended up as a set of broadcast programing commandments. It
forced CBS to relinquish the JohnsManville news program at 8:55 p.m.
despite the fact that that program had the
greatest listening audience of any single
one on the air (first U. S. Hooperating,
Spring 1948). Being between two nonnews programs the newscast disrupted
mood sequences of listening on CBS.
While big-name programs can run
counter to block programing and still
gather top audiences, the>' do better
back-to-back. Thus the NBC Tuesday
night comedy sequence of Date with. Judy,
Amos 'n' Andy, Fibber McGee and Molly,
Bob Hope, and Red Skelton has been for
several years an almost unbeatable combination. MBS has built a block-programing combination with its whodunit
schedule on Sundays: House oj Mystery,
True Detective Mysteries, and The Shadow.
CBS takes over Monday night with
drama — Radio Theater, My Friend Irma,
and Screeii Guild Theater. Irma, while

;irC«?

Tulsa's only exclusive radio center. Only CB3 outlet in the rich
"Money Maiiiet" section of prosperous Oldsihoma. Write KTUL,
Boulder 4n the Park, Tulsa, Okla.

a comedy, is situation comedy, which is
drama. ABC gathers the mood programing bonus with its hour-long Breakfast
Club which from nine to ten a.m. daily
tops all other network competition. Because My True Story apf>eals to the same
audiences which tune the Breakfast Club
it holds on to the block programing edge.
The audience is lost lin part) by ABC
because of Betty Crocker, Listening Post,

j«v;.i5"
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JOHN
Vic«-Pre$.

ESAU
and Gen.
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AVERY-KNODEL,
Mgr.

Notionol

Inc.

Representotives

Clubtime, and Dorothy Kilgallen (10:2511 a.m.). Although its unusual, the
audience then returns to ABC for the
half-hour Breakfast in Hollywood; seldom
docs a disrupted bUxrk sequence bounce
back as quickly as this.
Horizontal block programing -airing
the same t\ pe of show at the same time
daily (or nightly) — has been tried in a
number of cases, though block programing
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ranking Hooper, Nielsen, or Pulse rated
is usually restricted to back-to-back
scheduling. KWK (St. Louis) was one of programs are on the air. Contrapuntal
the first to put on a mystery at the same
programing is, however, something more
time every night. The formula did well than that. It's programing with an eye
for Hyde Park Beer on this station. The
towards reaching audiences of other stations which have disrupted their mood
idea spread. WNEW went all out for a
Mystery at Eight appeal. The WNEW
programing because of commercial commitments.
listening indices went up. The blow-up
In placing spot programs, contrapuntal
came because there weren't enough reaprograming is an essential hint to agencies
sonably-priced transcribed mysteries
on time selection. A sponsor may happen
available. So the station, unhappily,
found it necessary to drop horizontally
to have a soap opera like Claudia and
David (Coca-Cola) and find it impossible
block-programed mysteries. There was
no question of the listening appeal even
to place it on a spot basis in a soap-opera
against four-network competition. In sequence. It is not impossible to place it
Boston WCOP (ABC) has adopted the on a station which competes with the
horizontal mystery formula and is finding
it does things to its audiences. WCOP
records several of the ABC block of
mysteries and airs one at the same hour
each night.
Both vertical (back to back) and horizontal (same time daily) block programing are an assured way of reaching audiences. They make it simple to develop
listening habits.
Contrapuntal programing, the reverse
of block programing, is not new. It too
grew out of the CBS diary studies which
showed where the audiences went when
a mood or sequence of programs was disrupted. The basis of contrapuntal programing isfundamental — offer the audience something they can't find elsewhere
on the dial.
ABC, in an effort to build its own 8 to 9
p.m. listening, bought a Lou Cowan idea,
Stop the Music. The idea had been
turned down previously by CBS as not in.
keeping with its programing. In a comparatively short time, ABC had built up
a sizable listening audience. Other stations and networks found the new competition tough. Before long CBS decided
that an audience participation program
from 9 to 10 p.m. would catch the audience ABC was building from 8 to 9, so
CBS added Catch Me If You Can to
Strike It Rich (9:30-10 p.m.).
With all the big-time competition on a
Sunday evening, what can a block programing station like WNEW do to reach
listeners? It goes contrapuntal. It programs the light classics in music since
there is no music of this kind available
elsewhere in the early Sunday evening
hours. The broadcasts by the New York
Times station WQXR are heavier in
nature than WNEW's musical programing. Result? WNEW is reaching the
highest Sunday evening audience it has
had in a long time.
Contrapuntal programing is the only
way an independent station can obtain
audiences for advertisers while the topJULY 1948

over

leading soap-opera station at a time when
the soaper is forced to break into the daytime serial mood with quiz, news, or other
form of show. The women who want daytime serials go looking for them when they
shift on the dial.

Timebuying can't stop with knowing
what's before and after the spot that's
being bought. It goes on to what's on
every other station that can be heard in
an area. If an audience isn't delivered by
the station that has been bought in the
past, it can be, and frequently is, delivered bya competing station.
Audience larceny is one form of stealing that's legal.

* * *

This month, Kansas farmers are harvesting a
rich yield of golden wheat. Millions of
bushels are being sold for millions of dollars.
All through WIBW-land

farm families are

buying. They're buying equipment for farms
and homes. They're buying more food, more
clothing . . . more everything. And they're
making these purchases by brand name.
That's why it's always harvest time for
WIBW advertisers. Twelve months of the
year, they reap the rich yield of sales seeds
which WIBW has planted deep in the friendly,
receptive minds of our vast farm audience.
Put WIBW to work for you and share this
year-round harvest.

^>V.,
^

First Families of Agriculture
Rep.: CAPPER
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SPOT CONTESTS
{Continued from page 74^
contest for a local store, Uptain's Footwear. To be eligible for a phone call from
the program, listeners had to obtain
an entry blank at the store and send it in
with a 25-word lettei telling why they
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In Hollywood, KFWB's Gadget Jury
trades on the fact that people like to
tinker in their workshops. Three thousand dollars in prizes were offered to
listeners writing the best letter which

24 Years
FLORI DA'S
CENTRAL
AS
PIONEER
BROADCASTING
STAT I O N

are central Florida — "The

Lewis didn't know, so he asked his
listeners. His thirteen participating
sponsors are all among his listeners, and
they didn't know either. Next day,
L^wis found himself in the middle of a
contest with $600 in prizes. Over 300
contestants phoned in during the first
hour of the contest. The mail count

Sun Empire".
The Florida market means North, South,
the

low frequency station, ( 580 kc) serves
Vi of Florida's population.

WDBO
ORLANDO,

FLORIDA

580 KC • 5000 WATTS
Represented
Nniioiinll>
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began, "Why don't they invent a . . ."
Other stations feature knitting contests,
corn-growing contests, fishing contests,
garden contests, and so forth.
Individual station contests sometimes
grow out of a local gag. Disk jockey Hal
L-ewis at Honolulu's KPOA played a
record one morning called Deck of Cards.
A Lewis listener called, asked what the
number of spots in a deck really total.

Still the only station covering the 21 counties which

West and Central Florida. WDBO,

bought their footwear at Uptain's. The
show pulled neaily 500 entries a week for
several weeks, and the sponsor reported
a sales record.
Despite the natural tendency to imitate
outstanding network successes, local contests are by no means bereft of originality.
Many stations stage contests and promotions peculiar to their locale. Farmbelt stations put on annual agricultural
contests which turn into family outings,
with farmers from nearby states and
cities virtually declaring holidays.
The increasing radio listenership to
weather forecasts give the Sinclair Coal
Company a perfect program device for
their broadcast advertising on WJBK,
Detroit. Twice daily, at 8 a.m. and 3:25
p.m., listeners tune to hear the results
of Beat the Weatherman. After the official
forecast in the morning three listeners
are called to predict the exact afternoon
temperature. The winners get a $5
cumulative jackpot.

E. Cl'MMINCS

soared past the 1,000 mark during the
first 48 hours of the spot-counting promotion. The newspapers picked it up
and ran stories on it. It became a red-hot
subject all over Honolulu. There was a
heavy run on bridge dtxrks. Even the
governor of Hawaii, Ingram M. Stainback, got in the act as an honorary
judge. The publicity for the sponsors
of Lewis" show was tremendous.

♦ * *
SPONSOR

over-all
FALL

FORECAST!

{Continued from page 29)

wise hasn't been any great consumer demand. Most bar candy this fall will have
a five-cent size again and the buying resistance caused by six and seven cent
prices and the larger size bars at ten cents
will have to be overcome by advertising
stressing the nickel tag. Despite the decrease in size there's less profit in the
nickel bar than there was before the war,
but that's what the public wants to pay
and that's what the candy industry is
going to give them. Candy manufacturers estimate that they'll be spending
25% more for advertising in 1948-49 than
last year.
A number of firms which have thus far
had only a mail-order national business
coupled with a strong regional volume
will take a flyer at national distribution.
They will for the most part be candies of
a type not manufactured by the big
national candy firms. Not more than
two of them are expected to go network.
Consumption of evaporated and condensed milk, which jumped to fantastic
heights during the war, has settled down
to slightly over prewar levels. It returned to these levels so rapidly that the
product has backed up on milk firms and
advertising will be pushed very hard on
new canned milk uses. As plans stand,
they're going to try to do it with
national spot advertising so that they
will be able to adjust copy to suit the
weather and regional eating habits.
Drugs will be cutting budgets. Most
pharmaceutical houses will concentrate on
new lines instead of battling over-enthusiastically for competitors' business. The
drug industry doesn't know what the immediate future will bring and is making
haste slowly.
The cosmetic market has contracted
about 28%, during the past six months.
The growth of home permanents like Toni
has in part offset the drop in sales of lipsticks, rouge, powder, and other make-up
items. While Rexall and Lever Brothers
have added cosmetic products to their
lines and will promote them strongly,
these lines were added in an effort to
diversify the new parent company's line of
products rather than to expand at the
outset the sales products added. A number of test campaigns will be started this
fall by new entrants into the cosmetic
field but little spectacular is expected.
The soap firms will do very little retrenching. P&G has thus far in 1948 had
its biggest year. Lever Brothers' gross is
up. Colgate-Palmolive-Peet business has
been spotty.
In some territories it is

doing very well and some of its lines are
expected to hit an all-time high in 1948.
Because business is uneven, its advertising
plans for this fall are also uncertain. It
has been a big user of national spot advertising for some time, much more so than
P&G or Lever, and evidences no disposition towards change.
The tobacco industry will be spending
more in broadcast advertising this fall
than ever before. This would be true
even without figuring the monies which
they will be investing in TV. When their
TV advertising is included it appears that
the total budgets will be 30% above last

year's. A great portion of this increase
will come from the leaders, with new
cigarettes representing less than 5% of the
total advertising expenditure of the field.
The budgets of the brewers will also be
increased. The increase in this case will
be due almost entirely to their use of TV
in which they are investing heavily.
In sum, radio advertising generally will
be up this fall but the increase will come
for the most pait from new advertisers
and new products. There'll be many more
advertisers seeking broadcast attention
and they'll be seeking it via all phases of
broadcasting- -AM, FM, and TV.
* * *
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around the country totaled less than
500,000 the New York Times estimated
that 10,000,000 people watched. Yes,
television was there.
The intense interest has been built up
by a combination of effective publicity,
merchandising, programing, and the
unique advantages of the medium. .S<Hind
planning, and particularly sound programing, can insure sustained enthusiasm
for some time to come. During the Convention much of the fare was of inferior,
even meaningless, calibre. Telecasters
will do well to guarantee their investments bycharting programing as their top
consideration; sponsors will serve their
own interests and the growth of a magnificent advertising medium by insisting
on it.

SPEAKS

[You Need The Tools
With management's highest levels demanding flexibility in all forms of mer-

TV's Big Week
The week of June 21, 1948, which in'
eluded such events as the Republican

r

"

National Convention and Joe Louis' final
defense of his heavyweight title, probably
will go down in television history as the
latter's big debut.
Next to the nominations themselves,
television was the top story of the Convention. Itwas ever-present in the huge
hall and around the candidates' headquarters. Countless newspaper observers
devoted space to it, radio reporters spoke
of it, candidates and delegates were constantly aware of it. And although television sets serviced by some 30 telecasters

chandising, including advertising, it's
vital to know what national spot and
regional networks can do for flexibility.
Sponsor's Fall Facts edition, the second
annual edition of its kind, briefs the advertising manager on the high spots of what
he should know about the coming fall and
what broadcast advertising has to offer
this year.
Read it. Then take time out to see the
broadcasting contact men who come to see
you in July and August. Invite others to
visit you. Don't make changes, of any
kind, until you've heard the entire 19481949 story.
It's different.

Again, A Name For Spot
A large number of pages in this Fall
Facts edition are devoted to a facet of
broadcast advertising which we consider
to be frequently undiscovered and even
more frequently misunderstood.
Why spot, with its excellent advertising
characteristics, should still occupy a remote place in the planning of numerous
important advertising men is due to many
causes. Not least of these is the "topsy"
growth of the medium, the confused
thinking about its meaning, and the lack
of substantial promotion. In our opinion
spot is the most underpromoted (and
consequently underrated) of all the advertising media.
Its intrinsic value is such that it has
prospered nonetheless — and, as reported
throughout this issue, will do better.
Several times in the past we have stated
that spot will benefit in several ways by a
change in name. Most advertising buyers
take the word "spot" to mean an announcement or station break, while sellers
would also like them to think of it as an
"r
over-all term for a flexible method of em-m
ploying radio advertising. A change in
the over-all term, maybe "flexible" or
"selective" or what have you, would
eliminate the confusion. Further, it
would encourage stations and station
representatives alike to embark on sound
selling promotion of the medium. The
result, we feel sure, will be widely increased understanding and acceptance.
We hope that suitable action will be
taken soon by sellers of spot.

Applause
TELEVISION

CHANGETH

Two groups within broadcast advertising deserve a special
round of applause from television. They are the advertising
agencies and station representatives.
Advertising agencies to most people are notoriously commercial. They function on a cost-plus- 15% on practically
everything they do -that is except TV. Many agencies have
been investing their own cash working in the visual medium,
and others have been taking a sizable loss on most accounts
they handle. Long before it was even "respectable" to advertise in video, RuthraufTand Ryan had Lee Gwlcy and a staff

EVERYTHING

the early prohibitions which kept the actual program producer removed from the scanning of the program. Instead
they went right down the line for artistic integrity, for the
right of the sponsor or the agency executive to make his own
mistakes. They're making their contributions to the
broadcast advertising art.
Station representatives also are doing this. Sometimes
are accused of taking their percentage of the business
handle and letting the chips fall where they may. They

new
they
they
are

presenting programs for Lever Brothers from DuMont's first
peewee studio. Cooley, now video director for McCannErickson, did some beautiful hearts and flowers versions of
daytime serials that would have had the women in the home
crying their hearts out, if they had been able to see them.
What R&R did then is being done today by scores of
agencies. They could have stood by and waited for the

certainly not following this procedure in T\'. Station representatives have gone into the field and hired men with television knowhow, or men with thirst for knowledge who have
acquired TV knowledge rapidly. These station representative
men have had little to sell. Their major job has been servicing the infant industry on a station level. Maybe the representatives have looked upon this move as protection in holding their stations, but regardless of this, they have been paying

medium to "arrive."

men in five figures to service T\'.
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They could have continued not to fight
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WLW S "Morning Matineo"
pulled 24% of all requests
to an offer made
on 150 stations!

19/^

First thing
in the
morning 9

RECEIVED
L 12 1948

JU
HBC GENERAL LIBRARY
©In

and around a sprawling metropoliran marker like

Cleveland, there are scores of sights and sounds that nineto-fivers never see or hear. But for thousands of families the
-da) starts when skies are crimsoned by busy blast furnaces and
the silence of dawn is broken by the machines of highway,
farm, and factory.
And here s another sight tliat time buyers seldom see . . . the
harried head of the conductor of an early program almost
buried behind a mountain of morning mail. Don Gabriel,
producer of By Dttiiii's Early L/jfA/ ... across the bc^ard at
\\')V( . . . lias proven so popular with listeners that liis program has been extended another 15 minutes
— from 7:45 to S:()0 A.M.
Tliis new segment of R) Daii )i'i Ear/} Light
also slioiiiJ prove popular witli some aggressi\e manufacturer who wants added coverage
in the ureat Cleveland market.

Bill

BASIC

ABC Network
REPRESENTED

ONEIl

CLEVELAND
NATIONALLY

BY

HEADLEY

PresidenI

850

REED

5000

KC

Watts

COMPANY

AUGUST

1948 o 50c a copy

$100 for a new name for spot— p. 42
Is radio flexible?— p. 25
Station representatives' lament— p. 34
Custom-built networks— p. 32
Executives of A. S. Beck

(shoe chain)

become

interes'ed in TV— p. 36
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hances are you can recall some favorite teacher whose friendly interest
helped shape your life, earned your affection. So, while the apples teachers
get may be perishable, the fruits of their efforts with pupils are not.
In the communities they serve, the fruits of Fort Industry Stations' public
service efforts are lasting, too.
More, as part and parcel of everyday life in their localities, the seven
stations listed below have earned the same kind of affection that favorite
teachers do . . . have become trusted and listened-to friends of their communities. To advertisers this means these stations speak with voices of
authority.

THE FORT INDUSTRY COMPANY
WSPD,

loleilo,

WLOK,

I ini>, (>. • WAGA,

,N <i/ lonrj/
"^ou

ran hank

Fort industry

on a

Nfafior**'

>a/ri

O.

•

WWVA,

^^ hrclinn.

W.

\a.

Mluiila. (.a. • WGBS,

H etttitjiin r lrr»:

52 T Lfxinglttn

•

Miami.

A re. ^ .\rtc

WMMN,
Ma.

Knirmonl.

• WJBK.

I orfc

W.

Urlroil.

\ a.

Mirb.
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WFIL-FM FAX
STARTS WITH
7 ADVERTISERS

WFIL-FM's first commercial eight-page FAX edition of Philadelphia
Inquirer July 15 carried advertising for 7 advertisers, including
Bold Cigars, Parkway Bread, Greystone Wines, Lit Brothers (department store), J. M. Korn advertising agency.
-SR-

5-CITY
LISTENING UP

Listening in 5 areas surveyed by Pulse — Cincinnati, New York,
Chicago, Philadelphia, Boston — was up for May-June with these areas
combined producing more dialing than year ago. Baseball stations
contributed to maintaining high level of radio interest.
-SR-

NBC TO GO
ALL OUT FOR
FRIDAY NIGHTS

This fall NBC will concentrate on building Friday night as week's
top listening evening. Strong line-up of programs plus sizable promotion budget are combined to fight nighttime sportscasts generally
scheduled at this time.
-SR-

POLITICS FORCE
EARLY PLACING
OF SPOT

Regular and seasonal advertisers are placing national spot schedules
months earlier than usual due to fear that political broadcasting
may tie up many hours previously available.
-SR-

WESTCLOX
TESTING TV

General
hasn't
for 13
minute

Time Instruments Corporation (Big Ben-Westclox) , which
used broadcast advertising for over 10 years, is testing TV
weeks ending September 22 via WBKB, Chicago. Once-a-week
film is being used.
-SR-

TWO NETWORKS
FOR ALASKA?

Alaskan income has so pyramided during past
only justifies 5-station network but there
within next 3 years. Lot of money is being
Washington which looks upon Alaska as prime

3 years
is talk
poured
defense

that area not
of 2 networks
into territory by
area.

-SRWERE SHOWS
LOUIS-WALCOTT
FIGHT TO 6,000

Although Wilkes-Barre, Pa., has no TV station, WERE demonstrated
RCA's 7' X 9' projection set night of Louis-Walcott fight to 5,000
fans outdoors at station's FM transmitter and proposed TV site.
Another 1,000 saw fight on four other receivers. Traffic previous
night when fight was cancelled on account of rain was jammed for 7
miles back to Wilkes-Barre. Fight was picked up from Philadelphia
station. Hooper's Tolerating on Louis-Walcott fight was 86.6, topping radio's greatest index, 79.0, reached by FDR's war message.

SPONSOR, VoL2.!Wo.J0.Auguul9i8.
Published monthly by Sponsor Publicaiions Inc. Publication offices: 5800 N. Mervine St.. Philadelphia it. Pa. Adcertising fSdiln,
ial. and Circulation offices. 40 W. 52 St., New York t9, N. Y. Acceptance under the act of June 5. 193'4 at Philadelphia. Pennsylvania, authorized December 2. 19^7

AUGUST

1948

•

•

SPONSOR

MYSTERIES AND
AUDIENCE PARTICIPATIONS
LEAD

REPORTS..

.SPONSOR

rI

Leaders in summer network fare are 8 mysteries and 5 audience participation programs. "Take It or Leave It," 2 "Stop the Music" 15minute segments, "Break the Bank," and Bob Hawk are in Hooper "First
Fifteen," as are "Fat Man," "Mr. D. A.," "Your FBI," "Big Story,"
"Gangbusters, " "The Sheriff," and "Mr. Keen."
-SR-

L. A. EXAMINER
AND DON LEE'S
KTSL JOIN IN
TV COVERAGE

Don Lee TV and Los Angeles Examiner have signed long-term mutual
assistance pact insuring Don Lee's KTSL of top-flight news coverage
and the newspaper of headline TV promotion.
-SR-

STATIONS PLAN
CORRELATION OF
LOCAL MARKET
DATA

Emphasis on market research by newspapers is forcing stations to
augment research staffs or else employ free lance marketing research
men to correlate information on distribution, finance, population
growth, and other data of importance to sponsors. Broadcasters are
prepared to deliver facts beyond coverage and listening figures to
advertisers upon request.
-SR-

16 LANGUAGES
ON N. Y. AIR

Foreign language broadcasting has diminished throughout U. S. but 16
languages are broadcast in New York. WHOM and WOV air 135 hours
each in Italian weekly. WEVD devotes 80 hours weekly to Jewish.
Other languages aired on 5 stations (WBNX, WEVD, WHOM, WOV, WWRL) in
metropolis are Polish, French, Czechoslovakian, Armenian, Lithuanian, Russian, Hungarian, Ukranian, Syrian, Swiss (French &
German), Spanish, Irish, German, and Greek.
-SR-

20th CENTURY-FOX
LEADS FILM-TV
INVASION

While
most
only
July
with

all motion picture companies are getting their feet wet in TV,
active from program point of view is 20th Century-Fox.
Not
has Skouras organization released newsreel to Camels but during
it signed agreement with UP to service UP-subscribing stations
stock film to give pictorial life to UP Telecast News.
-SR-

RADIO MFRS
PLAN BIG SET
ADVERTISING
CAMPAIGNS

Over

SPORTS STILL
TOPS IN TV

5 of Top Ten TV programs in New York as reported for June by Pulse
are sports. Other 5 are film, amateur program, singer, kiddie show,

000,000 will be spent in advertising by radio set manufacturers this fall tying in with election broadcasting.
Admiral's
contest for distributor-salesmen alone offers $100,000 in cash
awards for extending Admiral's dealer organization.
More energetic
radio manufacturers become in selling sets, bigger broadcasting's
audience becomes.
-SR-

and TV coverage of "We. The People" radio program.
SPONSOR

y

Verified anew by 1948 Listener
Diary Study!
./
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other
stations in"^^
Oklahoma
City '"
and<oiii|)etitii)i
the '11-tounty
lEADS
WKY 20
area, j)lus dozens more which tan he heard from out.-i'le.,

WKY LEADS DAYTIME '^"'"'"r' ''^ft'/i out of .'?,'52 ((uarter-liours.
WKY lEADS NIGHTTIME*^"'"'"^ ^^^> ">'t "f 1^8 (luarter-hours.
WKY LOCAL PROGRAMS achieve larger shares of audience, on the
average, than either NBC or transcribed shows.

WKY

PROGRAMS '^""sistently Imild larger net weekly audiences
than the competition.

Oklahoma listeners, .clearly and unmisWKY IS FIRST takably CHOICE"^
.. . and the BEST BUY for advertisers!

dominates
aircompetitiori
» • • in Central and Western Oklahoma

« TWENTY other stations in Oklahoma City and
immediate 41-county area, dozens more outside.

WKY
Owned
KVOR,
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OKLAHOMA

1948 LISTENER DIARY STUDY was .onducted by Audience Surveys. Inc.,
in the 11 Oklahoma counties in wliirh 'SKY lias iiO^J or more BMB
coverage day and night. <liirinf; the week beginning January 26. Findin'^s
include sels-in-use. station ratings, share-of-audience. net weekly
audience, audience flow and composition by quarterdioiirs. Complete
details available from WKY or Katz Agency representatives.

CITY

and operated by The Oklahoma Publishing Company: The Oklahoman and Times — The Farmer-Stockma!*}
Colorado
Springs — KLZ, Denver
(AflUiaied
Management)
—
Represented
by The
K.\tz AgencV
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COST

CORRECTION

In reference to )()ur July issue, on page
S6 >()U list our pwgrcxm "It's a Hit!" as a
live package program. This is correct. I
would like to correct the cost figure you
indicate, however. A participation on
this show is $175 . . . which includes time
and talent. Also, the contest each week
is between two groups of men and women,
an>' business, not only schools and clubs.
Louis E. Westheimer
Preside* J?
Westheimer & Co., St. Louis
MISSING

ISSUES

A review of my library of sponsor
reveals the following issues missing:
December 1946
March 1947
April 1947
May 1947
Can you help nic fill in the gap?
If
you will advise which issues you can
supply, and the amount, I will forward a
check immediately.
We consider sponsor
an excellent research library on the sub'
jects your articles have covered.
Tom D. Scholts
Scholts Advertising Service
Los Angeles
^ .Some back issues arc no longer available.
However, a few bound volumes of the first 12
i.ssues (November 1<>4() through October 1947)
can still be purchased on a first come, first
served basis at $10 per volume.

DOWN

UNDER

Many thanks indeed for yours of the
25th March b> which we note that as yet
you have not made a complete study of
the wine industry, but we look forward to
receiving this information in due course
when \ou decide to publish same.
As subscribers to sponsor, we derive
verj' useful information and data concerning the American broadcast industry, and
find that the various case histories quoted
are of exceptional value to us in our operations. Being the only commercial station in Australia operating on a continuous 24 hours per day schedule, we find
that our problems are very akin to those
of our American colleagues, and consequently your magazine provides most useful references in all aspects of commercial
broadcasting.
Francis E. Levy
Sales Manager
Conwwnucalth Broadcasting Corp.
Pty. Ltd., ..Svdjiey, Australia
,( Please turn to page 6)

More
Listeners
per Dollar
...in Dollar Rich
Pittsburgh
Dollar for dollar, \nV.S\V ^ives
you more listeners than any
other station in the potent Pittsburgh market, because we are
gi\iiig Fittsburghers what they
want to hear 24 hours a day.
We know they like lots of s-^orts.
So, we give it to them! We icnow
they enjoy plenty of popular
music. So, we give it to them!
When something big occurs in
Pittsburgh, we know they wont
to hear about it — when if happens.
So, we have permanent remote
lines terminating at over twenty
vital points in the city from which
we con — and do — broadcast unnotice!

usual happenings at a moment's

That's the kind of programming
that has made WWSW a strong
listening habit in Pittsburgh,
through sixteen successful years
of broadcasting. A listening
habit that
has tobrought
radio
results
a host eH'ective
of cash
conscious advertisers — both
local and national*.
Count us in on

your fall radio

campaign, and you, too will profit
by tested
value
with . .volume-per-dollor
.

WWSW
PITTSBURGH'S

Major Independent
WWSW, Inc.
*Ask Forjoe
Keystone Hotel, Pittsburgh, Pa.
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\..atid Millions
ofUstetiers!

Response from listeners throughout 6-state MidAmerica area indicates audience approval of
KCMO's

diversified programming.

*50,000
....

(shaded area on map) — has come from 415 counties
in 6 states, plus 22 other states not shown above!

^,

Inside the measured 'A millivolt* 213-county area
are over 5 million people . . . 54% rural,
46% urban. With KCMO's

50,000 v^atts

daytime non-direclional, you're sure of
reaching the entire Mid -America market.
For ONE

STATION

^SJ
1948

Daytime,

Non-Directional

10,000 Watts

Night-ot

810 Kc.

KCMO
National

Represenlafive:

John

E. Pearson

Co.

. . . and KCFM — 94.9 megacycles
KANSAS
CITY,
MISSOURI

coverage of Mid-America,

center your selling on KCMO.
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HESS AGAIN

Mr. Ralph Brenan, owner of Radio
Station CFBC, Saint John, N. B., saw
your Jaro Hess drawings framed in our
reception room, and nearly killed himself
laughing. He is very anxious to get a set
of prints, and as we represent his station,
we would be most happy to pay for them
if there is any charge.
Keep up the good work — your magazine is getting bigger and better each
month!
S. W. Caldwell
Manager program division
All'Canada Radio Facilities, Ltd.
Toronto, Canada

PREDICTIONS

ANOTHER

HEADLINE NEWS
FEATURE STORIES
BIG NAME GUESTS
FRANK

Ja.mes
L. Hill
TV Director
Son De Regger Advertising Agency
Des Moines

LEAHY

Head Coach and Athletic Director
at the University of Notre Dame

NAMED

COLLEGE ALL-STAR COACH

COST INFORMATION?
AGAIN IN '48

Traiisrrilu'cl IVir Local or I{e<;ioiial Sponsorship

15 minutes,

once a week lor t\\i-iil\ weeks duriiifr I'ooll);!!! season bejiinning
week of August 16 and carrying through Bowl games January 1.
Recorded weekly lolkming big games, and expressed for Thursday
or Friday broadcasting.
Promotional Features- 'Diis season's program includes new promotional features such as autographed footballs and photographs,
newspaper mats, feature and publicity stories and other merchandising and sales help to assure the success of "Leahy of \otre
Dame."Your Market >vilh "Leahy of Notre Dame" — Foolball
Scoop
is jusi around Ihe corner. Beat the rush by re(|uesling full information todax .

WRITE

DIRECTOR

We noted the list which >ou published
in your July issue of advertising agencies
having television departments.
You might be interested to know that
we have recently opened a television department with the writer as director.

(85.69i Correct in '47)

COACH

TV AGENCY

. . . WIRE

If you have available for distribution
any additional material mentioned in your
article Cost; the Classic Question which
app)ears on page 113 of your July, 1948
issue, I could certainly use it.
Donald H. Arvold
BBD&O
Los Angeles
^ There is a cost chart on patie 54.

FRIEND OF DEKKER
Will you be good enough to let me know
the n^me of the individual appearing on
the
List?cover of your Jul\- Fall Facts Check
I am convinced that it is my old friend
William Dekker. If it is, I would like

. . . PHONE

very much to drop him a note.

For Prices and Information

GREEN
360 N. MICHIGAN

O.
J. Nickel
Sterling
Drug Inc.
(Ciojimcr Co. div.)

ASSOCIATES
PHONE — CENTRAL
BLVD.

5593
CHICAGO

Brattlchno. Vt.
^ It »as Kill Di-kkcr.

1, ILLINOIS

{Please turn to page 54)
SPONSOR
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THE WALKER
330
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TOWER

SEATTLE. WASHINGTON
ILLINOIS

CITY. MISSOURI

LOVE AT FIRST

One significant fart to come ^B out of the field of television programming isthe active (and consistent) enthusiasm of the critics for CBS-TV
showmanship.
As each of the major CBS-originated and produced Television shows
has hit the air (and met the critic's eye) the response has heen immediate—a case of love at first sight. It is applause not (►nly for purpose,
but for fulfillment: for both ingenuity and technicjue — in news as in
music, in variety-comedy and in "remote" broadcasting.
Of far greater significance is this fact. In a medium which is still
in its infancy, these CBS-TV programs emerge as fully matured productions on their very first airing — as the following comments clearly reveal.

TO THE QUEEN'S TASTE Monday, 8:05-8:30 pm
"Most TV reci[)e shows are as fiat as stale beer, but one
stands out like a glistening grape in a flavorless aspic. Mrs.
Dione Lucas... has husbands drooling. ..is something of a
television sensation."
THE

MISSUS

GOES

Kirif! Wednesday,

A-SHOPPINC

time magazine
Jfilh John Reed

1:30-2:00 pm

"Best i)roof. ..of staging certain types of television shows
'on location'.' Television version "added plenty of color and
authenticity."

VARIETY

The audience backed up the critics
Certainly of equal importance
is the response
too, CBS-TV

with critical acclaim

of the television audience.

programming

Here,

has already established

clear-cut leadership.
The

most

showed

recent

Hooper

that four CBS-TV

the "top 10"— more

Here's what the critics said:
OF THE

TOWN

Sunday, 9:30-10:30

pm

'"Television seemed to advance five years, at least... Sparked
by Ed Sullivan hitting a new high as an affable emcee, the
video show maintained a speedway pace . . .With this show,
CBS moves ahead of the crowd as the leader in putting
together Grade A \ ariety fare."
CBS-TV

NEWS

Monday

"Much better tlian the feature-type newscast employed by
other video broadcasters."
variety
(Also the American Television Society's annual news award
for ''the station with the year's outstanding news program.")
WHAT'S IT WORTH? Friday, 9:00-9:30 pm
"Prime television programming ... It has visual and auditory
appeal, each abetting the other. Its content is intriguing
and devoid of monotony, and its format is pleasurably
informal .. .There's a tremendous wealth of anecdote and

PLACES,

PLEASE

placed among

THE

PEOPLE

with a 46.0

in the New

York area.

TOAST OF THE town's first rating (9:30-10:00 pm)
won more than half the viewers with a 56.5 share of
audience.
months

And

CBS

television

news,

on the air, was the only news

produce

only two
program

to

a jjroadcast with a rating in the "top 10".

radio daily

thru Friday, 7:30-7:45 pm

human interest in the program."

Report

than placed by any other sta-

tion. And Gulf Oil's WE

TOAST

programs

rating was the No. 1 program

I...*'

Telerating

Praise from network affiliates
A major measure

is its ai)peal in other cities. Two
the local effectiveness of CBS-TV

"This new backstage tele series, giving featured jierformers,
bit ()layers and chorines from Broadway a chance at some
individual stuff, has a warming informal quality that makes

affiliates testify to
programs.

"I am sure you will be interested to know that from the
comments and letters we receive, it is clear that CBS. day
after day. is doing an outstanding job in Television News.
It is programming

of this type that helps build large and

increasingly loyal audiences to our station."
C. BENNETT

the billboard

Mon.,Wed.,Fri., 7:45-8:00 pm

of effective nctivork programming

LARSON,

V/CA.V-T\, Philadelphia

"Congratulations. I think 'Toast of The Town' ranks
with the top Television entertainment on the air. It's certainly the kind of programming stations need to build
audiences."

e. K. JETT, wmar-tv. Baltimore

attractive video. ..Barry Wood as producer-singer-emcee...
hits it satisfyingly."
FACE

THE

MUSIC

variety

Mon. thru Fri., 7:15-7:30 pm

"Here's one of the neatest little musical packages to be
wrapped up for television." (producer ).. ."has wisely
dressed tlie show with sufficient visual mountings and has
given the singers bits of business to do. Latter factor gave
the show that all-important movement."

variety

For advertisers today these universal tributes to CBS-TV

pro-

gramming have sharply practical implications. To explore
them to your
Television.

profit call CBS

CBS-TV

^Imfi^'i, 04§Lf OHm . .

DOWNSTATE
ILLINOIS

^ht/iA'4, onltf
OHM^

4MUCe

. .

WMIX

n illinm A. Il.irt

Mr. SpoHsor

Director of Advertising
E. I. dj Pont dc Nemojrs

& Company,

Inc.

(Utd
Taking the "munitions trust" taste out of peoples' mouths and substituting du Font's theme of "better things for better living through
chemistry" has been the job, for nearly a quarter century, of tall, husky,
exacting Bill Hart.

WMIX

A good deal of du Font's institutional burden is carried b) one of
Hart's pet projects, du Font's Cavalcade of America. Under his watchful
eye, it airs a literate blend of American history, drama, and institutional
advertising.

"Southtrn Illinois' Most Powtrful

He fits well into the famed institutional aura surrounding du Font's
advertising activities. Even though his headquarters, like the firm's, are
in Wilmington, Cavalcade is not supervised b> long distance phone. Hart
often fX)ps in on New York rehearsals to sound off on production and
scripting flaws. He is said once even to have criticized the necktie worn
by a member of the show. Despite such occasional flamboyancies, the

R«dio Voice"

man>' members of his large department respect his quick and definitive
pronunciamentos, and his shrewd evaluation of what works and what
doesn't in advertising.

that covers and sells that entire

Hart's job is not an easy one. From its small beginnings as a powdermaking plant on the banks of the Brandywine, du Font has grown to a
world-spanning industrio-chemical empire with 1947 net sales iplus other
revenue) of $795,535,075. It has 85 plants in 25 states, plus many foreign
branches. It has successfully weathered an anti-trust suit (191 1), a congressional munitions investigation (1934), and a cellophane monopoly suit
( 1947), among others. Du Font is quite patriotic with regard to its position
as emergenc> armorer to the U. S.: rather touch\ about it during peace-

rich market for you
AM

with both

and FM at one sinsle low rate.

No. 2 Radio Center, Mt. Vernon, III.
940 kc

94.1 mc

National Representative
John E. Pearson Company

time. Today, some 58^7 of du Font's products are those developed during
the past 20 years, and only a small fraction is war goods. A major part of
Bill Hart's job is to tell the story of continuous
public. Here, radio plays an important role.
of a $3,500,000 ad budget goes to broadcast
magazines, newspapers, and farm papers.
Attendance by du Font advertising executives

du Pont research to the
Over W '( ($1,250,000)
advertising, the rest to
at Cavalcade airings is a

matter of strict protocol. If Hart isn't there. Assistant Advertising
Director Applcgate shows up. If Applegate isn't there. Advertising
Manager Dewey sits in the client's booth, and so on.
10
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Jami^slown
North

Dakota

KISNMl'K

for complete coverage
of all important markets in North Dakota
use

The CBS Station that covers the top of the Nation

MAXIMUM
MINIMUM

COVERAGE
COST

PLUS MERCHANDISING
Write for our BMB

Interim Survey wh ico is now

a\/d

able — Get t'ne true picture on Radio Coverage i n No
Dakota

The CBS Station — KSJB — that covers the top oi" the Nation

AUGUST

1948

11

r>i

!\4'\v flov«'l4>|iiii«»iitN 4»n SIMIXSOII

(See "Employees
1947,

^<^

U

page 31.)
dustrial relations?

Must

Nt»ri<'N

Be Sold Too," SPONSOR,

August

What's the status of radio's place in inWhat are management and labor doing?

Ill the election year of 1948, labor relations are assuming an important

p.S.

place in the plans of man>' radio sponsors. It is more vita! than ever to
large corporations to make their employees feel that they are a part of
the company's advertising effort, and that air advertising is not just something to please the board of directors. Still the leader in this type of
activity is U. S. Steel, which periodically travels Theatre Guild, at considerable expense, to play cities like Pittsburgh, Chicago, Washington,
Boston, and Birmingham (all of which they visited last year) for the
benefit and entertainment of thousands of their steel workers. Campbell
Soup Compan> brought its three air shows. Club /5, Double or Nothiy^g,
and Edward R. Murrow, to Camden, New Jersey, to play before 5,000
officials and employees of the soup firm at a company get-together on
June 22 last. The 75-minute show was picked up by CBS' video cameras
and carried on the network, so that the many Campbell employees and

K^
LATEST MORNING
SHARE-OF-AUDIENCE
FIGURES SHOW A
50% LISTENER-GAIN
OVER EARLIER 1948
FIGURES . . . fhis in
a 7 AM and 4 FM
station area. You
take it from there!

friends who couldn't crowd into the hall could view it too. Participants
on Double or Nothing were Campbell employees, which added much to the
enjoyment of their fellow workers. Since all three shows were technically
on a summer hiatus, normal radio schedules didn't interfere.
Several leading advertisers staged out-of-town shows for their employees for the first time during 1947. Armour put Hint Hunt on for one
broadcast in the middle of the Chicago stockyards, where Armour employees could get a chance to see it. Coca-Cola took their two network
shows. Pause That Refreshes and Spike Jones, on the road to play the
bottling and syrup plants. R. J. Reynolds traveled the Vaughn Monroe
Show to Winston-Salem, N. C, to put on an airing for their tobacco
workers. These and other long-t'me users of the air as an improver of
employee relations, such as du Pont and AT&T, feel that the increased
costs of line charges, transportation, etc., are paid for in better industrial
relations.
There is a growing tendency among labor groups to air their side of
the case. Two of the largest and most powerful unions have their own
sponsored shows, Arthur Gaeth for the CIO's United Elcx:trical, Radio, and
Machine Workers and Dorothy Fuldheim for the Brotherhood of Railroad
Trainmen. Both are liberal-minded commentators who air political and
labor news of interest to workers and their families. For management to
sa>' its piece, the glamor of a big-time radio show's warm-up is still an
ideal place. The other opportunities, such as ABC's labor-management
half-hour (NAM'S Let Freedom Ring and It's in the Family by the CIO
and AFL, Tu 10:30^11 p.m.), are often not enough.

(See "Beer," SPONSOR,
many
is now

August

1947,

page

13.)

How

of the country's leading brewers use broadcast advertising? Why are more brewers turning to television? What
the most popular

type of television program

among

brewers the nation over?

5000
DAY

WALLACE

WATTS
&

NIGHT

A

WALKER,

Gen. Mgr.
PROVIDENCE, The Sheraton-Blltmore
PAWTUCKET, 450 Moin St.

RepreientativQs:

AVERY-KNOOEL, INC.
12

The United States brewers with the largest sales volume in 1947 use
broadcasting. The ten leaders, according to figures released this June by
the Research Company of America, New York (listed by sales rank), are:
Liebmann Breweries
Joseph Schlitz Brewing Co.
Pabst Brewing Co.
Jacob Ruppert Brewery
P. Ballantine & Sons
Falstaff Brewing Co.
F. & M. Schacfer Brewing Co.
Blatz Brewing Co.
Anheuser-Busch, Inc.
Duquesne Brewing Co.
All of them are broadcast advertisers.
Pabst is still the onlv brewer
underwriting a coast-to-coast network show [Eddy Cantor, NBC).
It
sponsored the New York Giants football games on television last season.
Ballantine and Schaefcr also include television in their advertising.

p.H

SPONSOR

IT*S EASY,
IF YOU
KNOW how!
OOME

national advertisers get little business in the South —

and mistakenly assume that Southerners "just don't have the
income.'' Actually, the reason usually is that the advertiser
simply doesn't know the approach to the Southern mind
and ear.
The people in KWKH's

daytime area have an actual buying

power of nearly $3,000,000,000. It's easy to get your share — •
if you know how . . .
KWKH

has spent 22 years in learning what our Southern

listeners want to hear on the radio — what makes them buy
radio'advertised products. We l{now the answers. If you'd
like to have them too, we'd be happy to tell you.

KWKH
Texas

SHREVEPORT

50,000 Watts

'

CBS

ir LOUISIANA
Arkansas
^
Mississippi!

The Branham Company
Representatives

Henry Clay, General Manager
Dean Upson, Commercial Manager
AUGUST

1948

13

INDUSTRY
BACKS
THE
BUYERS
A wide range of industries hack iJh' liigh hiiyin- power o( l.()()(),()00
people in WJIIL's 32coiinty coverage area.
Dozens of diverse industries— fr<»in silk spinning to bookbinding —
help keep average family incomes >vell over
S2.000 yearly — higher
than any similar area
in the South. You can
eoimt on WJIIL — and
stable industries — to
back yoin- sales effort.
Check \N JUL I
ONLY
WITH

schedules. In addition to using announcements, Ballantine is screening
the baseball Yankees this season. Schaefer will underwrite telecasting
of the New York Rangers hockey games next season. They now telecast
a S-minute Sports Album featuring a tie-in with the Brooklyn Dodgers.
Within the last six months other beer firms, such as Burger Brewing
Co., Cincinnati; William Gretz Brewing Co. and Esslinger's, Inc., Philadelphia; A. Gettelman Brewing Q)., Milwaukee; and Atlantic Brewing
Q)., Chicago, have added TV to their regular broadcast schedules.
Sports continues to be brewers' most popular program subject. With
theexceptionof Gretz, whose current offering is a show {Sports Scrapbook),
the firms just named are presenting actual sports events. Burger has the
Cincinnati Reds baseball games. Wrestling bouts account for the remainder.

(See "Radio Sells a Loss Leader for Nedick's," SPONSOR,
January 1947, pase 32.) What is the status of Nedick's
plans for a bottled, carbonated soft drink? Will they use
radio to promote it, and if so, what kind?

P.S.

Since the first sponsor report on Nedick's, the well-known orange drink
sold successfully for years in the chain's stands has appeared in a bottled,
semi-carbonated form. Nedick's has created a new bottling division
within itself to handle the production, distribution, and merchandising of
the product. Ad budgets for the bottled orange are separate from the
main Nedick's budget, and it is not sold through the Nedick's stores.
Some radio announcements (live) have alread>' been used. They were
used mainly to test copy appeals, marketing methods, and so forth. The
main push starts early this month with a 45-second e.t. spot campaign
which will stress the summertime coolness of the drink. This winter,
when the emphasis will be on home use, the bottling ad-money is expected
to go for sportscasts, a Nedick stand b\.

''390,306 COWS IN sa
WONDERLAND,
id Al ice

FULL-TIME STATION
PRIMARY COVERAGE

IN THE

NORTH-EAST

TEN-

NESSEE, SOUTH-WEST VIRGINIA AND WESTERN NORTH
CAROLINA

MARKETS

4
"Yum," said the Timebuyer, "that's a lot of
sirloins. But cows listen to the radio very
scldcm, and they almost never buy soap."
"Quite true," admitted Alice, "but think
hew rich the nice Wonderland people are
getting selling cattle to meat-hungry folks. You
kr.cw about meat prices nowadays. And KBKI
is their very favorite station because we have
broadcasts of their stock shows and auctions and
cattle market reports and lots of other things they
like. And they buy soap. And automobiles
and coffee and scads of other things when KBKI
tells them to."

5,000 W

910 KC

JOHNSON
CITY, TENNESSEE
arson
Nat. Rep. John E. Pe

£

14

ytJK/

* WONDERLAND: the 14 county
chunk of Texas where KBKI
sounds out loud and clear.

nuiE
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DO THE STARS INFLUENCE YOUR SALES?
Hundreds of millions, in their homes and in
their daily life, copy what the Stars
wear, eat and use.

Scenca frviii

V

Sorry, If rung ?>umber"—u furlhcuming relvme uf I'ltrumount I'iclures Inc.. starring Barlxtru Sldnnyck and Burt Lancaster.
A Hal If ullis pruductivn—uutch fur it !

The quickest way for you to interest the Stars, and tlie motion picture writers, producers
and directors, is to sell them via KTLA.
— and in Hollywood,

television means KTLA

Sell Hollywood and you sell the world!

"^om^
Hollywood

S^eikJuyrv^nocUcdumj:^.

New

A
AUGUST

1948

For television is Hollywood's hottest interest

KEY

STATION

... on the air every afternoon and evening.

KTLA
Studios • 5451 Marathon

St. • Hollywood

York Office • 1501 Broadway

OF THE

6363

• BRyant 9-8700

PARAMOUNT

cC
S^u/ooNETWORK

TELEVISION

15

a^
/

'Pec^& 'U^ ^&k.
15,000
NOV,

1945
12.000

9,000

6,000

3,000
MAY,

1948

;948
JAN
tr Non-Agriculture

Workers

People with jobs make markets, not people, alone! In Tulsa there is less unemployment today than
at any time since the end of the war reconversion period. As the graph above shows, 14,100 were
unemployed as of the end of November, 1945, with 81,750 net available employables. Today,
as of the end of May, 1948, only 1,125 are unemployed with 95,475

net available employables*!

Markets are people with jobs and spendable income! This combination is present in the Tulsa
market in real abundance today. Proof.-* The U. S. Department of Commerce in its April, 1948
report, shows Tulsa leading all cities in the West South Central area in retail trade gains with a
27'r gain, over all, April 1948 over April, 1947. Oklahoma's second market shows a gain of
only 17%.
Advertising dollars buy more in the Tulsa market . . .
Advertising dollars bu\ more radio advertising when they buy KVOO, Oklahoma's Greatest Station!
'Oklohoma

r

State

Employment

Service

Report

^^

RADIO

50.000

WATTS

STATION
EDWARD

PETRY

AND

OKLAHOMA'S

CO.,

INC.

NATIONAL

GREATEST

T

KVOO
REPRESENTATIVES

STATION

TULSA.

OKLA.
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new and renew
New National Spot Business
SPONSOR

PRODUCT

STATIONS

AGENCY

Ansley Radio & TV Co

Radios. TV sets

Chernow

Chrysler <;orp (l)e Soto Div)
Fifth Army Area

(;ars

BBD&O
John W. Shaw

General

Foods Corp

Kellogg Co
Park Lane Co
Super-Starch

Inc

linicorn Press
Vick Chemical
White

Rock

Co

Recruiting'
Swansdown,
Rice
Cereals
Seat covers

Minil

Liquid starch

Shaw

Encyclopedia

Leonard
Morse

etc

Beverages

& Eckhardt

Assoc

Kenyon

in East)

15-20
15-20*
100-130*
(Midwest,
Chicago)

& Rubicam

Kenyon

Coughdrops

Corp

Young

(Regional

& Eckhardt

(Expanding

current

Arabian-.\merican Oil Co
(General Foods Corp
General Mills Inc
(ieneral Motors (Chevrolet div)
Gold .Seal Co
P. Lorillard Co
National Biscuit Co
Pillsbury Mills Inc

254

ABC
ABC

Campbell-Ewald

CBS
CBS
ABC

Campbell-Mithun
Lennen & Mitchell
McCann-Erickson
McCann-Erickson

Procter & Gamble Co
R. J. Reynolds Tobacco
.Seeman Bros

Co

CBS
ABC
NBC

Compton
William Esty
J. D. Tarcher

NBC
ABC

id)

expat

expand)

(1-wk test, will continue
Approx 300*
.50-100*

NETABC STATIONS

Kudner
Young & Rubicam
Tatham Laird

campaign)

10-20*
,
aign
may
(Test camp
20-30*
10-20
(Test campaign, may

5-6*

9^'SPONSOR New On Netwo
rks
AGENCY

CAMPAIGN,

165
260
160
170
160
11

start, duration

wks
.Spots, breaks, pgms; Aug-.Sep; 13

Sep)

F^.t. spots, breaks; Aug 1; 52 wks
h;.t. spots, breaks;
Aug-.Sep;
13
wks
E.t. spots, breaks; Aug 16; 3 wks
E.t, spots; Aug 7; 13 wks
E.t. spots, breaks; Jul-.\ug; 13 wks
.Spots, partic; Aug-.Sep; 8-13 wks
5-min local pgms; Aug '); 1 wk
.Spots, breaks, pgms;
Oct; seasonal
Spots, breaks; Jul-Aug; 7 wks

14*

PROGRAM,

time, start, duration

Earl Godwin; Sun 6:30-6:45 pm; Jul 4; 52 wks
Meredith Willson; Tu 7:30-8 pm; Oct 5; 52 wks
Breakfast Club; MTWTF 9-9:15 am; Aug 16; 41 wks
All-American Soap Box Derby; Sun 4:30-4:45 pm; Aug 15;
one-time
Arthur Godfrey; MTWTF 10:30-10:45 am; Aug 30; 52 wks
.Stop the Music; Sun 8-8:15 pm; Jun 27; 9 wks
.\rthur Godfrey; MTWTF 10:45-11 am; .Sep 6; 52 wks
Breakfast in H'wood.; MTWTF 1 1-1 1 :15 am; Sep 13; 52 wks
Galen Drake; MTWTF 3:30-3:45 pm; .Sep 13; 52 wks
*Fri 9:30-10 pm; Sep 3; 52 wks
*Fri 8:30-9 pm; Oct 8; 52 wks
Buddy Weed .Show; Sat 11:45-12 am; Jul 31; 52 wks

*Show uot set

Renewals On Networks
NET

AGENCY

SPONSOR
Ballard & BallardJ
Borden Co

ry
Henri, Hurst & McDonald
Kenyon & Eckhardt

CBS
CBS

Campbell Soup Co

Ward

CBS

Colgate-Palmolive-Peet Co

William Esty
Sherman & Marquette
N. W. Ayer

CBS
CBS

BBD&O
J. Walter Thompson
Roche, Williams & t;iea
Grant
Leo Burnett
Warwick & Legler
Benton & Bowles; Com
Biow
Compton

CBS
NBC
NBC
NBC
NBC
NBC
ABC

Electric Companies Advertising
Program
Emerson Drug Co
Kraft Foods Co
Lewis-Howe Co
Mars Inc
Minnesota Valley Canning Cm
Pabst Sales Co
Procter & Gamble Co

Wheelock

CBS
ABC
pton

STATIONS
29
161
62
155
150
151
151
1.56
154
144
150
162
147
148
1.30
188
189

PROGRAM,

time, start, duration

Renfro Valley Folks; Sun 10:15-10:45 am;2Aug 1; 52 wks
County Fair; Sat 1 :30-2 pm; Jul 3; 52 wks
Your Song & Mine; Wed 9-9:30 pm; Jul 7; 52 wks
Club 15; MTWTF 7:30-7:45 pm; Jun 28; 52 wks
Edward R. Murrow; MTWTF 7:45-8 pm; Jun 28; 52 wks
Blondie; Sun 7:.30-8 pm; Jul 4; 52 wks
Mr. & Mrs. North; Tu 8:30-9 pm; Jul 6; 52 wks
Electric Theater— Helen Hayes; Sun 9-9:30 pm; Oct 3;
52 wks
Inner Sanctum; Mon 8-8:.?0 pm; Jul 26; 52 wks
Kraft Music Hall; Th 9-9:30 pm; Jul 22., 52 wks
Date With Judy; Tu 8:30-9 pm; Oct 12; 52 wks
Curtain Time; Sat 7:30-8 pm; Jul 3; 52 wks
Fred Waring; Fri 10-10:30 am; Jul 16; 52 wks
Eddie Cantor; Tu 9-9:30 pm; .Sep 21 ; 52 wks
Welcome Traveler; MTWTF 12-12:.W pm; Jul 1; .52 wks
FBI in Peace & War; Th 8-8:30 pm; Jul 1; 52 wks
Breakfast
in H'wood.; MTWTF 11 :15-11 :30 am; Jul I ; 52
wks

i
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New and Renewed on Television

SPONSOR
\iiu'rii ;iii

I iihiK ii> < .11

Alliinlii' KcMiiiiDi Co
I. oil RIot'k MotorK
I.. S. Brliiiis Co (nit-als)
Chfvrolfl Di-uliTN AsNM
Cliy l,i>|nor DisrrihuiorK
(Villa Wino)
ConiTal Kk-itrli- Supply Co
(Jpiioral Foods Corp (Saiika)
Cent-ral riino InNirumeiils
Corp
Si-il)
'I'lioniax.(Wt-slilox.
I'll)
(;eorftr's Radio «c T\ Co

(;imbel Bros and I'lercePhi'Ips. Ini'
(^iinllu-r KrcwIntiCo
Kool \i'ni Metal Awnlnfts
Lit Bros (di-pt store)
Miller Krewini! Co
Pioneer Seieiilific Corp
(Polaroid
IN lens)
Pontiac l>ealers Assn
(of Phila.)
Procter & (lanible Co
(Prell. Ivory Snow)
Kosinski Furniture Co
Sliettield Farms C^o
Simmons (;<>
Simon Distributinfi Co
(Motorola radio. TV)
Standard Oil Co (of N. J.)
.Sun Radio Co
Thermodyne Corp
(air conditioners)
Tom's Auto Service
Waico Radio
T\' Lens
Ward
Co
Whelan Drug Stores

STATION

AGENCY
N. \\. A>>

PROGRAM,

«inie, start, duration

Dimr

W AHD. \ ^ .
WBi:\- TV. Buff.
WCBS-TV. \. V.
W R<;B. Schen.
W PI/.. Phila.
WCAC-rV. Phila.
WNBW, Wash.
WABD. N. Y.
Wl MJ-TV, Milw.

Spots; Jun Id; I .< » ks (r)
Spots; Jun M; I .< « ks (n)
Spots. Jun 2H; 2h wks (r)
Spots; Jun 2H; I.< wks (r)
I', of Pa. football games; appro* .Sep I.S-Nov Mt; season (r)
Show Business; Mon 7-7;I.S pm; Jul 9; 2<t wks (r)
Spots; Jul 7; 4 wks (r)
Yankee football games; thru fall season (n)
.Spots; Jun 17; 10 wks (n)

Ho»rnaii i<i Hloi k
^dimft i(i Rubiiani
Kl<l>&()

WBKN-TV. Buff.
WABD. N. Y.
WBKB. Chi.

Spots; Jul 2; I.) wks (n)
.Sp<itR; Jun 16; 1.1 wks (r)
.Spots; Jun 29; M wks (n)

WNBW.

Spots; Jul b; 4 wks (r)
Street Singer; Fri 9-9:I.S pm; Jul 2; l.< wks (r)
I ncle WH'; MW 6-6:l.S pm; Jul 12; l.l wks (n)

N. W. Aycr
SoHn S. Cantor
C I). Pcriliisoii
Ciimphcll-Kwald <>( N.

Roborl .1. KncU-rs
Robert .1. Knders

Wash.

WCAJI-TV.

Phila.

VV. Wallace ()rr
Robert J. F.nders
Direct
Direct
Cay ton

W NBW. Wash.
W NBW. Wash.
WCAC-TV. Phila.
W TMJ-TV. Mil«
WABD. N. V.
WBKB. Chi.

Harry Feiftcnbaum

WPT7.. Phila.

Telesporls; Th 11-11:15 pm; Jul 2; M wks (r)
Partic in "Television Journal"; Jul 10; 4 wks (r)
I. its Have Fun; Tu 10-11 am; Jun 22; l.< wks (n)
Spots; Jul 2; 4 wks (n)
Wrestling
bouts; Th 9:.?0 pm-close; Jul I ; 1.1 wks (n)
l.< wks (n)
Buddy ^'oung-Richy Victor Show; lO-min as sched
Paul Rihieti; Sep I; 10 wks (n)

Benton & Bowles

WABD,

Television Fashions on Parade; Fri 8-H;.M» pm; Jul 2.<; 49 wks (n)

Kills
N. W . Ayer
Vounft & Rubicam
Henry .1. Kaufman

W BK\-TV. Buff.
WABD. N. Y.
WCBS-TV. N. Y.
WNBW. Wash.

Spots;
.Small
Spots;
.Spots;

Jun
Frv;
Jul
Jul

17; M wks (n)
Mon 6-(>:.?0 pm; Jun 2H; l.< wks (n)
19; 26 wks (n)
8; 4 wks (r)

Kal, F;hr!ich & Merrick
Van Diver & Carlyle

WBF:N-rV. Buff.
WCBS-TV. N. V.
WRGB. .Schen.
WNBW. Wash.
WABD. N. Y.

Spots;
.Spots;
Spots;
.Spots;
Spots;

Jun
Jun
Jun
Jul
Jun

30; 1.1 wks (n)
28; 26 wks (n)
.Vt; 26 wks (n)
2; 1.1 wks (r)
16; 1.1 wks (r)

Henry .1. Kaufman
Scheck
Kal. Khrlich & Merrick
Direct

W NBW, Wash.
WBEN-TV. Buff.
WNBW. Wash.
WABD. N. Y.

Capital Citizen; Tu 9-9:.10 pm; Jun l.S; 1.1 wks (n)
Spots; Jun 27; 26 wks (n)
.Spots; Jul 2; 1.1 wks (r)
Charade Quiz; Th 8-8:30 pm; Jul 8; 10 wks (n)

Marshalk & Pratt

N. Y.

Fri nites,

New Agency Appointments
SPONSOR
Ablon Inc. Dallas
.\merican Bedding Co, N. Y'
Klizabeth Arden Sales Corp, N. Y
.\rlington Briar Pipe (^orp. N. Y
Bloomingdale Bros Inc. N. \'
Broadway .\ppliance Distribution Corp, N. \.
Burgess .Seed & Plant Co. Galesburg Mich
IJyer-Rolnick Co. C;arland Tex.. .
Campbell Soup Co. Camden N. J.
C;iscade Products. San Leandro Calif.
Chase & Capra Pipe Factorv. BerkeleyChicago & Fastern Illinois R. R., Chi.
Club .Muminum Products Co, Chi.
I'. B. ConnellyMills
Co. Inc.
Portland
Continental
SeattleOre
Craftex Products Corp. I,. ,\.
Davis Bros Fisheries Inc. (iloucestcr Mass.
Dobler Brewing Co Inc. Albany
Drug Products Co Inc. Passaic N. J.
i;by .Shoe Corp. Kphrata Pa. .
F ellows Medical Mfg Co Inc. N. Y.
Kieldst<m Ball Pen Co. N. Y.
First National Bank. .St. Louis
Forest (Conservation Inc. Portland Ore.
Peter Fiix Brewing Co. Chi.
(ienesee Brewing Co Inc. Rochester N. V.
(iibson Wine Co Inc. (Unci.
Colden West Brewing (;o. Oakland
(irove Laboratories Inc. .St. Louis
tiunther Brewing Co. lialto.
Chr.
Hansen's
Little
Falls N.Lab
Y. Inc (Junket Brand Foods div).
Ilolsiin Binders Inc. N. V.
Internatiiinul Latex Corp. N. \ .
Ka>s-Newport Inc. Prov.
..
Kenney-Allen Co. Prov.. .
Knickerbocker Fedl .Savings Assn, N. >
l.aio Products Inc. Balto
I.;idy K.siher I id. Chi.
Lonsdale Sports .\rena. Lonsdale R. I.
\nd> I.otshaw Co. Chi
I.vk-Ni
MacLachlan Hats Inc. .So. Norwalk Conn.
Male... I.. A.
..
I B Mills Seed (;rower Inc. Rose Hill \. ^
Naiioii;il Dalrv Products. N. Y.
I'eptlcin Co. Fast Rutherford N. J.

PRODUCT

AGENCY

(or service)

Kol-Wave home permanent
Mattresses, springs, couches, beds
Cosmetics
Pipes
Department store
Launderall washing oiachines
Seeds,
plants
Men's hats
V-8 juice, catsup, chill sauce
.\ulomotive lubricants
Railway
Briar pipes
Cooking utensils
Norge distributor
Prepared pie crust
Reflex cameras
Fisheries
Pharmaceuticals
Beer
Fleet -.\ir shoes
Proprietary
Ball pens
Banking services
Forest conservation
Fox DeLuxe Beer
Beer, ale
Beer
Beer, ale
Bromo Quinine Cold Tablets
Beer
Food products
Photograph albums
Latex products
.
.Sh<ies
Plastic tilo
Bank
Castile
soap, sliampoo
(;<ksmetics
Sports events
.\ndy
I.otshaw
body rub.
dressing

.\uto polish
Men's hats
Hearing aids
Seeds
Sealtest products
Digestive aid

(Please turn to page 84)

(iorjus

Melton. Dallas
Jasper.
Bozell & Lynch
Jacobs.& F'ishel.
N. \. N. ^ .
Battistone & Bruce. N. ^ .
Albert Woodlev. N. Y.
H. L. Mihic. N. Y.
Goodkind. Joice & Morgan. Chi.
Tracy-Locke. Dallas
I>ancer-F"itrgerald-.Sample.
N. Y.
Ad Fried. Oakland
Ad Fried. Oakland
Erwin. Wasey. Chi.
Leo Burnett. (;hi.
Richard ('•. Montgomerv . Portland
Keene & Keene. Seattle
Bass-Luckoff.
H'wood.
Daniel
V. .Sullivan.
Boston
Woodward & Fris. .\lbanv
Wesley. N. ^ .
W. H. Long, ^ork Pa.
Lee Ramsdell. Phila.
Lee Murray. N. Y.
(Jardner. .St. Louis
House & Leiand. Portland
II. W , Kastor. Chi.
Rogers & Smith. Rochester N. Y.
Ralph H. Jones. Cinci.
CJeorge I. Lynn. S. F.
(Gardner. .St. Louis
W . Wallace Orr. Phila.
McCann-Krickson. N. Y.
Leiand K. Howe. N. Y.
F(M)te. Cone & Belding. N. ^ .
Ben Kaplati. Prov.
Joseph Maxfield. Prov.
F'rench & Preston. N. ^ .
Kastor. Farrell. Cheslev & Clifford. N.
Ruthrauff & Ryan. Chi.
Joseph Maxfield. Prov.
hair
Bo7ell «c Jacobs. Chi.
Furman. N. Y.
John .\. (Uiirns. N. Y.
.\nder.son.
L. .\.
F'lack. Syracuse
N. W . Aver. N. Y.
.Shaw. N. ^ .

NEW

HOOPER

REPORT

GIVES,^>1^4

AFTERNOO
STATION-PREFERENCES

IN "IOWA

PLUS!"

Now you can know what stations are listened to most in
ALL THE 116 COUNTIES IN "IOWA PLUS''— as well as in
Polk County (Des Moines), which accounts for only 6% of
the area's population.
C. E. Hooper, Inc. polled a scientific cross-section with the
question: "To what stations do you and your family listen
most frequently or the most time?" The resulting Report
lists the percentage of mentions given each station with
1% or more.

AFTERNOONS,

WHO

GETS 27% • NEXT STATION GETS 8%!

For the period 12:00 Noon to 6:00 PM, ^HO was rated first
by 27% of respondents. Eleven other Iowa commercial
stations polled \% or more. The combined rating for all
these stations totalled 32%.
\^ e believe these figures from the \^ inter 1948 Listening Area Coverage Index support WHO's philosophy that
People listen most to that station whose programming pleases them
best, whose Public Service arouses their greatest loyalty, and whose
commercial necessities are handled most sensiblv.
\^ rile- for availabilities — or ask Free & Peters.

WIKI®
*for Iowa
DES MOINES

PLUS +

. . . 50,000 \^ ATTS

Col. B. J. Palmer, President
• P. A. Loyet, Resident Manager
19
FREE & PETERS, INC., National Representatives
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c

AlliiK|uorqne
Beaiiinont
Boihc
Buffalo
Charleston, S. C
Columbia, S. C.

KDSH
\SGR
ViCSC
>X1S
ASOC
KRIS

Corpus Christi
Davenport
Des Moines
Denver
Fargo
Duluth
Ft. ^ orth-Dalla
Honolulu-Hilo
Houston
Indianapolis
Kansas City

NBC
ABC
CBS
CBS
CBS
NBC
NBC

KOB
KFDM

\^HO

g

NBC
ABC

KVOD
WDSM
WDAY
WRAP

NBC
ABC

KGMB-KHBC
KXYZ
WISH
KMBC-KFRM
>\AVE

Louisville
Milwaukee
Paul
Minneapolis-St. Paul
New York
Norfolk
Omaha
Peoria-Tuscola
Raleigh
Portland. Ore.

WMAW
WTCN
WMCA
WGH
KFAB
\^ MBD-'WDZ
WWPTF
DBJ
K.<l).l
KF.X

Roanoke
,
San Diego
St. Louis
Seattle

KSD
KIRO
WIBI

Terre Haute
Syracuse

Willi

ABC-NBC
CBS
ABC
NBC
CBS
ABC
IND
ABC
ABC
CBS
CBS
NBC
ABC
CBS
CBS
NBC
CBS
CBS
ABC

Television

Ft. Worth-Dallas
Louisville
New York
St. Louis

\\B\P-TV
W ^M.-TV
Wl'l\
KSD-TV

20
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MARKET-PLANNED
RADIO
H,.ow do you

engage your salesmen —
by "basic groups" and "supplementary
groups," a dozen or a hundred at a
time? And then how do you train them
to sell — with one "personality" and one
sales appeal, regardless of local preferences or potentials?
Spot radio (Bull's-Eye Radio) is a
salesman who can go into any market
or markets in the nation — many or
few — when and where you wish —
and can then "work" those markets

FREE

as required by the individual problems
encountered.
Bull's-Eye Radio is market - planned
radio. It can be used alone, or to
reinforce network radio, national magazines, newspapers or outdoor. For
sixteen years, F & P has devoted
itself to Bull's-Eye Radio exclusively.
We know most of its opportunities,
most of its pitfalls, and would be as
happy to tell you about the one as the
other. Would you like to discuss it?

& PETERS,

mc.

Pioneer Radio and Television Station Representatives
Since Ma^ 1932
NEW
ATLANTA

DETROIT

YORK
FT.

CHICAGO
WORTH

HOLLYWOOD

SAN

FRANCISCO

AUGUSTI1948
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More "Public Relations" Insurance Advertising
Insurance companies will he spending more money for broadcast advertising and advertising of all types this fall and winter
than they have during the past ten years. Copy on programs
will be directed to educating public on state insurance laws and
their operation. Reason is a public relations one, since Federal
Trade Commission is making an intensive study on monopolistic tendencies in insurance field which are said to be helped
by state laws. Study will take 1 5 months, and then some antitrust actions are expected against a number of the companies.

Discount Control May Help Advertising

U. S. Spends M.% of Income for Food
Despite current cutting of advertising budgets (including
broadcasting) by food processors and distributors recent De^
partment of Commerce reports state that the average family
food budget *akes 42% of inccme. New food organizations, in
an effort to obtain part of that 42%, are entering the broadcast
advertising field and are expected to force the withdrawers back
into the fold. Broadcasting affects buying habits of 93'>c of all
families. Rent is still second consideration of consumer market
and apparel a close third (rent \1.^%, apparel 12%).

Miami l^ay Be Sold As TV Luxury Market
Bob Venn (through Jck" Bloom) is trying to persuade prospective TV advertisers that Miami's WTVJ will reach a luxury
market in the lush TV-equipped vacation homes. Station's
test patterns are expected to be on the air before the middle of
August, with plans for a star-studded schedule in the making
for November-December. FCC could throw in a monkey
wrench by refusal to okay sale of pending operation to WolfsonMe>er theater operators, but isn't expected to.

Credit Spending Continues Up
Lack of credit controls is speeding spending throughout U. S.
Unless the special session of Congress acts, credit will reach an
all-time high during the latter half of 1948. Mortgage credit,
installment credit, loans on securities are all on a rising trend.
Money in circulation is also expected to rise to $700,000,000
by end of year. That's an all-time high. It means both consumer cash and credit will be ready and willing to be sold by
advertising. This poses a new problem for radio and all advertising. Should it sell all it can, oi should it just sell what it
should.

It's a toughie for "free enterprise."

FTC Decisions Put Heat on Continuity Acceptance
Federal Trade C^ommission is dotting "i"s and crossing "t"s in
recent decisions. This has had the net result of network commercial continuity clearance departments' doing likewise. When
the FTC states that Lamora with one "1" is okay for a wool
fabric and Llamora with two "1' "s isn't because it implies the
presence of llama wool, it makes the networks' censorship departments look even deeper than they normally do for "hidden "
meanings. Try to figure through the spoken word on the air
if there are two "I " 's or one in Llamora.
89

Maximum discounts for grocer>' products and rubber tires may
be set by Federal Trade Commission this fall. Both grocers
and automotive supply dealers want some protection against
discriminatory quantity discounts and have appealed to the
Commission for action. Control over discounts may enable
food and rubber manufacturers to divert monies, now expended
in discounts, to advertising.

Farmers to Continue to Have Spending Money
Last minute extension of present farm program insures major
farm prices' being maintained for at least two years. This
means that the farmer, who has more money to spend than
ever before in U. S. history, will continue to be a prime market
for broadcast advertisers. More and more rural stations will
slant their programing towards the man who makes his income
from the soil.

U. S. Income to Hit High in 1949
America's disposable personal income for the first half of 1949
as estimated by the Department of Commerce and other
Washington sources will be at annual rate of $204,800,000,000.
This compares with $82,500,000,000 in 1929. Cost of living
index, on the other hand, is said by the same sources to be
rising at a higher ratio than disposable income. Advertising
costs are not rising as rapidly as other marketing factors.
Generally speaking the lowest percentage of cost of products
in five years will be spent for advertising, but this lower percent will still be the largest amount spent for advertising
for all time.

Anti-Trust Suits Continue
While anti-trust suits are expected to be cut considerably if the
Republicans win the elections this fall, there is no present let-up
in the activities of the justice Department in this field. Most
recent industry to feel the heat of the law has been the wallpaper manufacturers, a number of whom were accused of acting
in restraint of trade in stabilizing prices and enforcing established resale prices. Advertising by these companies (there
were eight of them) hasn't been big, but a cooperative campaign
(including radio) which had been planned by the Wall Paper
Institute has been scotched as a result of grand jury indictment
obtained in Philadelphia by the Justice Department against the
Institute and manufacturer members.

Postal Receipts Top Record
Postal receipts are held in nian\ quarters to be a good barometer
of business conditions throughout the U. S. Fiscal year ending
30 June 1948 is said to have been the Post Office's biggest 12
months. New York alone increased its receipts $10,500,000,
hitting all-time high of $142,500,000.
SPONSOR
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Put them all together
and you\e got Florida's first
and only 50 KW transmitter
More than that. For next month, when WGBS

moves up into thot

select group of 50,000 watt stations, you'll hove a powerful new
voice to travel your sales message throughout the rich southeast Florida
coast cities. To reach the fastest growing metropolitan areo in America
with an impact second to none.

CBS in MIAMI

AUGUST
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• The KATZ Agency
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There*s a lot more to it than this...
In business there's a lot more to that caUing card than formal
presentation of a name. It means someone no farther away than
your receptionist is here . . . right now ... to see you personally.
And if the card carries the name of a Weed and Company
representative, it means even more. It tells you:
1. that the product
profitable and most
2. that the salesman
about your business

3. that — like all Weed and Company men — he has over 250 years
of combined experience behind him . . . with all it implies in
terms of practical skill in an enormously complex medium
where skill is at its highest premium . . . and . . .
4. that this skill was produced by two basic factors: extensive
knowledge and plain Ih/ni work. They always pay off ... in any
business. They are indispensable in Spot Radio. They are,
in short, the two major reasons why Weed and Company service
has proved so valuable to so many successful advertisers.

Weed
a n
24
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represented is Spot Radio — one of the most
flexible of all forms of advertising.
of that product has taken the trouble to learn
before coming to talk about his own.

radio station representatives
♦
de tro it
y

new

york

•

san

franclsco

boston
•

•

Chicago

atlanta

ho 11 y wood
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Is radio the
most flexible
In several important respects
it measures no iiiglier than
blaeii and ivliite. but tliere's an
extra sometiiing

over-all

Over $15,000,000 in broadcast time has been
cancelled for this fall with the explanation that

the advertisers are shifting moneys to "more flexible
media." In a majority of the cases the cancellations were
of network radio.
It is not so easy to check cancellations in national magazines. Consumer magazines do not, like broadcasting, live
in a fish bowl. However, a study made among 36 national
advertisers indicates that 30% of them are cutting their
mass magazine space. They are giving magazine representatives the same reason that network salesmen have
been given. They are going to use "more flexible media."
There is little question, at this time, but that most national advertisers want to keep their 1948-1949 budgets in
a liquid state, free of long-term commitments. They want
to be able, if necessary, to about-face right in the middle of
a season — to change copy appeal and even the product in
their advertising. The season 1948 1949 is destined to be a
cash register season. Costs of producing most products are
continuing to rise, and buying resistance to price increases
continues. Stockholders are reading their quarterly reports far more completely than they have for the past few
years. Wall Street brokers report that requests foi corporate annual and periodic reports on the part of both tradei s
and the investing public have increased by over 1 S'Jv •
Most management consultants recommend avoiding
long-term commitments. Advertising in certain media
can be used hand-to-mouth
without losing much
(if
SPONSOR

SOME

REASONS

NETWORK

anything) in the way of discounts. In
network broadcasting, volume and frequcncy discounts are a vital factor and no
time is sold in less than 13'week cycles.
Besides the discount factor there is also
the vital consideration of listening habits.
An advertiser in a network slot, if he has
the correct vehicle, gets more in circulation for his money practically every season he stays on the air. With few exceptions, the network programs with top
audiences and Top sponsor identification
are those which have been on the air for
a long time, continuously and in the same
time period. It is this increment which
has forced advertisers to conclude that
network radio is inflexible — that you
can't get in and out of it quickly and
effectively.
From that point of view broadcasting
is inflexible. Bonus audiences aren't collected rapidly. Listening habits aren't
changed overnight. But that fact, however, has nothing to do with advertising
flexibility. Through a program with an
increasing regular following an advertiser
has an audience ready, willing, and able to
be sold what the advertiser has to sell.
The audience is his.
Having an audience, it's up to the
advertiser to sell what he has to sell.
Here radio has its greatest flexibility. It's
true that network radio hasn't used this
flexibility except in hitchhike and cowcatcher commercials (before and after the
program advertising). There is a fear on
the part of big advertisers that the listener
will be confused with too man> products,
26

that listener faithfulness is dissipated
through multiple commercials. Tests recently conducted b>' one of the leading
soap companies proved to the satisfaction
of that organization that they could sell
an almost unlimited number of products
on one program, just as long as the products were noncompeting items and the
commercials weren't run together. The
research head of this company believes
it's possible to use a big program on the
air as a multiple advertising carrier. The
Lux Radio Theater hour, it is believed,
could sell as many Lever Brothers products as the Cambridge firm decided to
carry on the program, without hurting the
high listener-rating of the program or the
impactused
of the
advertising.
it hasn't
been
is more
because ofThat
the desire
to
make the program a top prestige item for
Lever Brothers than because there is any
feeling that by using only Lux copy it
sells more Lux soap.
A top network program with a great
audience is not an inflexible advertising
medium. Not only can it be used to sell
as many products as the manufacturer
desires (within the limitations of network
rules and regulations) but it doesn't have
to sell the same products throughout all
sections of the nation. There are few
products with national distribution which
have equal acceptance in all sections of the
country. On an>- of the four networks it
is possible to have regional cut-ins for
special commercial cop\. Regional cutins are inexpensive and can make an\
network as pliable as direct mail. Split-

WHY

BROADCA

REGIONAL

ting a network into sectional links as far as
advertising cop> is concerned is another
indication of the flexibility of network
radio.
The big negative on network broadcasting still is that you can't get in and out of
it quickly. If, instead of looking upon the
medium solely as an advertising form, the
advertiser looks upon it as a continuing
personal contact with his market, there is
usually veiy little worry about getting in
and out. Few great corporations cancel
all their advertising if they expect to stay
in business. Since broadcasting is a very
personal link between advertiser and consumer, many advertising managers feel it
should be the last medium to be cut in a
budget. As the vp in charge of advertising for a great food company stated when
fighting a management directive to drop a
long-sponsored network program, "We
lose more than we gain when we cancel a
program like this. We may save some
immediate dollars but we cut ourselves off
from millions of our customers — customers who have been educated to bu\'
ourHeproducts
while the
listening
to our
show."
had to drop
program
despite
his
plea. Since bankers control min\ corporate operations they frequently arc guided
by financial reports which must by their
nature give an incomplete picture of company oj^rations.
All the so-called inflexibility of broadIt's
jx)ssible castingtoismissing
get infrom
and spot
out radio.
of a spot
announcement campaign within two
weeks, a spot program operation within
SPONSOR

ADVERTISING

IS TOPS

rWORKS

IN FLEXIBILITY

SPOT

Delivers lype
Runs gamut

of audience

Simplifies

from jingles

required

to programs

deoler tie-in<

four weeks. Early in June, executives of
Colgate-Palmolive-Peet met for three
days to decide what markets they'd drop
and in what markets they desired extra
push. The meeting made its decisions
around 1 1 a.m. one day and two weeks
later new markets were being saturated
and worn-out markets had been dropped.
Colgate is a great believer in spot broadcasting.
When U. S. Steel found itself involved
in a labor dispute and wanted its side of
the story brought to the public in areas in
which Steel had plants and others in
which it had big stockholders, it turned to
spot advertising. It had a paid statement
by Benjamin Fait less on the air within a
few hours after it was teletyped to stations. This advertising being of a public
service nature, stations cancelled other
commercials for it. The>' have done the
same for commercials on the union side of
a labor dispute.
Spot broadcasting is the most flexible
of all media. Advertising copy conceived
at noon can be on the air the same day.
By means of spot it is possible to hit as
few or as many territories as desired. It
is possible to pinpoint advertising's impact by using stations which cover only
their immediate areas or outlets which
cover as many as eight states. It is
pwassible to saturate a market quickly
with multiple announcements daily or to
cover selected areas.
With spot broadcasting it's possible to
tie in programs and announcements with
individual merchants or chains of stores.
AUGUST

It's possible to send listeners into stores —
specific stores — asking for promotional
literature. The flexibility of spot broadcasting is virtually limitless. It's even
possible, despite the fact that broadcasting is a mass medium, to pinpoint advertising in some territories to the exact
economic or educational strata that a
sponsor desires to reach. He can hit at a
discriminating level through a station like
WQXR (N. Y.). A young audience can
be reached through the WNEW's of the
nation. There is a group of farm audience
stations for the firm which wants them.
Even the negro listener has special program likes which enable a user of spot
advertising to reach him.
Because of station block programing
it's possible to buy ready-made audiences.
Because of research studies (diary, ConIon, City Hooperatings, Pulse, Whan, and
a variation or combination of the techniques used by these research organizations) it's possible to have a fairly accurate idea of the exact audience being
reached. Results are as immediate as
point-of-sale advertising, as checkable as
newspapers, and as low-cost as throwaways. An advertiser who shifts out of
broadcasting with the statement that he
is going to use a more flexible medium
can't be aware of the scope or the inherent
possibilities of the air.
Where an advertiser doesn't want the
problems of buying individual stations,
and where current conditions preclude a
long-term coast-to-coast network commitment, there is always the regional net-

work field. More of these networks are
being formed almost monthly, designed to
cover sections of the country wh ch have
similar buying and living habits. They
are usually conceived so that they parallel
the natural sales territories of great
national consumer goods corporations.
They are either extensive collections of
small stations, or intensive linkings of a
few powerful stations. They bill as a
unit, promote as a unit. They are not
quite so flexible as individual stations nor
so long-term as national networks in their
contractual operations, although indi'
vidual regional chains differ in their minimum number of weeks and cancellation
requirements, etc.
Broadcast advertising runs the gamut.
It can be used to reach a mass audience of
over 90% of the nation, or a tight captive
audience shopping in supermarkets in
Connecticut. Advertisers can get into
and out of the field within a few weeks, or
use it without a change for years. Not
only can broadcasting reach any audience
flexibly, but it can put that audience in a
buying mood.
When million dollar corporations bow
out of broadcasting — or cut radio advertising budgets — with the excuse that radio
is "inflexible" it's an admission that they
don't know how to sell the listeners.
It is just as if a food manufacturer were
to tell the stockholders that he couldn't
sell in a chain of supermarkets. If broadcasting can't be used effectively, there's
liable to be something wrong with the
product or the sales philosophy.

* * *
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^^ the enormous compilation
tjt/fffh^data whichat
radio research
\JH^2J
" f' of
is served
up to sponsors
intervals has been added U. S. Hooperatings. Unlike Hooper's Program Hooperatings, City Hooper Ratings, and more

U. S. lOPEMTIIGS:
an explanation

recently, Hooper's Teleratings, the U. S.
Hooperatings purport to be complete
figures on actual listenership to network
programs throughout the United States.
All other Hooper studies are made on a
comparative popularity basis via the telephone. U. S. Hooperatings combine telephone coincidental ratings with diarystudy information from nontelephone
homes.
Diaries are also placed in telephone
homes, in order to obtain the relationship
between diary-reported listening and coincidental ly-repoi ted telephone listening.
Proceeding on the thesis that his telephone coincidental ratings are currently
the most accurate indices to radio listening within the cities surveyed, Hooper
uses them as his base and computes the
N^
inflation present in diaries
by comparing

Vi*'\v iM^iiph' iiiich^rMfaiiil liiiiiiatioiis
and .str4iii^* points »f lliiopor's
nalionwitlc' survey

the diary-reported listening in telephone
:^
homes with the coincidental-reported
listening.
He then scales down diaryInterviewers filled out forms like this as they checked listenins for U. S. Hooperatinss.

Sheet included second radio set information not usually checked
ucnims
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reported listening in nontelephone homes
proportionately.
Some research men feel that the telephone-home coincidental deflates listening. The first reason for this feeling lies
in the fact that Hooper does not ask, for
his semi monthl}' report, whether there is
a second radio receiver in the home and if
it is in use. During the period in which
the U. S. Hooperatings were taken
(January'February 1948), the question as
to second'Set listening was asked by
Hooper interviewers in all the 84 cities
which were used by Hooper as his coincidental base. Thus the lack of secondset information which tends to deflate
ratings was eliminated. Other claims of
deflation, such as the fact that the telephone coincidental can rate only an

BMB- Reported Area Size
Diary
Set Distribution Group
Distribution
'40.6% City (50,000 or over)
39.8%
25. y%
Town (2,.SOO to 50,000)
26.8%
.?.V5'; Rural (under 2,500) 33.4%

particular program. Not all programs'
diary listening figures were inflated anywhere near 100% since the tendency
towards inflation is greater in a program
broadcast nightly than it is in the case of
a once-a-week broadcast.
No research results are better than the

"average minute of listening," and thus
the respondent reported as not listening
may have been listening to almost all the
program, yet not at the exact minute
called, apply to the U. S. Hoopers as to
all of Hooper's reports.
In any event, Hooper figures, U. S. or
otherwise, certainly do not inflate listening. The scaling down of reported listening which has taken place in computing

Three diaries each* were sent to 4,800
selected homes. Of these homes, 2,530
cooperated in keeping a diary for each of
their receivers. There were 693 telephonediary homes used to establish the rela-

TOP TWENTY
fT*no«

m I

type
homes. were kept and returned in
Theof diaries
proportion to the sets located in the three
types of areas into which the U. S. was
divided for the purposes of this survey.

families in the same areas (9.2"). Thus
diary-reported listening throughout nontelephone homes was scaled down more
than 50% to obtain the U. S. Hooperating and the number of listeners to this

sample used. Hooper's sample for his
U. S. Hooperatings is admittedly small.
He would like it larger but since he
assumed the extra financial risk for the
U. S. Hooperatings, the current sample
was all he felt he could employ for his
first projectable rating.

"
"
"
'^
"
"

tionship between listening reported via
the telephone-coincidental and that reported via the diary in the same class and

the U. S. Hooperatings may best be
attested to by the fact that for the
Chesterfield Supper Club, diary telephone
homes reported more than twice as much
listening (20.1) as telephone coincidental

ONCE

A WEEK

*One diary for each set in tlic home,
destroyed by the recipient.

extras

to be

U.S. HOOPERATINGS

SPONSORED

"Average

The scaling down of diary-reported
listening was not done area by area, as it
is obvious that 693 diaries divided among
84 areas would have produced a sample so
small in some areas as to be microscopic.
The figures for the 84 cities were broken
up into 12 groups and the scaling down
was done by city groups rather than by
individual cities or towns. When the
number of people or families surveyed is
small, certain research expedients are
necessary to achieve a statistically acceptable sample for correlation purposes.
U. S. Hooperatings are valid only on
(Please turn to page 65)

Aud/ence"

NETWORK

EVENING

PROGRAMS

during January-Fehruary , 1948

expressed both as U.S. Hooperatings and projected to "homes"
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point of sale
audience

no lon^«^r oxperiiiiental.

Sponsors

ri^port

ii^% sivorsi]u;e sales increase in superniari^ets

e advertising has
-sal
Point-of
d its
foun
voice. That voice,
restricted during the first two
years of its testing by the shortage and

how to sell via the spoken broadcast word
in supermarkets. The music was progiamed incorrectly, the wording, spotting,
and scheduling of advertising were inept.
The sound blasted the shoppers in one
part of the store apd was inaudible in
other sections. The products advertised
were frequenth hard to find, rather than
in the good traffic aisles of stores, and
store personnel were unsold on what the>
were hearing.

phone use, it's practically impossible to
obtain them for leased-line purposes.
Standard broadcasting has been considered anumber of times during the past
15 years as a means of reaching the
cost of telephone h'nes, has not only
proved its effectiveness but has uncovered
shopper at work, but the impossibility of
the secret of how to deliver national
maintaining clear undistorted music and
voice reproduction at the receiving end
coverage.
It's FM.
"Music to shop by" isn't new. Its sucdue to man-made* and natural static precessful combination with advertising is.
vented the use of this form of transToday over 50 products are sold over the
mission.
The telephone line problem was also a
FM broadcasting is different. No
Storccast Corporation of America's system alone. The first experiment con- storecasting deterrent. Supermarkets are motor noises, neon sign emissions, x-ray
ducted by Muzak 15 years ago in New
generally not located close together. This or diathermy interferences, disturb FM
England A&P stores was a dismal failure. ■ meant that the cost of linking the stores reception. The problems and restrictions
Even when Stanley joseloff left the Biow
with a central studio was expensive. It of land line transmission are being eliminadvertising agency to head the storc^astalso meant that point-of-sale broadcasting
ing development in the East, the "ex- was tied down by the shortage of facilities. *\'nrious forms of rlectricfil equipment used tn and
arnund stores produce disturbnnrrx that make listening
perts" still knew practically nothing of When there aren't enough lines for tele- difficult to say the least.
®
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Typical of supermarkets where point-of-sale broadcasting increases buying is this market in Montreal (Picture courtesy of Chain Store Age)

ated by broadcasting's staticless, high
fidelity form, FM.
By law FM can't forsake its responsibility to the home listener and serve as a
facility to transmit music and commercials to supermarkets. Neither can it sell
big blocks of time to a storecast operator
for the purposes of transmitting prO'
grams to giant markets. But it can program its broadcast entertainment and
advertising at least part time so that
they're ideal for reception both in the
home and at the point of sale. It can't
do it on a full time basis because stations
have a public responsibility to provide
something besides music and selling.
Most FM point-of-sale service will be
programed at peak hours of store traffic,
from 10 a.m. to 1 p.m. and from 2 p.m. to
6 p.m. During these hours the music will
be popular but virtually without vocals.
It will be music-to-buy-by, but it will also
be music-to-work-by in the home. It will
be music-to-read-by. It will be background music. Two years of tests have
AUGUST

proved that shoppers don't like overarranged tunes. They want the melody
to be clear, they want mostly strings,
little biass. Stanley Joseloff, now head of
Storecast Corporation of America, succinctly describes the type of music the
food shopper likes best as "music to
hum. ' ' I t's the type of music that Muzak
has recorded for restaurant and bar
service. Some of it is ageless, some of it
is as up-to-the-moment as the costumes
that models carry in their big round hatboxes when they're rushing to a photographic assignment.
Just like regular radio daytime programing, the music and commercials will
be scheduled in 1 5-minute segments. Unlike present-day broadcasting, the commercials will be aired in groups of three.
During the telephone wire testing period
these three commercials were 30 seconds
in length and were separated by 40
seconds of dead air. Dead air is a great
way to lose an audience in broadcasting,
so FM storecasting will not use it. The

three commercials will be linked by type
of product. There might be bread,
butter, and coffee advertised in one continuous commercial, with the copy bridging the three, very much as musical selections are joined with a segue. There will
be from eight to ten minutes of commercials an hour (the NAB code permits
three minutes in each 15 during the day.)
Gone will be the plug uglies. Point-ofsale broadcasting can't be done with irritant commercials. No guns will be fired,
no LS,MFT will be intoned. Jingles,
candy whizzz-es, and bromo-seltzer choc
choos are out. Storecasting commercials
must have straight, simple, direct reasonswhy continuity. By special pulse controls, the spoken commercials will be
heard in the stores (only) at higher levels
than the music. The pulse transmitted
by the FM station will affect only the
special receivers in each market and will
not increase the level of sound at which
the programs are heard in the home.
(Please turn to page 91)
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The Custom Built itwork
A^i many

as lOO stations havc^^ bcon linked in 24
hourt« by an ailverlij^infu; agency

With radio's farflung as well as
spot intensive facilities most spon_
sors wonder why a custombuilt network is ever necessary. Custombuilt webs are expensive if set up for a
weekly IS-minutc or half-hour broadcast.
Therefore a custom-built chain is seldom
linked for a regulai commercial program
no matter what the coverage problem of
the sponsor. Custom-built networks weie
for years called per-occasion webs, and it
is for special occasions that they are most
justified and most productive.
Pioneer agency in the field of building
special chains is Stanley G. Boynton,

between two teams which have only local
appeal. One of the two teams later in the
season, however, ma> develop into a contender for championship honors and the
advertiser underwriting that game would
find it worthwhile to cover a seven-state
area with the battle. Practically every
clash of football opponents appeals to a
different audience. What one eleven does
this week changes its appeal to pigskin
fans next Saturday. If a sponsor wants
to reach his greatest football audience it
means, during the last half of the season,
changing his custom-built networks from
week to week.

Detroit. Boynton's first custom-built
groupings of stations were for religious
broadcasts. As networks, except MBS,
shifted away from commercial religious
airings it became more and more important for those preachers of the gospel
who felt that they wanted to reach the
radio audience on a regular basis to establish their own networks. Boynton did
this for them most effectively and in
doing it discovered how productive
specially assembled nets are. Sunday
a.m. was not an expensive time period and
when Bo>nton started signing stations it

While the same thing isn't true of baseball sponsorship, to realize effectively
upon fan interest in different nines re-

wasn't popular with sponsors. It was
not difficult to sign important stations to
join a special network for this period for
they had no national network commitments before noon on the holy day.
The arrangements for these networks
are not as difficult as it might seem at first
glance. Eo> nton points out that a dtx:ade
ago he set up a big network for the broadcast of the All-Star football game within
24 hours for Wilson Compan\ , manufacturers ofsporting goods.
It is in the field of sports that custombuilt networks arc most effective. Baseball, frotball, basketball games, and
tennis matches have listening appeals that
var> with each event. It is useless to
sponsor over a large area a football game
3?

quires ahand-tailored network. In New
England, the Atlantic Refining Company
joins the Narragansett Brewing Company
to air the games of Boston's two major
league teams throughout the New England States. Twenty-two standard and
nine FM stations from Lewiston, Maine
to Providence, R. 1. are linked by N. W.
Ayer for these games. Regular net facilities would have been incapable of delivering the intensive coverage that these 3 1
stations give these games and their dual
sponsors even were it possible to clear
time on a network for the span of time required for a baseball broadcast.
There are problems with baseball sponsorship not present in underwriting the
broadcasts of other sports.
It is not per-

uffv< iSTOIsI
•
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Custom-built network For Atlaritic
Refining and Narragansett Brewing
saturates New England with baseball
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of nine stations. Today it's composed of
28. When the network started (1943)
Goebel sales were 541,159 barrels. In
1947, the last figures available, Goebel sold
897,799 barrels. The sports broadcasts

HAVeN

3UMBURY*

--'•■-

Goebel Football Network). Michigan is
both baseball and football conscious to an
extreme and Goebel does a fine job collecting on this interest to sell its brew.
In 1943, the Goebel network had a total

porrsviLuE

are the backbone of Goebel 's advertising.
In Detroit, also, networks are built for
the Davis Cup Tennis Matches and the
National Tennis Matches, the latter an

-i.^.
PHILAOBLPM'^*^
. CHAMBEP^BURO

'i^H^oiii^

~-/*^

-4»-»-i*

/\tiantic

KcKning

pioneered

in

commercial

missible, for instance, to broadcast the
games of one major league team in the
bailiwick of another. Often it isn't even
permitted to broadcast the games of one
major league team in the territory that is
reserved for an important minor league
team.
The problem of setting up a custombuilt network for a baseball season is a
once-a-season problem. The network is
planned before the baseball season opens
and the same network functions from
April through September.
As indicated previously this is not true
of a football network. Pigskin coverage
is on a week-tO'Week basis. Early in the
season networks are planned for every
game to be sponsored by an advertiser.
There are very few games that are broadcast to the same station line-ups that were
linked for the previous games of either of
the teams involved. Atlantic Refining,
the big football sponsor in the East, links
the areas which contain the major followings of each of the teams. They add to
their coverage areas where the local games
do not appear to have a big draw, and
subtract from the territories of each team
sections where there is a highlight local
fracas. In some cases, Atlantic sponsors
a high school game instead of a big college
game because it knows that the secondary
school following is weightier locally than
the college loyalty.
It is not unusual for Atlantic to have
ten or 12 custom-built networks broadcasting games on one Saturday.
It is not
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Football.

This

is

a

typical

football

web

annual September event. The broadcasts of these games are sponsored by
A. G. Spaulding & Bros., Inc. For the
1948 Davis Cup meet a network linking
New York, Boston, Chicago, San Francisco,^Lx)s Angeles, Philadelphia, and
Paterson, N. J. was contracted. These
are the only areas that Spaulding wanted
to reach with this match. For the
National Tennis Matches Spaulding
ordered a much bigger network. New
York (2 stations), Springfield, Mass.;
Boston, Philadelphia, Washington, D. C. ;
Pittsburgh, Buffalo, Detroit, Cincinnati,

unusual for these networks to be changed
during the week before they function.
Atlantic spends over $300,000 a year on

Chicago, Minneapolis, St. Louis, Memphis, Atlanta, Jacksonville, New Orleans,
Houston, Dallas, Austin, Kansas City,
broadcasting — -and it's virtually all done Mo.; Denver, Salt Lake City, Los
Angeles, Pasadena, Long Beach, Calif.;
on a custom-built network basis*.
Goebel Brewing Company of Detroit, San Francisco, Seattle, Cleveland aie
Michigan, has built its radio advertising linked for this September classic.
How can Spaulding afford to set up
entirely on a custom-built chain.
Throughout the midwest its network is such an extensive network for a one-time
(Please turn to page 70)
known as the Goebel Sports Network
(sometimes called the Goebel Baseball
cases games Justify only one-sluliori broadNetwork, in the fall frequently called the *In some
casts and they are scheduled that way.

Spaulding's custom-built

network

for Davis Cup Matches

jumps around the nation
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STITIOI
l*iM»l»l4^iii5< wiili n^4^iii*ios
1. 'rinu'hu.MTs lack siilficienl authorily
2. Apencies' concept of spot broadcasting
3. Kadio departments
have
spot broadcast plans
4. Hooperatings

little

are employed

is Jimited

knowledge

beyond their valid use

5. Chain breaks and one-minute
of programs are emphasized

announcements

6. dlients' advertising objectives are seldom
agencies' radio staffs
7. Spot broadcasting
existent

talent

of pending

instead

explaine<l

U)

budgets are practically non-

l*r4ilil<MiiN willi c*lu^iits
1. Their awareness
2.

of spot program

possibilities is meager

admit that they've made very little headway except at a few agencies.
Spot
radio
is the
stepchild
of
broadcast advertising. And the station
representatives carry that brand on them
all the time.
There is every indication
that national business placed on individual broadcasting stations this fall will
be the greatest in all radio history.
At
that time there will be a concerted drive
to educate advertisers to the facts of spot
life. The big problem, say representatives, isnot so much to prove that spot
advertising is productive as to prove that
it is important — that it can be as much a
prestige medium as it is a resultful one.
Sfxjt, sa\' representatives, needs more
"class" programs.
Petrillo* has made it

3. They tcn«l to wiiit years before employing spot broadrailing and iIm-m d<'nian<l a\aihd>ilities overnight

difficult to produce "big" custom-built
transcribed programs for individual sponsors, but Skippy. Hollywood Theater (a
forthcoming
sponsor
story) is ample
evidence that e.t. spot programing can be
both a great selling vehicle and a prestige
builder at the same time. What Skippy
has enabled Roscficld Packing Company

The} .seldom prcnnolc their sput advertising

.">. I \\v\ evpc<l direct sal«'» niira<'les from spot that they
«l<>n'l a>k of nrl>\ork l»rt>adcasting
6. TIhn lia\c littU- rcali/:ation of the fa<-t that at the honu'
r««ci>«r all broa<l<-a>ting (^network, local, or spot i «'onipetes on an etpial basis

7. 'rhe\
seldom
mediabudget for spot a;- tlu-j do for practically
all other
34

to make the contribution that they'd like
to to broadcast advertising.
A number of representatives earmark a
certain percentage of their incomes for the
education of sponsors and agencies on the
efficac\' of radio at the local level. They

secondary medium

4.

They consider spot an unimportant

has nothing to do with
M»I»li lament
^^1^ The station representatives'
^fl^ the state of their business. Big
and little, they're doing satisfactorily,
thank you. Their complaint is generally
centered around the fact that the widespread lack of understanding of spot
broadcasting makes it impossible for them

to do to nationally-advertised and established peanut butter brands like BeechNut, Heinz, Planters', and Peter Pan is
proof, sa>' the men who sell radio's city -bycity advertising form, what spot can do.
•Vfiutc it an inlrgral port of all "big" thoirs and the
AFM rrfusrs to prrmit utr nf mutir on records

SPONSOR

LilllEiT

^^Rule of thiinib^* selections, liiiiitefl

timebnyer authority. lii|[$li on list of sellers^ gripes

It's a constant irritation to many station representatives that they're in a
multimillion-dollar business with a pennyante reputation.
Not all station representatives feel this
way. To some the plush living that
they're making as well as their vital contribution to the financial health of the
stations they serve are sufficient recompense for their lack of prestige in the
advertising world.
The most consistent strain in the station representatives' lament, one that is
heard over and over again in various keys
at practically all representatives' offices,
is Hooperatings. Hooper's City Reports,
made in 94 cities, are the very special
cross which representatives carry. They
have no personal fight with Hooper. They
know how he stresses the limitations of
his telephone coincidental type of listener
measurement. They also know that only
one station in each town can be a rating
leader in that town, and no matter how
fine a list of stations they may have

One advertiser for instance moved
his business from one agency to another
because the new agency promised him
that at no extra cost it would buy spots
with two more Hooper points than his
former agency was delivering. A time-

Hooper station "coverage" reports),
Hooperatings for stations are only the beginning of what an advertiser should
know when he considers an outlet. But
in thousands of cases, a good Hooperating
is the alpha and omega in station selection.
There are, of course, some station representative salesmen who say that Hoopers
are a challenge to them really to sell their
stations. They object only when the

buyer who didn't deliver what his newbusiness department had promised the
client would be out of a job very quickly.
Timebuying can be a fine art, but is not
often practiced as such. This, say station

agency timebuyer won't, or — worse —
can't, listen to reasons why, in this particular case, a Hooperating isn't the correct broadcast advertising answer. Certain accounts handled by agency buyers
require minimum Hoopers for every spot
announcement or spot program purchased.

representatives, doesn't mean that there
aren't a number of timebuyers in New
York, Chicago, San Francisco, Philadelphia, Boston, and a number of other cities
who aren't well versed in the art — and
practice it too. The well-grounded timebuyer is in the minority. Most of them
(Please turn to page 52)

Problems

with stations

they'll have only a comparatively small
percentage of the leading stations in the
territories they service.

1. De.spite their profits from spot broadcasting, they fail
to promote it

When they're asked to submit availabilities they know they have to bring
Hooperating figures along with them.
And they know in advance that if their
station availability is second or third in
an area they will have to put up a real
battle even to be in the running for the
business. Frequently the station they
represent may have the exact type of
audience that an advertiser requires, but
that makes little difference to most
agencies and advertisers if the station

2. They judge station representatives nearly 100%
bvisiness they produce, ignoring other services

by the

3. They
don't build enough programs which can be offered
for sale
1.

They
keep their representatives abreast of local
markettlon''l
conditions

5. National spot sales leads picked up locally are seldom
passed on to the representative

hasn't a high Hooper spot open. Since
Hooperatings are obtained, in most cases,
within the city limits of the areas covered,

6. Availability of schedule information has been improved
but it's still far from adequate

since they're only an index of popularity
on an intracity or town basis (except in
the case of the U. S. Hooperatings and

7. Representatives are frequently the last to learn of good
promotional material
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Louis Keane, Seymour Weitiman, and
" Charles
Spector,
Beck
executives,
become
TV
fans and ad prospects

PICTURE STORY

OF THE MONTH
while station WPIX's B. O. Sullivan outlines the values of
2" agency
listens the
Gloria Swanson Show, TV's first woman's participation
Atherton Pettingill, Doriand, Inc. president, supervises A. S. Beck advertising
pr03ram

1 S. Beck

to

Tl
3* tUIIIIIICIUmid
rnmmPrri^lc
rniriD
in For special
agency treatment at a plans board sesUUIIIC
sicnwith
Lillian Campbell, Josephine Kelm (A. S.
Beck account executive at Doriand), H. G. Barnes (agency TV director), and Pettingill

For the past 24 years A. S. Beck has
invested most of its advertising budget in
newspapers. From time to time they tried
broadcast advertising but never seemed to
be able to hit the correct formula for selling style merchandise to a mass audience.
Fifteen years ago they sponsored a musical program with Willy Howard, Ginger
Rogers, and Morton Downey on CBS. It
didn't sell Beck shoes.
It is the feeling of Atherton Pettingill,
head of Doriand, Inc. (the A. S. Beck
agency), that television is the ideal air
medium to move any product with a
fashion appeal. He says that the sponsor
(Beck) and the agency waited only until
they felt the metropolitan New York market had en(;ugh television sets to make it
a profitable dollars-and-cents investment.
A m.iss-priced fashion item like Beck
s1k)cs can't afford to be a pioneer. Every
Beck advertising cent must bring in its
dollars in profits.

4- program strategy__

including integration of commercials, is discussed by

Gloria Swanson with station's program heads,
(left to
right)Sherling Oliver, Harvey Marlowe, Miss Swanson, and show producer Richard Rose

36
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S — Mfcyfr'-T

i' rPhP/)rQ/)l timP callsforfuHcooperationofdirector, cast, and crew. Dick Rose emphasizes the importance of camera angles to
W
lUIIUaiOai IIIIIC model Madelyn Tyler. The umbrella, too, is a Beck product and must show its best face to the camera. Both
star Gloria Swanson and Pat Murray (right), A. S. Beck television fashion editor on program, sit in on every rehearsal detail for smoothness

°f products are essential.

^'^^^^^P^
^' '^^'°
sir The
nn thP
6' Ull
U
lllv ail
camera moves in for a shoe sequence so
that none of the fashion detail is lost when received in the home
AUGUST

1948

7- viewer at home
cost as well as style features.

seeing the details of the shoes being
highlighted on this telecast, weighs the
37
Live modeling adds high-fashion touch

ws

8- window display with the telecast that she has seen.
The pair of shoes seen on the air is displayed near tie-in pester
helps viewer associate the sponsor

9- floor display anstopsA. theS. Bc ustomer as she seeks a salesman
even if they eck store. Sine e television is ne
to shoppers, women

buy

didn't see the

prosram on the
air

The home viewer (Betty Colvin) feels that she's wearing the newest in footwear (a
and everyone's
rri/irlP television
1^ IliaUC
^/llP 10
iri'
lU trip
IIIG Oaib
style), happy.
a. S Beck have discovered the impact of TV, both to bring in new customers and to lend
high style to the shoes telecast. A. S. Beck expect to Rnd on visual air what (hey c'aim they failed to discover in radio during past 15 years
38
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BEFORE VOU
DECIDE on VOUR
FALL SCHEDULE
intUe.

See. Jf<uui Much

DvTRUlT

^^ Cj R F

CKLW

A^ea

y°*^ Q^' 'UHh^

If your product needs more sales and more dealers . . . if you want to look at
a climbing sales chart in the productive Greater Detroit Market, use CKLW.
-tt-uij Your sales message will ^^i the power of 5,000 watts day and night . . .
a middle-of-the-dial frequency of 800 kc . . . and a clear channel signal to an
eight million population primary area, ^^r ir tV You'll be on a station with
alert, around-the-clock programming keyed to this area's listening habits.
And, since we're constantly against the high cost of selling, you get this
complete coverage at the lowest rate of any major station in the market!
Guardian Btdg., Detroit 26
J. E. Campeau, President

AUGUST

Adam J. Young, Jr., Inc., Nafl Rep.
H. N. Stovin & Co., Canadian Rep.

1948
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OI*TI4 AE SERVICE
SPOWSOK:
CAPSULE

Universal Optical Co.
CASE HISTORY:

I'ROUUCT: Eyeglassea
If hile opticians have used

radio in areas uhere their advertising is permitted and acceptable, seldom has oral broadcasting brought the immediate results that U li iL-'l'l did for this client. One oneminute annoniio-ment teas scanned exclusively on this
station in June. W hen the store opened the next morning,
five out of the first six customers said the\- uere there
because they had seen the ad on television.
l'|{0(,|{ \ \I : l-iniiiiiic aiuioutKcmetit

\\ MM. -TV. Hdllim.in-

STOCKS
SPONSOR:

Televi!<ion i$i« proving
ilisit visual air a«lvertiNing
«*aii Neil auytliiiig from
wiro and cable to eyegla^^ses
an«l sto«*kjii anil bonds

AXn

CAPSULE CASE IflSTORY: U. S. Rubber, having developed something ncic in wire insulation, decided to reach its
Quakertinvn nuuLcl lhr()U<ih a HollvKood-slYle Tl premiere. .Ill oj Philadelphia's important contractors and
builders uere invited to the first telecast of "At Liberty
Club" over II /'//.. Before this first scanning teas off the
air orders had been placed that justified the lli-ueek series.
Slum- is currently on SBC-Tl
Richards.
\\ III . I'liil.i.l.lphi.i

HOME
>l'l !%•>( Hi:

. Agency is Fletcher D.

IM{()(;|{ V\l: "Si

l.ilMiiN Ciiil.'"

ll.irr%

Ml.i

( .,.

I'I{()|)1 (1:

|{.fri!:.ial..r>. ct.

PRODUCT:

Securities

"cold^"" vinced
calls
anymore.
the sponsor
that their salesmen uon't have to make
Pliila.lelpliia

SPO.NSOR:

CAPSULE

PR()(;RAM:

"Lea<lcr> of Industry"

RESTAURANT

None

I'HODLCT:

CASE HISTORY:

Fo.)<i and instruction

Because Mrs. Lucas, who

directs this weekly kitchen session, is an epicure's chef, her
hmc-to-make-it sessions have charm and viener appeal,
illhough this is a sustaining CBS program, it ilraws an
average
of 1.000 and
letters
a ucek
and the
Mrs.
Lucas''
Cordonof
Bleu restaurant
school
are doing
biggest
business
their career. It pays, says the lady, to admit that viewers
knoic hoH to cook ham and eggs.

W (:HS-T\. Nc«

>..rk

HOSIER

\I»PIJAXCES

Co.

sored a 15-minute Tl series programing I'ennsylvania
leaders of industry. Top management men from firms such
as Pennsylvania R. R., Philco, SKF. and Gimbel Brothers
uere presented. Trade paper f>ublicity and viener association (ffthe name of Reyn(dds uith top corporations has con-

SCHOOL.

CABLE
rR(JIJLCT: Insulate.! Product:-

Sl'U.NSOK: L. S. Kul.L.r

Rcvnoi.l^A

BOX OS

CAPSULE CASE HISTORY: To achieve acceptance and
standing icith vieivers and security houses, Reynolds spon-

WPTZ,

WIKE

AXD

SPONSOR:

I'H(>(;H \M:

"r.. th.- Otic.Mi"< Ta<te"'

V

W ilK'r. of llolKuoo,!

I'KOULCT:

.\xIoi

CAI'SI l.i;< VSI. IIJSIOK^: tiler is in its second 20 wit'ks
of sponsoring wrestling. I in T\ it introduced the Crosley

CM'Sl l.i: ( V.-^i; HI.>^T()RY: On June II. this hosiery
numufaclurer made its first ojfer of 66 gauge. 15 denier

refrigi'ralor to Chicago. Ttvo days later a couple visited a
d<ider. demonstrated th<- Crosley to an inexperienced salesnuin as tiny had seen it done on the air. aiul bought one.

tcomen's hosiery for $2. On the evening of the telecast. 81
calls resulted in s(des of 22ii pairs of hose. The folloiving

One of tiler's detders offeritl a clothes sprayer free to anyone visiting his store ivho mentioned they sou him on I'l .
It cost him l.'iO sprayers,
tgency is \lidcolm-Uou<ird.
W

UKI{.

( 111.;.-

I'|{< W.H

\M

\\ r.MJi

day orders for 5^) more pairs uere received. "Shopffing at
Home" is a participation program which has 7.5 sponsors.
If illy' s hose is v/f/ directly from a factory -owned store in
Los tnueles.
K 11

\. I o-

\ml'.I.'

I'HOCK \MS:

■Slioppiii-: al Mom.-"'

HAS

PROVED

BLOG E
. .NKREES
UANOB
J^^,SR

ITSELF!

•

VICIOB

^U.G
AD
"« RT
" VE

e^^K

CO.

5289

CITY 6. MO.

KANSAS

May 28, 19^8
sident
Arthur B. Church, Pre
souri
Kanaas City 6, Mis

Mr

pear Arthur:

onse
resp
^ k ^*"'
""^
and "'cont
'''d '""
^^^^
'°"inue
quic
tLverv
^^^^^^^ ^^^ ^,, ,, ^'c'tSy'^pmr- on
r th«

ratlmng-in fact, an>azingJ

^

■_

•

J •4-=«if bavond any need of
Tea. has .r..^^ ^^^^^^ Zs co.e^rc™ jour
lt, as Nehraska. Odaho^a and Arkansas
^^^^7 .Tf^r'
thii strong ^^^^
with KMBC-OTM.
.^Xiryi
cT\o\o.er
market
^primary
Markets ng
^ich «e''Z7,Tc,tl^
did not expect
^^^ ^ ,^^ ^„ „^y
I would say that the K^C-^M

... K>r vn
ce.
other sour
aeries
indefinitely
p^

/\very

truly yo^s,

^^^^Keesi^

Advertising Co.

rfte KMBC-KFRM Team Serves 3,659,828 People
Here's but one of a number of advertisers who
are finding satisfaction in utilizing the KMBCKFRM Team. The Team completely covers the
enormous Kansas City Trade area. This exclusive, custom-built coverage offers simultaneous,
complete and economical coverage of this great
Middlewestern area.
This extended coverage, made possible by the
addition of KFRM, is unique in broadcasting.
It's important to YOU as an advertiser! With
programming from KMBC of Kansas City, capital of the area the KMBC-KFRM Team permits
ONE broadcaster to blanket the trade territory.
The proved 0.5 mv/m contour, as illustrated,
boosts the potential audience of The Team to
3,659,828 people . . . and, they are all important
consumers in this rich Heart of America market.

4&

7th Oldest CBS Affiliate
Represented Nationally by
FREE & PETERS, INC.

OWNED
AUGUST

AND
1948

OPERATED

BY

MIDLAND

BROADCASTING

COMPANY

41

for a flew name (or SPOT
Tli4' word '^»ipol*^ has dov^^lopod l%%o meanings;
nly ono lias eaiight on irith »»ponsors

It's time for a new nsme for
naticnal broadcast advertising
spot
on an individual
purchased
market basis. Many names have been
suggested rs replacements for "spot," but
none, tlus ftr, has met industrywide ac'
cept£rce. Because there is need for an
acceptable term, sponsor is offering $100
in a rey; ntm-e competition which is open
to all segments of the industr>'. Ten
bound volim.es of the first 12 issues of
SPONSOR, which already are collectors'
items, will be awarded as runner-up
prizes.
Three representatives of each of five
segnents of broadcast advertising will
ser\ e as judges of this name search. Rules
and regulations established for this con-

test-search are described in this article
and on the entry card bound between the

doesn't. To most men not directly associated with radio advertising it means

"educate" them to the broad meaning of
the term. Linnea Nelson, J. Walter
Thompson, explains her operations in this
manner: "We have a routine with new
clients. We explain very thoroughly
what spot radio is. Then we seldom have
any trouble again. Sometimes we use the

"announcements." In many cases the
meaning of "spot" is even more restrictive. Executives of national advertiser
firms generally limit the meaning of the

word 'local' in connection with 'spot.'
While 'local' will mean something different to station men, at |. Walter Thompson it means nonnetwork announcements

term to ver>' short announcements —
chain-break or station-break commercials
(about 15 20 seconds in length).
In an effort to overcome the misconcep-

or program campaigns. There has been
considerable education in the industry as

pages of this report.
If the word "spot" were to mean just
one thing, it might be adequate. It

tions of the meaning of "spot," timebu>ers at advertising agencies have
roundtabic meetings with new clients to

THE JUDGES IN SPONSORS'
J. I). ItOW l>K\
fiadi't Ttrnr Htivrr. Miinlijontrry MnrtI ^\ f 'i Chicnijit
LKK m\<:k MVKSIIVI.I.
Adrrrttsiii'i Mniiinirr
('otilttirfitfil llnhifiij fill., \rtr ) iirk
CI.IKKOKII SIMI.I.KR
Siiirs (J \itrrrttntiiij \fitmiijer
Friinkim linker ittr. iirnrriil Foods, ISeip York

"NEW

NAME

to exactK what 'spot' is. There is probably less confusion now than in previous
3 ears. A new name would be a good idea,
but the word would have to be smart,
effective, and not highbrow in an\ way."

FOR SPOT " COMPETITION

LINNKA
NKLSON
Unid of liiidio 4 Telerision Time linying
./. W'liUer Thompson, .\riv York
JA<:k HARRIS
(iriirnil Mnmtiirr, KPliC, lloiislon

H. PRESTON
PETERS
PresidrnI, Frrr 4 Prirrt, .\>if York
PAl'L H. RWMER
Prrsidrnl. Paul II Hnymrr <m . \rir ) ort

CI.AIR
R. Mr<-.OIJ.<)l (;il
l^rrxiiiritt. Slriniimn Slnliiin.^. I^inciislrr. Pit.

t;i Y HERBERT
iienernl Mnnogrr
.AU-(Airuidn Hodin Fiirilitim, Ltd.. Toronto

CVKLOS
Ki<\N(:0
lUitniiijrr. liiititn Ttnir liuvinij
I iiiiii'j 0 Hithinint, A^rir Yitrk

m <;H TKRRV
(irnrrnt Mntiiigrr. A /-Z. l>rnrrr

JOHN
PATTISON
UILI.TVMS
Prrsidrnt.
Triinsrriptinn Snirs. Inc. Sprinijlirld. Ohio

J\(.K
l.\l--.MM\K
Mriliii Ihrrrliir.
Fimlr. C.iirte (J lirttling^ Chiraijn

JOSKI'll

EREDERM. W. 7.1V
Prrsidrnl. Frrtlrrir W. Zir Co., Cincinnati
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Prrstdriil. Fnrjiir ^^ Co., \ru' )'ork

SPONSOR

m

Since education has been found essentia! throughout broadcast advertising on
the meaning of the word "spot," it's
obvious that the name isn't adequate.
It's obvious therefore that the advertiser
who hasn't used radio, who hasn't been
subjected to "education," doesn't know
what it means. The problem becomes
more involved as each agency develops its
own set of terms to cover the field of
national broadcast advertising on a
market-by-market basis.
Mary King, timebuyer at Kudner
Agency, explains their procedure in the
following way: "We have our own house
distinctions for the terms of 'spot' broadcasting. We call all announcements of
less than one minute, 'limited announcements.' One-minute 'spots' are 'minute
announcements.' 'Spot' programs are defined by length and type. 'Spot' is used
only to define the fact that it is nonnetwork. We sometimes use the term
'limited-area' broadcasting to explain
'spot' campaigns."
The stress that Mary King puts on
"limited area" is indicative of the common belief, even in the radio departments
of advertising agencies, that national
advertising purchased on an individual
market basis is all limited-area advertising. Seldom is the field of "spot" pictured as a national medium, which the
Rosefield Packing Company (Skippy
Peanut Butter) has used to cover 80% of
the nation. National broadcast advertising purchased on an individual market
basis need not mean individual area advertising only. It can and does deliver
nationwide coverage.

quotes • • •
" I'm in favor of a new name if it will help clear
as to the meaning of spot,' and I think that
like to waste time when sitting down with an
explain that spot radio may mean a baseball
minute announcement."

up the confusion
it will. I don't
account man to
game or a one-

TOM
McDEKMOIT
Tiiiiehuyer. N. W. Ayer, N. Y.

"Most people take the word 'spot' to mean spot announcements
alone, so it isn't broad enough. We should have a better word."

HELEN
WILBUR
Timebuyer. Uolierly. Clifford if Shenjield. N. Y.

"We definitely need an adequate term. Perhaps someone will
have to coin a new word. 1 have no suggestion to describe what
we mean by 'spot' or non-major network radio."

MARGARET WYLIE
Timebuyer, J . Walter Thompson, Chicago

"I think it's definitely time that we found a new term. 'Spot'
can mean anything from a one-minute announcement to a 15minute strip or 'you name it.' It's confusing not only to
advertisers but also to people in the business."
JIM COMINGS
V.p. ill churye of radio, LeVally, Inc., Chicago

"With the tremendous growth in the use of spot advertising
we require a more definitive term. The right word would help
sell the use of 'spot' to national advertisers."

DAVID HALPERN
V.p., Owen 4 Chappell, N. Y.

While "spot" is understood by radio
executives and timebuyers in agencies,
and, in many cases, by the radio advertis-

" I do think that a new name would be a good idea. Non-radio
people in the agency and the client's office tend to think of
'spots' as minute announcements only."
FRANK DANIELS

ing executives of national advertisers, it's
a considerable hurdle to advertising men
in sponsor firms when discussing the field
with executives outside the advertising
department. Cliff Spiller, now sales and
advertising manager of the Franklin
Baker division of General Foods, has to
explain to practically every non-advertising man at G-F that his test campaign in
the Southwest which is being run on a

Timebuyer, Lennen <f Mitchell, N. Y.

"spot" basis is not an announcement
campaign, but a program sponsorship.
J. D. Bowden, radio timebuyer with
Montgomery Ward, and Harry E. Fuller,
district advertising manager for Household Finance (both of Chicago) have
found that an understanding of "spot"
doesn't extend beyond the advertising
staff. Says Bowden, "Speaking to people
outside the ad department, I find it necessary to explain what 'spot' is." Fuller
(Please turn to page 81)
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"I can see where 'spot' is confusing to people not connected
with radio."

JANE McKENDRY
Timebuyer, Needham, Louis <f Brorby, Chicago

" 'Spot' encompasses so much that it has to be broken down.
Possibly a combination of other words or coining a new word
would clarify the situation."

JACK LAEMMAR
Media director, Foote, Cone 4 Belding, Chicago

" 'Spot' is a negative word.

It's time for a new word."
STEWART P. BROWN
Neff-Rogow, N. Y.

"I've run across trouble in explaining exactly what 'spot' is."

WILLIAM D. SMITH
Timebuyer. Buchanan, N. Y.
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Dialing Habits Differ

BMI T^-t^SAeef

Indicative of how dialing habits differ
in City, Town, and Rural listening areas
are figures in the first U. S. Hooperatings.
Selecting Grand Ok Opry as a show that
should have a strong rural appeal and
Walter Winchell as a program with stron
g
metropolitan listening, sponsor had two
tabulations made from the U. S. Hooperatings I''.'Januar
S. IIoo
y-Febru
peratin(
ary ls 1948).

Hit Tunes for August
(On

CHILLICOTHE, OHIO

Records)

(Mellin)
P«9Sy Mann-Eddie

Afl Mooney— MGM 10830 |.
The four Tunti — Manor 1087
'Tncore)

Heywood — Vic. 20-8839

Les Brown — Col.*

DELILAH

jI"(irand 'l
Ole-S
Opry"
'
14.
48
16.4.?

, Buddy Clark— Okeh 6403
Glenn Miller— Vic. 80-2948
Horace Heidt— Col. 36370
. Mills Brothers- Dec. 4108
Dick Jurgens— Okeh 6389

DREAM PEDDLER, THE
Frankie Carle— Col. 38036
Hal Derwin— Cap. 481
Del Courtney — Vita.*

The daytime National Farm and Home
Hour had a program popularity f^ooperating of 1.9 for January-February. The
U. S. Hooperatings for the same period
reveal a different picture by area type.

Sammy Kaye — Vic. 80-2658
Snooky Lanson — Merc. 5184
Harry Roy — Lon. 825
(Peer-)

(Jay-Dee)
Francis Craig— Bullet 1013
* Gloria Carroll — Back Bay'

Ed McMullen — Crown B 1-164

FOOLIN'
IT'SMildred
SO Bailey—
PEACEFUL
INCharlie
THESpivak—
COUNTRY
Okeh 6291
Dec. 3953
JUST BECAUSE

,#

Frank Yankovic— Col. 38078
. A. George— Sig. 1 5807
J Gumin— Chord 664
. Eddy Howard— Maj. 1831
Lone Star Cowboys— Vic. 20-2941
. Sheriff T. Owens— Mer. 6086
T. Parker's Four Jacks — Polda1008
. Riley Shepard — Embassy 1 003
D. Stabile— Dec. 84376
. F. Zajc Polkateers— Cont. 1 888
Al George — Master 101
. Penn-Jersey String Band — Metro. 8001
Chris Cross — Sterling 4004
Phil Reed-Frank Picher — Dance-Tone 816

Savannah Churchill — Man. 1189
Dinah Washington — Mer. 8088

LONG AFTER TONIGHT
.

.

(BMI)
Snooky Lanson— Mer. 5095
yvelte— Vita. 919
. Russ Titus— Musicana 14

CARES

CAME
IT

part 3: Experimental TV Stations
pari 4: Present Allocation of TV
Channels by Cities
Allocations to first 140 markets, sales rank, population.

Pe.ora)

Edmundo Ros — Lon. 230
Enric Madriguera — Dec. 24446
Xavier Cugal- Col. 38239
. En il Coleman — OeLuxe 1010
I ondon)

ADDED FEATURES
part 5: Proposed
Allocation
TV Channels by Cities

TIME AND TIME AGAIN

Johnstone Moniei)
WALKIN'
WITH MY SHADOW
Jack McLean-Wayne Grcgj — Coast
Four Knights- Dec. 48014

8001

part 6: Directory
of
Television
Program Sources
Owners
producers,
syndicators of live and film material

Monica Lewis— Sig. 15229

YOURS

(Marks)
R. Armengod — Dec. 18159
Vaughn Monroe — Vic. 80-8984
Jimmy Dorsey — Dec. 25121
Xa»iet Cugat— Vic. 86384
Benny Goodman — Col. 36067
. Eddy Howard— Col. 37995
Andy Russell — Cap. 10112
Phil Reed— Dance-Tone T7
Tito Guizar— Vic. 87410
. Nat Brandwynne — Dec. 3913
Cuba
Libre Six- Coda 5004
E LeBaron— Dec. 85205
,
Ben Light — Tempo 598
G. Carter— Black & White 3005
' Soon to be released
Roy Smeck— Dec. 3790

BROADCAST
NEW

YORK

.

.

MUSIC INC.

NEW

YORK

CHICAGO

.

1 9. N Y
HOL

LYWOOD

HO

of

New
allocation
plan
listing
proposed
channels
for 458
cities.

Wayne King-Buddy Clark— Vic. 27516
. Eddie Duchin — Col. 36089
Bob Chester — Bluebird 1 1 1 72
Tommy Tucker — Okah6177

580 FIFTH AVENUE

Stations

Technical facilities, affiliations
call letters, etc.

Republic)

AWAY

TV

part 2: Pendin
Construgction Permits Outstanding & Applications

(Porgie Music)

Sammy Kaye— Vic. 80-8886
TAKE

TV
RATES
& (revise
FAC
TBOOK
d to Jul/ 1 . 1948)
Rate cards, facilities data, TV
set count, personnel, etc.

Vaughn Monroe— Vic. 80-8671
. Mills Brothers- Dec. 84409
Art Lund— MGM 10170
. Eddy Howard— Maj. •
Frankie Carle— Col. 38130
. John Laurenz— Mer. 5144

SPRING

The three programs are not used to prove
that there aren't programs that appeal
all of America but just that there areto
many that have a changing appeal.

pari /. Commercial
Operating

SERENADE— MUSIC played on a HEARTSTRING
(Duchess)
Buddy Clark-Ray Noble — Col. 38091
. Jan Garber — Cap. 15043
Bob Eberly-Russ Morgan — Dec. 84376
. John Laurenz — Mer
5099
Jerry Wald— Com. 7503

SOMEONE

Hour"

Television Directory No. 4

I WANT TO CRY e ,« o,,

Kate Smith— MGM 10157
Andy Russell— Cap. 1 5055
Betly Rhodes— Vic. 80-8735

"National Farm and Home
City 1.88
Town
3.7.S
Rural
4.89

(Regent)

Harry James — Col. 36846

Bob Chester— Bluebird 1 1 827
Jan Savitl— Vic. 27464
I,Peer)

Area ty
Ci
"Walter 20.08
Winchell"
Tow
n
14.61
Rural
9.89

part 7. AT&T Maps of Television
Network Routes

^S.OO per copy
MARTIN

CODEL'S

Ul» CONNtCnCVT AVL N.W., WASNINOTOM 4 0. C
Writ, l,r data miemi aur c^mmltl,
•,r,,em. includin, w;kU
N,^,Ull,r,: TV, F k1 ,„d AM Dirfctmr,—
mnJ u>.*/>
AJdtnJm.
rr,^Ur Su,pl,fr,,nl • ,1,:

SPONSOR

J.J^^'t^

/' V//^^

100,000 TICKET HOLDERS JAM-PACK
WFBR'S MODERN STUDIOS YEARLY!
The ticket-taker at WFBR's big Studio A is a busy fellow. He collects
free admission tickets from over 100,000 loyal WFBR fans that
throng the station every year.
What does this mean to you? Plenty! This big crowd is the only "plus"
of its kind that you can get in Baltimore. It's a home town listener
loyalty that is just one of the reasons why WFBR is first in the
nation's sixth largest market.
This year over 100,000 Baltimoreans will visit WFBR, get their copy
of "Let's Listen"(WFBR's program highlight guide), see great
shows, look at interesting merchandise displays and generally have
a swell time.
it'splanning
. . .
In
your fall time buying, please remember

ABC
BASIC
REPRESENTED
AUGUST

NETWORK
• 5000
WATTS
NATIONALLY
BY
JOHN

this - in Baltimore

IN
BALTIMORE,
MD.
BLAIR
&
COMPANY
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A matchbook of 5 plastic golf tees reminded
key Bostonians, including ajiency and
sponsor executives, that it was T-Day
WBZ-TV took to
whenair Westinghouse's
the
on June 9.

recipes moved out of the station into the
homes within a few weeks after they came
off the press.

Paper plate, wooden spoon and fork celebrates "Dinner Winner's" 15.4 Hooperating.
Station WHK i Cleveland) told the
world about a new Hooperhigh by mailing
to sponsor prospects an empty place
service. Fork was stamped "WHK forks
over the listeners." Spoon was marked,
•'WHK dishes out results."

Mass.)twoto houses
give their
a "lift"
over
thatshow
a real
estatefloated
firm
spons(;r had for sale. The jockeys, Kris
Martin and Lee Smith, miked commercials on the properties. Result both
houses were sold before the blimp returned to the ground.

little songs about democracy were
the subject ofan "art contest" among high
school students recently. Winners were
shown at the Associated American Artists
Gallery in June and at the Museum of
Science and Industry in Radio City during July. In August they will tour public
libraries in New York City.
WNEWs

HIT 'BM A

HARD LICK
WITH

"How to cook a dragon" is a most intriguing
and perfectly illustrated booklet published by NBC to stress the significant
juvenile Saturday morning audience. The
booklet "sells" the NBC Saturday beforc-

WCON!
We've got our coats off
and sleeves rolled up — waiting to go to work for you !
We know this market and
we know our listeners. We
know what programs they
like and we see that they
getSo'em.
when you want to get
in a hard sales lick
down here . . . just
call on WCON I
Why not call on
Headley - Reed
Company for the
dope right now?

ABC
•N ATLANTA it's

WCON

5000 WATTS
4t

550 KC

to Smilin'
Story Shop
line-up fromWCKY,
noon
has
Cincinnati,
Ed McConnell.
period
time
this
on
booklet
own
its
issued
titled, "Oh, What a Beautiful Morning."
The L. B. Wilson station points out that
in the Queen City there are 1G% more
radio listeners on Saturday morning than
on any other a.m.
Instead of using regular station letterheads

to send out letters to the drug trade on
Toni's sponsorship of programs over
WPOR (Portland, Me.), the station
printed a special letterhead which included the name of Toni and the programs sponsored. Less copy about the
shows had to be put into the letter.

Disk jockeys sent up in a blimp for a broadcast
by WACE and WACE-FM iChicopee,

Not all stations take a summer slump lying
down. KOIL Omaha, Neb.i decided
that one wa>' to promote hot weather
listening was to increase the sale of portable radios. On 475 streetcars and buses,
on the backs of 105 Checker cabs, in
newspaper advertising and radio dealer
countercards, KGIL advised transit
patrons to "listen to KOIL all summer
and buy a portable radio today."

Now . . .

Sells
Times
More
People!

KSL, Salt Lake City, tagged fishes at the openwith
ing of Utah's fishing season
to
from $1call
ng KSL's
deliveri

5000
620

"Listen Ladies" on KGNC (Amarillo, Tex.)
asked daytime dialers to send in recipes.

DURHAM,

letters and numbers
$50 each to the catchers. KSTP practically tore up Minnesota three years ago
with a similar promotion. Thirty-seven
tagged trout were caught on the opening
dav of I'tah fishing season.

( )\ er 1 ,(HH) unusual cooking ideas were submitted to station. Practically all the 2.')00
200-page cookbooks published from these

REP.

PAUL

WATTS

N.C
H. RAYMER
SPONSOR

L

Por Announcement
Schedules: ^

Tlirougli the Listening Glass
flows such Heavenly Music — SALES!
Nothing could be sweeter! Not Cherubim nor Seraphim humming on a cloud . . . not even angel
wings struuuning a thonsaiid harps! No, nothing

"Through the Listening Glass" reveals
a "wonderland of melodies" — in brilliant colortones. Musical glamour by Jack Shaindlin and the

rouid be sweeter than the SALKS you'll make . . .
with Lang-Vt'orth's feature program, "Through
THE Listening Glass!"

radiant voices of his "Silver Strings'" orchestra.
Rich old ballads by the Lang-\\ orth Choristers,
and your favorite romantic songs by Dick Brown,
Joan Brooks and Johnny Thompson.

Here is a quality, 30-minute nnisical show that
• aptiires the ear of \<)ur potential customers and
enhances th<' pouer of vour sales message. It is
available, via tra(i»eri|)li()n. on 600 Lang-^'orth
afliliate<l stations. It i> written and produced with
charm, glamour and good taste. It will sell your
product just as surely as fine raiment sells the man!

In addition to "Throi gh the Listening Glass,"
every Lang-\\ orth Station offers the brilliant
"Cavalcade of Music" and several other starstudded nuisical shows for local and regional sponsorship. See the listing on opposite page and contact station or its representative
immediately.

NetworK calidre programs at local station cost
are provided by these Laog-Worth aldllated stations
Los Angeles
Modesto
Oakland
Oroville
Pasadena
Red Bluff
Richmond
San Bernardino
San Oiego
San Diego
San Francisco
San Francisco
San Luis Ofcispo
San Mateo
San Rafael
Santa Barbara
Sania Maria
Santa Rosa
Valleio
,
Visalia

KNK
KTRB
KWBR
KDAN
KXLA
KBLF
KRCC
KCSB
KSON
KUSN
KJBS
KSAN
KPIK
KSMO
KTIM
KTMS
KCOY
KSRO
KGYW
KTKC

COLORADO
Boulder
Colorado Springs. .
Denver
Denver
Grand Junction
Greeley
Pueblo
Trinidad

KBOL
KRDO
KMYR
KVOD
KFXJ
KFKA
KCSJ
KCRT

CONNECTICUT
Haniord
WTIC
New Haven .
WELI
DELAWARE
Wilmington,,,
Wilmington .

WILM
WAMS

WASHINGTON, D.C.
Washington
WINX
Washington , WOL
Washington
WTOP
FLORIDA
Crestview
WCNU
Daytona Beach
WMFj
Eustis
, WEUS
Gainesville
WRUF
Hollywood
WINZ
Jacksonville
WJHP
Miami
WGBS
Miami Beach
WLRO
Ocala
WTMC
Orlando
WLOF
Palatka
WWPF
Pensaeola
WBSR
Quincy
WCNH
Sanford
WTRR
Sarasota
WSPB
Tampa
WALT
Tampa
WFLA
West Palm Beach
WIRK
GEORGIA
Atlanta
Atlanta
Atlanta
Augusta
Brunswick
Cartersville
Columbus
Dawson
Fitzgerald
Gainesville
Macon
Rome
Savannah
Thomasvillo

WAGA
WBGE
WGST
WRDW
WMOG
WBHF
WSAC
WDWD
WBHB
WGGA
WMAZ
WRGA
WTOC
WKTG

IDAHO

UNITED

STATES

ALABAMA
ifinlston
lirmingham
Itewton
lotlian
-adsden
lurtsville
lobile
lobrle
lonlgomery
ylaeauja

WHMA
WBRC
WEBJ
WDIG
WJBY
WFUN
WKAB
WKRG
WAPX
WMLS

ARIZONA
flagstaff
lasa
^oeni«
hoenii
ucson
ARKANSAS
ortSmith
elena
ope
ot Springs
iltleRock
lagrolia
est Memphis....^.
CALIFORNIA
lameda
. .
akersfield
urbank
Jiona
inuba
■esno
. .^
ollywood
>ng Beach
)ng Beach
s Angeles
)s Angeles

KWR2
KARV
KOOL
KPHO
KCNA
KFSA
KFFA
KXAR
KTHS
KLRA
KVMA
KWEM
KONG
KAFY
KWIK
KBUC
KRDU
KYNO
KMPC
KFOX
KGER
KECA
KFVO

Boise
Coeurd'Alene
Lewistown
Nampa
Pocatello
Preston
Twin Falls
Weiser
ILLINOIS
Alton
Aurora
Bloomington
Canton
Centralis
Chicago
Chicago
Chicago
Chicago
Cicero
Decatur
Effingham
Joliet
Li Salle
Pehin
Peoria
Quincy
Springfield

KGEM
KVNI
., ,KRLC
KFXD
KSEI
KPST
KTFI
KWEI
WOKZ
WMRO
WJ BC
WBYS
WCNT
WAIT
WBBM
WEHS
WGNB
WHFC
WSOY
WCRA
WJOL
WLPO
WSIV
WMBD
WGEM
WTAX

INDIANA
Blomington
Evansville
Fort Wayne
Indianapolis
Richmond
South Bend
Terre Haute
Vincennes

WTOIW
WEOA
WGL
WIBC
WKBV
WJVA
WTHI
WAOV
IOWA

Cedar Rapids . WMT
Council Bluffs
KSWI
Davenport
WDC
Des Moines
KCBC
Oes Moines
WHO
Fort Dodge
KVFO

Iowa City
Keokuk
Mason Cily
Siou« Cily
Waterloo

KXIC
KOKX
KSMN
KSCJ
KAYX

KANSAS
Dodge City
Goodland
Great Bend
Hutchinson
Independence
Pittsburg
Salina
Topeka
Wichita
Wichita

KGNO
KWGB
KVGB
KWBW
KINO
KSEK
KSAL
WIBW
KANS
KFH

KENTUCKY
Hopkinsvillo
Lexington
Louisville
Louisville
Owensboro
Paducah

WHOP
WKLX
WAVE
WGRC
WOMI
WPAD

LOUISIANA
Aleiandrla
KSYL
Bastrop
KTRY
Baton Rouge
WCLA
Lake Charles
KWSL
New Orleans
WJMR
New Orleans
WSMB
Ruston
KRUS
Shreveport
.....KWKH
MAINE
Bangor
Portland

WGUY
WGAN

MARYLAND
Annapolis
Baltimore
Bethesda
Bradbury Heights
Hagerstown
Silver Spring

WANN
WASA
WBCC
WBUZ
WJEJ
WOOK

MASSACHUSETTS
Boston
WEEI
Boston
WME)C
Brockton
WBET
Fall River
WSAR
Holyoke
,
WHYN
Pittsfield
WBEC
Salem
WESX
Springfield
WSPR
Waltham
WCRB
Worcester
WORC
MICHIGAN
Battle Creek
Bay City
Benton Harbor
Dearborn
Detroit
Detroit
Detroit
Detroit
Detroit
Flint
Flint
Flint
Grand Rapids
Grand Rapids
Iron Mountain
Ishpeming
Lansing
Marquette
Port Huron
Saginaw
, ,
SaultSte. Marie

WELL
WBCM
WHFB
WKMH
WXYZ
WWJ
WDTR
WJR
WJBK
WFDF
WAJL
WTCB
WFUR
WOOD
WMIQ
WJPD
WILS
WDMJ
WHLS
WKNX
WSOO

MINNESOTA
Bemidji
Crookston
Ouluth
Evelelh
Grand Rapids
Mankato
Minneapolis ,
Minneapolis
,
St. Cloud
Worthington
,

KBUN
KROX
KDAL
WEVt
KBZY
KYSM
KSTP
WCCO
KFAM
, KWOA

MISSISSIPPI
Brookhaven
Greenwood
Jackson
Jackson
McComb
Meridian
,,,
.
Natchez
Vicksburg
,

WJMB
WGRIV1
WJDX
WJXN
WAPF
WTOK
WMIS
WVIM

MISSOURI
Columbia
KFRU
Farminglon
KREI
Jefferson City
KWOS
Joplin
,
,
WMBH
Kansas Cily ,,
, WHB
Kansas City
.
KCKN
Lebanon
KLWT
SI. Genevieve
KSGM
St. Louis
KMOX
St. Louis
WEW
St. Louis
KWGD
St. Louis
WIL
Springfield
KWTO
MONTANA
Anaconda
Billings . .
Bozeman
Butte
Great Falls
Helena
Livingston
IVIissoula .

KANA
K8MY
KXLQ
KXLF
KXLK
KXU
KPRK
KGVO

PENNSYLVANIA

NEBRASKA
Lincoln
Lincoln
Norfolk
Omaha

KFAB
KOLN
WJAG
KOAD

NEVADA
Reno

KOLO

NEW HAMPSHIRE
Claremonl
WLOB
Manchester
WFEA
NEW JERSEY
Asbury Park
Atlantic Cily
New Brunswick
Peterson
Vinel.and
NEW

MEXICO

Albuquerque
Roswell
NEW

WJLK
WFPG
WDHN
WWDX
WWBZ

KVER
KGFL
YORK

Buffalo
Buffalo
Elmira
Ithaca
New York Cily. ,
New York Cily
Niagara Falls
Niagara Falls
Rochester
. .
Rome
Schenectady
..
Schenectady
Syracuse
Syracuse
Troy

WEBir
WBEN
WENY
WHCU
WCBS
WNEW
WHLD
WJJL
WRNY
WKAL
WGY
WSNY
WNDR
WSYR
WTRY

KMUS
KBYE
KHBG
KGFF
KAKC
KTUL
KSIW

OREGON
Astoria...
...
Bend
Corvallis
Eugene
La Grande
Medford
Oregon City
Portland
Portland
Portland

KAST
KBNO
KRUL
KUGN
KLBM
KYJC
KGON
KGW
KWJJ
KXL

ISLAND

WTND
WTYC
WFIG

DAKOTA
KISO

Roanoke
Suffolk
Waynesboro
Winchester

WROV
WLPM
WAYB
WINC

WASHINGTON
Bellingham
Ellensburg
Omak
Seattle
Seattle....
Seallle

KVOS
KXLE
KOMW
KING
KOMO
KRSC.

Spokane
Spokane....;
Ticomi
Walla Walli
Yikima

KXLY
KREM
KVI
KUJ
KIMA

WEST VIRGINIA
Beckley
Bluefield
Charleston
Clarksburg
Fairmont
Huntington
Wheeling
WISCONSIN

WWNR
WHIS
WCAW
WBLK
WMMN
WSAZ
WWVA

Appleton
Eau Claire
Green Bay
Janesville
Kenosha.'.
La Crosse
Merrill
Milwaukee
Milwaukee
Rhinelander
WYOMING

WHBY
WEAU
WOUZ
WCLO
WLIP
WKBH
WLIN
WMLO
WMAW
WOBT

Sheridan

KWYO
ALASKA

Anchorage
Fairbanks

KFQD
KFRB

Juneau
Ketchikan

KINY
KTKM
HAWAII

TENNESSEE
Bristol
Chattanooga
Cleveland
Cookeville
Johnson City
Kingsport
Knoxville
Knoxviile
Maryville
Memphis
Memphis
Memphis
Nashville
Paris
Tullahome

OHIO
Akron
WADC
Alliance
WFAH
Ashland
WATG
Ashtabula
WICA
Canton , ,
WCMW
Cincinnati
WKRC
Cincinnati
WCPO
Cleveland
WJMO
Cleveland
WSRS
Columbus
WCOL
Columbus
WHKC
Coshocton,,
WTNS
Dayton
.WING
East Liverpool
WLIO
Elyria
WEOL
Findlay
WFIN
Lima
WLOK
Marietta
WMOA
Middletown
, ,
WPF8
Portsmouth
WPAY
Sandusky
WLEC

OKLAHOMA
Muskogee,
Oklahoma City.
,
Okmulgee
Shawnee..
.. ..
Tulsa
Tulsa
Woodward

WPRO
WPJB

SOUTH
Sioux Falls

KGCU

WIZE
WSTV
WSPD
WTOD
WRRN
WRFO
WKBN
WHIZ

RHODE
Providence
Providence

Orangeburg
Rock Hill
Sumter

DAKOTA

Springfield
Steubenville
Toledo
Toledo
Warren
Worthington
Youngstown
Zanesville

WKAP
WFBG
WVAM
WLOA
WISR
WCVI
WCEO
WERC
WHJB
WABX
WHOO
WJAC
WLAN
WMCK
WMGW
WJAS
WMOT
WPIT
WDAS
WIBG
WSCR
WPIC
WMAJ
WKOK
WJPA
WILK
WRAK

SOUTH CAROLINA
Anderson
WAIM
Charleston
WHAN
Columbia
WKIX
Florence .
WOLS
Gaffney
WFGN
Greenville ,
WESC

NORTH CAROLINA
Ashcvllle
WISE
Asheville
WSKY
Burlington . WBBB
Charlotte
WAYS
Dunn .
WCKB
Durham
WDUK
Elizabeth City
WCNC
Fayetteville WWNF
Forest Cily
WBBO
Gastonia
WGNC
Greensboro
WCOG
Henderson
WHNC
High Point
WMFR
Jacksonville
WJNC
Kannapolis
WGTL
Kinston
WFTC
Lenoir
WJRI
Lexington
WBUY
Monroe
WMAP
Morganton
WMNC
New Bern
WHIT
Roanoke Rapids
, , WCBT
Rockingham
WAYN
Salisbury
WSTP
Tarboro
WCPS
Washington
WHED
Waynesville
WHCC
Winston Salem
WAIR
NORTH
Mandan

Allentown
Altoona,,,
Altoona
,
Braddock
Butler
.
Connelsville
OuBois
Erie
Greensburg
Harrisburg
Homestead
Johnstown
Lancaster
McKeesport
Meadville
Pittsburgh
Pittsburgh
Pittsburgh
Philadelphia.
Philadelphia
Scranton
Sharon
State College
Sunbury
Washington
Wilkes Barre
. .
Williamsport

-

WOPI
WAGC
WBAC
WHUB
WJHL
WKPT
WKGN
WKPB
WGAP
WHHM
WMC
WREC
WKDA
WTPR
WJIG

TEXAS
Abilen*
KRBC
Alice
KBKI
Amarillo
KGNC
Athens
KBUD
Austin
KVET
Beaumont
KFDM
Borger
KHUZ
Breckenridge
KSTB
Brenham
. KWHI
Brownwood
KBWD
Corpus Christ!
KSIX
Corsicana
KAND
Oalhart...
KXIT
Dallas
WFAA
lEICampo
KULP
El Paso
KTSM
El Paso
KSET
Fort Worth
KCNC
Fort Worth
KXOL
Goose Creek
KREL
Houston
KATL
Houston
KXYZ
Houston
KNUZ
Jacksonville
KEBE
Littlefield
KVOW
Longview
KFRO
Lubbock
KSEL
Lulkin
KRBA
McKinney
KMAE
Nacogdoches
, . . KOSF
Odessa
KECK
Port Arthur
KOLE
San Antonio
KTSA
San Antonio
KMAC
Slephenville, ,, KSTV
Sulphur Springs KSST
Temple
KTEM
Tyler
KGKB
Weslaco
KRGV
Wichita Falls
KFDX
UTAH
Ogden
VERMONT
Montpelier
VIRGINIA
Alexandria
Arlington
Blackstone
Danville
Fredericksburg
Lynchburg
Newport News
Richmond
Richmond
Richmond
Richmond
Roanoke

KOPP

Nile
Honolulu
Honolulu
Maui
Manila

KIPA
KHOff
KPOA
KMVI

PHILLIPPINES

KZRH

CANADA
ALBERTA
Calgary
CFCN
Edmonton
CFRN
Lethbridge
CJOC
BRITISH COLUMBIA
Kelowna
CKOV
Vancouver
CKWX
MANITOBA
FlinFlon
Winnipeg

CfAR
CKRC

NEW BRUNSWICK
St. John
CHSJ
NOVA SCOTIA
Antigonish
Halifax
Hamilton

ONTARIO

CJFX
CHNS
CKOC

Kingslon
CKWX
Kirkland Lake
CJKL
London
CFPL
North Bay
CFCH
Ottawa
CKCO
Peterborough
...CHEX
Port Arthur
CFPA
St, Thomas
CHLO
Sarnia
CHOK
Timmins
CKGB
Toronto ,
,
CJBC
Toronto
CKEY
Guelph
CJOY
Wingham
CKNX
PRINCE EDWARD IS.
Charlottetown CFCY
Montreal ,
CJAD
Montreal,,
.CKAC
Quebec
CHRC
Ste, Anne QUEBEC
de la
Pocaliere
CHGB
Verdun
CKVL
SASKATCHEWAN
Moose Jaw
CHAB
Regina
CKRM
Saskatoon
CFQC

WSKI
,WPIK
WEAM
WKLV
WBTM
WFVA
WLVA
WHYU
WIV1BG
WRVA
WXGI
WLEE
WDBJ

FOREIGN

MARKCTS

This specialized

pro*

gram service is also
available from LangWorth affiliated radio
stations located in many
foreign markets. Stalion
listing furnished upon

request.

lANG-WORTH

STEINWAY HAIL
113 WEST 57111 St, MW YORK 19 J J

REPRESENTATIVES'
(Continued Jrom page 35)

LAMENT

are smart as a whip but they're seldom
given the opportunity to make full use of
their natural intelligence. Rarely do they
leave their home offices. A number will
of course be found at every broadcast
convention, every radio AAAA or ANA
meeting. A few will also be found at university clinics, industry bull sessions, and
trade paper-inspired "problem sessions."
Station representatives point out that
many timebuyers who attend these
sessions, who travel the country, who
know how different Texas can be from
Oregon, haven't bought a schedule personally in years. They are more nearly
agency station relations executives than
timebuyers. Representatives are quick,
however, to qualify these statements with
the information that there are some men
and women who do the actual buying who
do get out of their ivory towei s. To talk
of conditions in Kansas to a buyer who
has never been further West than Pittsburgh isa selling problem of no mean proportions— especially if you've never been
West >ourself.
Timebuying is the most intricate of all
media selection. Station loyalty is some-

What's this...WSM Cigarettes?
?T hen one of our 7Vi million listeners asks
for cigarettes, he is guided by an invisible label on
the pack. The odds are he will ask for a WSM

adver-

tised brand . . . because through years of consistent
listening he has built up a respect for the commercial
messages on this station. To him, the name

on the

may be, and frequentl>' is, all Greek. It
sounds like sales talk and many a station
representative has returned to his office
and butted his head against the wall after
a t)mebu>ing session where he was doing
the same thing.

product is closely associated with this invisible label
— WSM's stamp of approval which our listeners use
OS their buying guide.

WSM

Despite the fact that timebuying is
more difficult than buying newspaper or
magarine space, timebuyers seldom have
the respect shown to them in their own
offices that other agency media men have.
At fiist flush this may seem nothing for a
station representative to bewail. Nevertheles itis. A typical illustration of how
this is so was demonstrated during the
first week in July.

NASHVILLE
HARRY
SO, 000

52

STONl,

Gen

WATTS

Mflr.
•

.
CHAR

IRVING

WAUGH,

CHANNEL

thing that's very difficult to measure with
a slide rule. Station coverage is also
something that is beyond a matter of
physical signal transmission and BMB
standings. High px)wer stations cover a
great deal of territory before eight a.m.
Their signals at that hour are almost as
farflung as they are after sundown. But
in-town or near-by stations get the listening to lise-and-shire and musical clock
programs. In the da\time, local stations
are better heard than they are at night,
and in some areas this is more accentuated than in others. To a timebuyer who
has never left metropolitan centers this

Com.
•

Mgr.
650

.

t D W ARO

KILOCYCIIS

PETR Y * CO
•

NBC

, Notionol

Rep.

AfflllATt

Several choice availabilities opened up
on a fine station in the Midwest. They
were just what a certain advertiser had
(Please turn to page 56)
SPONSOR

NEWTON COUNTY, Indiana, is 100% rural— not a town in it
over 2,500 population. Largest is Kentland, then Morocco
with 1,608 population, home of the Morocco Electric Hatchery,
complete with feeds and other poultry supplies.
It is operated by Mr. and Mrs. Clyde Yoder, with their son,
Russell. The Yoders moved to Morocco 21 years ago after farming
for 19 years near Pekin, Illinois. They started the hatchery in 1930.
Farming is still in the Yoder blood, however; Russell lives on a
small poultry farm at the edge of town, with his wife and fouryear-old boy.
They are around farm people enough to know that WLS is the
leading station in Newton county. BMB shows 92% listening day
and night. And the Yoders have had opportunity to feel the impact
of this listening. Several times, after a WLS feed advertiser has mentioned Morocco Electric Hatchery to be dealer in this particular
brand, as reported by Russell, "Quite a number have come in to say
they heard "our' program on WLS."
Mail, too, shows the high degree of listening to WLS. Last year
from the 2,630 radio homes, we received 3,626 letters — 138%
response!
Here then is evidence of listening . . . and of response. Yet this is
the story of only one county in the four-state Major Coverage Area
of WLS. For complete details ... on why they listen . . . where they
live . . . specific stories of how and why they respond, ask your
John Blair man.

890 Kilocycles
50,000 Watts
ABC Affiliate
Represented

JOHN

BLAIR

by

&

CO.

AFFILIATED IN MANAGEMENT WITH THE ARIZONA NETWORK: KOY. PHOENIX. .. KTUC, TUCSON... KSUN. BISBEE-L0WELLD0U6LAS
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Ad-Readerst

6

Ad-Readers

MEDIA

Publica-

FIGURES?

In >our very interesting article on !
media cost comparisons you refer to some
intriguing figures sponsor has computed
for the four general weekly magazines.
How about letting us have the benefit of
sharing them with sponsor?
Hans Zeisel
Associate Director of Research
McCanU'Erickson, N. Y.

(B»W)

per Dollar

Audience*

Collier's

10,341,000

$ 8,000

$ 8,920

Life

27,572,000 $16,600

$18,509

Look

17,439,000

$ 8,000

$ 8,920

15,702,000

$11,200

$12,488

Post

30

347

3,102,300

26

7,168,720

387

36

6,278,040

704

26

4,082,520
327
441

INFORMATION

The information on department store
advertising is of great importance to me,
and I sincerely appreciate your allowing
me to share your store of knowledge on
this subject.
Selvin Donneson
WWRL
Woodside, N. Y.
A GUY

Pose I'o'e

*'°"

^ At riftht is cosl-piT-ad-rcadcr computation
verage
reft'rred to in tlie July issue story on (^omparativo Media Costs
' A

DEPT STORE

Production {
Pose Koie >.

NAMED

ARTHUR

The coverage of women's participating
programs in sponsor's April and May

As reported in the 1948 Magazine

Audience

Group Study.

^11.5' I has been added to the page rate for the cost of art, copy, and production. This percentage has been computed by Hans Zeisel of McCann-Erickson
as the average cost of the preparation of magazine advertisements.
^Percentages of ad-noters, as Daniel Starch calls advertising readers, are projected
against the total magazine audience, as determined by the Magazine Audience
Group Study, to calculate the number of advertising readers.

issues was wonderful as a panoramic view
of the over-all plan.
We were disappointed, however, in not
seeing any of the WHAM material we
sent you. The angle of a guy named
"Arthur" doing a swell job of running a

women's participating show is an idea
that would have added another twist to
your already comprehensive coverage.
Arthur Kelly
Promotion director
WHAM,

Rochester, N. Y.

LEAD THE LEAGUE WITH WBT!
It's easy! For WBT's 5 :00 a.m. to 1 1 :30 a.m. batting
order is one of the longest, strongest block-programming lineups in all radio.
LEADOFF

MAN

IS GRADY

COLE

(5 :00-9 :00 a.m.),

VARIETY Award-winning WBT farm editor who
performs such miracles as selling 320,000 chicks in

THIRD

AT

BAT

IS ARTHUR

GODFREY

(10:30-

11 :30 a.m.) on CBS.

A big-league trio. Yet even before these heavy hitters
were one-two-three on WBT, more Charlotte listeners tuned to WBT than to ALL other stations
combined, all morning long!*

eight days. Average unsolicited fanmail: 8,000
cards and letters a month.

Now WBT's

NUtVIBER

You'll lead the league, too, if you let Grady Cole or
Kurt Webster go to bat for you.

TWO

MAN

IS KURT

WEBSTER

(9:00-

batting average will be higher than ever.

lU:,iu a.m.), whose smgle-handed revival of the tune
"Heartaches" sold more than 3,000.000 records. Now
he's emcee of a fast-moving audience participation
show. "What's Cookin'?"— a solid hit!

Jefferson
SO.OOO

Standard

WBT
WW

watts • Represented

wL0 m

Broadcasting

Company

by Radio Sales • Charlotte, N.C.

*8:00 cm. -12:00 noon ovcroga, Mon. Ihrouoh FrI.-C. E. Hooper, Oct. 1947-Feb. 1948

■
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TYPE

TITLE
STORY

News

OF THE WEEK

Drama

STORY TIME
SUNNY

SWING
TAKE

Adult
Juvenile
Family

Juvenile

CORNER

Family

INTO SPORTS

Sports

TIME

OR

15 min, 1/wk

OR

Genial mc tells kids stories

NBC-TV
WLWT, Cinci.

Alan Scott gives vacation hints

WPTZ, Phila.

15 min, 5/wk

OR

Across-the-board

WFII,-TV. Phila.

30 min, 1/wk

OR

Experts demonstrate

30 min, 1/wk

OR

Contestants pick numbers, answer questions

Mutual

Audience sends in jokes for dramatization

Edward Wolf

Family
TELE LAUGH
TELEVISION
TELEVISION

THEATRE
BRIDGE
SCREEN

Aud partic
Quiz
Aud partic
Variety

QUIZ

30 min, 1/wk

Adult
Family

MAGAZINE
Comedy

THAT'S JUST DAISY
THREE

MEN

15 min, 1/wk

J2000
OR

Musical

Interviews by Richard Harkness of news notables

teen-ager show
sports of the season

Fast-paced quiz on bridge problems

OR

Each segment devoted to a different topic or guest

NBC-TV

OR

Family situation comedy

Wynn Wright Assocs

15 min, 1/wk

OR

Betty Jane Bruce supplies vocal oomph

30 min, 1/wk

TITLE-O

by Len Holton

UNCLE SCHULTZ'S DRAWING

Hobby
Quiz
SCHOOL
Quiz
Aud partic
Variety

VIDEOGRAMS
VILLAGE

Musical quiz, merchandising tie-in

Family
QUESTIONS

Juvenile
Family
Family

BARN

WFIL-TV
WHAT

Weather
Variety

WISE

Family

ARE YOU

DOING TONIGHT

News

Family
Family

WIT'S END
WRESTLING,
YOU

TOO CAN

QUEENSBORO
BE LOVELY

ARENA

Men
Sports
Quiz
Fashions

Women

Mutual

OR
$1500

15 min, 3/wk

OR

Dick Hyland drawing comical cartoons

WTVR,

10-15min, 1-3-5/wk

OR

Home

Basch Radio&TV Prodns

30 min, 1/wk

OR

A remote pick-up from the famous night club

10 min, 5/wk

PLAYHOUSE

WPTZ, Phila.
Video Events

30 min, 1/wk

Family
WEATHER

WFIL-TV, Phila.

30 min, 1/wk

Family

•TWENTY

DuMont

30 min, 1/wk
Adult
Family

AND A MAID

EXPLANATION

15 min, 1/wk

Family

A NUMBER

PRODUCER

OR
COST

5 min, 1/wk

News
Variety

WEEKEND

SUNSHINE

APPEAL

./nlv Fulls Fads rdilitni)

60 min, 1/wk

Panel

(members

viewer participation

Armand

OR
$550

15 min, 1/wk

and guest) play famous parlor game

Spitz, weather authority

Dramas, sketches, feature films
Roy De Groot shows viewers things to see in N. Y.

Richmond

NBC-TV
WCAU-TV,

Phila.

WFIL-TV, Phila.

30 min, 1/wk

OR

Don Bennett conducts a 20 Questions quiz

Roy de Groot
WPTZ, Phila.

90 min, 1/wk

OR
OR

Wrestling from outdoor arena

WPIX, N. Y.

A top name in the field gives beauty tips

Basch Radio & TV Prodns

10-15 min, 1-3-5/wk

•Television sponsorship only upon sanction of Ronson, (Mirreiit AM sponsor.

^<£^*4AY

REPRESENTATIVES'

a whole week to obtain an okay. Then it

LAMENT

{Contwued J) urn pafic 52)

came out. The timebuyer couldn't obtain an audience with the account man
during most of that week. The latter had

been seeking in the market for six monihs.
The representative took the availabilities

been "too busy." The representative, in
this case being associated with an office
that handled both printed media and
radio, knew that the account executive
had seen both the magazine and the newspaper media men at the agency during the
week, while he was keeping the timebuyer
dangling.

to the timebuyer at the account's agency.
The latter recognized their importance
immediately and told the salesman he'd
check at once. A week went by before the
buyer called the representative about the
availabilities. By that time another
office of the representative had sold them.
The timebuyer was furious. After his
temperature had dropped a few degrees, the
representative asked him why it had taken

The station representative frequently
sees account executives on policy matters,
(he's seldom dead-ended by a timebuyer)

ANNOONCING

FYI
"FOR

yOUR

INFORMATION"

A NEWS FEATURE PAGE COMES TO LIFE ON THE AIR
/I New Transcribed Show . . . fOR AU
FYI will feature a galaxy of renov^ned
vv'ho appear

regularly in 700

Peter Edson, prize-winning

columnists

daily newspapers.

Washington

. . . Burton Heath, Pulitzer Prize winner
Johnson, top hlollywood

THE fAMlLY

columnist

. . . Erskine

reporter . . . Alicia Hart,

well-known women's expert . . . and Harry Grayson,
ace sports writer . . . head the list.
f^l is produced

in collaboration with the editors

of NEA, the world's greatest news feature service,
and will also include reports from members of
NEA's

famed foreign service.

• THREE

ONE-QUARTER

• BOTH

ENDS

• RELEASED

OPEN

HOUR

AND

SHOWS

A MIDDLE

THE FIRST WEEK

A WEEK
COMMERCIAL

IN SEPTEMBER

Ed Hart & Associates, Inc.
Producers of ADMIRAL
ZACH ARIAS' "World
Intelligence Report"
and ED HART'S
"Is Congress
Doing
Its Job"

1737 H ST. N.W. • Phone REpublic 4312 • WASH.6,D.C
IV/re for Audition

but on straight sales he must go through
channels, and his direct selling channel is
the timebuyer handling the account.
There was a time when it was lese majesty
for a station representative to go direct
to a client or to the account executive at
an agency. Those days are past. As long
as the representative doesn't tell the account executive or advertising manager
something that he hasn't told the timebuyer, all is well. One hard and fast rule,
and it frequently gripes good time salesmen, is never to question, by word or
deed, a timebuyer's schedule to the account executive or the client. Sometimes
a representative will get around this prohibition byworking on the account man
or client, looking towards the time when
schedule is being considered for renewal.
They hope to have the advertising manager suggest a shift at renewal time. Even
then, most representatives avoid the subStation representatives bemoan the
fact that timebuyers generally do not sit
in on plans boards meetings. Thus they
ject.
are forced to buy time in an advertising
vacuum. Representatives are thus also
forced to submit availabilities in a
vacuum.
It has been only comparatively recently that media men generally have
been recognized as worthy of vpships in
agencies. At the very moment that station representatives lament the lack of
stature of timebuying, they have to admit
that it took years for media buying of any
kind to get out of the production blind
alley in agencies.
The more authority a timebuyer is
given, the better the job a station representative can do.
Station representative gripes with the
stations they represent are comparatively
few. They wish that when time availability requests come from agencies they
be turned over to the representatives immediately, and that direct agenc>-tostation inquiries be discouraged. They
admit that the agency frequentl>' comes
up with a better collection of availabilities
when a sizable piece of business is dangled
befoie a station's eyes, but by and large
they contend that everyone is better
served when the station representative
isn't b\ passed. This type of maneuvei by
agencies doesn't affect the representatives' pocketbooks since all national business placed direct or through the representative iscreditL^J to the representative
for commissions.
A few \e?rs ago stations were careless
about informing their representatives
about availabilities of programs. With
{Please hirn to page 60)
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CowuxoXed

You think roosters get started early?
Not any earlier than KDKA listeners!
Just look what's happened recently on a
few of KDKA's eariv-morning programs:
5:45 AM — A 15-minute transcribed show,
offering no give-aways or other mail
inducements, received in 2 months letters
from 64 communities in Pennsylvania, and
from 9 other states.
6:00 fo 7:00 AM — A distributor of specialized
building equipment, using radio for the first time,
purchased less than $500 worth of time on
KDKA's famed Farm Hour. Residt: more than
',000 worth of business.
7:00 fo 8:00 AM — A 15-minute kid show sponsored
by a food company offered a succession of
premiums, each requiring a box top plus from
10c to 25c. In 11 weeks, the show pulled
more than 25,000 letters.
And so it goes, right through the morning hours.
Another sponsor received .32,000 dimes in a
3-week period. Still another, in response to two
announcements offering a calendar, got 3,375
pieces of mail from 86 counties. All this is typical
of audience action . . morning, noon, and night . .
throughout the rich market-area* covered by
KDKA, Pittsburgh's 50,000 watt NBC affiliate.
Westinghouse Radio Stations Inc . . owner and operator
of WBZ, WBZA, WOWO, KEX, KYW, KDKA, and
WBZ-TV. National representatives, NBC Spot Soles
(except for KEX). For KEX, Free & Peters.
♦According to BMB. KDKA's daytime area includes 1,159,910 listener famili<
117 counties. At night, 1,303,520 listener families in 194 counties.

WESTINGHOUSE

RADIO

STATIONS

INC

lb

Mr. Sponsor Asks
"How ran a sponsor, using custom-built
television |)rojj;rani films, maintain good
production
bteve
^

l^ii'koil l*aiiol
>lr. rniii|il»cll

^^

^^
^1^

^T^
V^^Bl
^' ^^1

First step in producing low-cost,
good quality films
for television is a
careful analysis
and choice of subject matter, both
commercial and
This
program.
should
analysis
consider not only

the adaptability of the subject to the
medium, but also the adaptability of the
producer and his facilities.
There are certain fixed costs for film
productions which include raw stock,
equipment, union wages foi minimum
crews, processing, etc. These costs are
the same for all producers. The wide
differences in the cost of television film
productions usually stem from poor
planning, lack of knowledge (on the producer's part) of actual operating expenses,
poor coordination between client, agency,
and producer, last-minute changes and
revisions, and unreasonable weather
gambles.
Recently we asked for bids on fourteen
1 -minute 3Smm sound television commercials. Old, established companies were
all within a few dollars of each other.
They figured from final client-approved
scripts we had submitted. They knew
their costs they were figuring on a
known quantity. Several smaller producers, only recently attracted to television, claiming "rich background of experience in professional motion picture
producing," quoted from half to twice as
58

(|iiality

at

minimum

costs?"

Manager
e Adyertis
Aiiociat
L II |I Post
^
Lampbell
Cereals
Div., ing
General
Foods Corp., N. Y.

much as the job was worth. One firm
would have made more than eight times
the normal business profit — another
would have had to absorb 509( of the
cost or come back to us for assistance
from the client.
We don't mean to imply the fault is
always the producer's, large or small.
The creative people sometimes try impractical "gimmicks" that send costs up
unreasonably.
Common
sense works
magic in keeping television film costs
down.
Know what you want to do. Be
reasonably sure it's right.
Coordinate
carefully. Choose a reputable producer.
The end result should be a good quality
film at a reasonable cost.
Lee Cooley
Director of Television
McCami'Erickson, Inc., N. Y.

Television program films of good
production quality
most certainly can
he produced at
reasonable costs.
Video films and
their costs, however, must be
based on motion
picture standards.
One can't compare the expenses of transcribing aradio program with the staging
of a Broadway play. Neither can one
compare the cost of making films to that
encountered in preparing a radio show of
similar nature.
Television films can and are being prepared at exceptionally reasonable rates
when compared to the costs of theatrical
movies. As in the case of Public Prosecutor, which we have just completed for
NBC, costs were maintained at a mini-

mum as a result of careful planning all
down the line.
As in all industries, there are many
tricks of the trade; many ways of reducing
costs without lessening quality. Space
prevents all of these from being enumerated, but a few are mentioned as examples. Writers, for instance, were
selected with a combination radio-movie
background, with a thorough knowledge
of video limitations, and with proved
abilities to prepare fast-moving scripts
with limited shooting budgets. All video
film plays were tightly written to prevent
large footage trims after filming, necessitated by the stricter time requirements of
television.
Expensive sets, which would add no
real value to the production, were eliminated at the start. Number of sets was
held to eight or ten and all were built
with an eye for reuse with prop changes.
Many were constructed on wheels for
rapid change and as a consequence less
stage space was needed.
In selecting a director we sought a man
who could do his planning on paper, not
on film and while the series was before the
cameras. We signed the cameraman because he had an understanding of video
and its requirements: because he was
familiar with the techniques that we had
worked out during nearly three years of
research. Actors were selected not only
for their popularity but for their ability
to master lines quickl\' and accurately,
thus resulting in a minimum of retakes.
Technicians from electricians to make-up
men were hired with working speed and
efficiency in mind.
In brief, every effort was made to keep
costs at a rock bottom minimum. The
same series filmed for theatrical distribution by usual Hollywood methods probably would have cost three times the
amount.
Video film actually is less expensive
SPONSOR

than live shows when the cost of rehearsals, costumes, sets, technicians, etc.,
are added and when the film can be
amortized over a number of stations. It

HEY!
—
UP HERE!
I'M LISTENING

is the one sure way of achievinf^ professional nerfection in television.
Jerry Fairbanks
Executive Producer
Jerry Fairbanks, Inc.

OVERLOOK
ME!

The question
you pose to my
mind does not

DON'T

greatly concern
national advertisers. With them,
Aim.

*

.MH

budget

is not a
prime factor and,
^Bm^^^^S^^
the
addition,
^^B^Hk^^I
teleing
mushroom
l^^^l
■^1^
vision coverage of
which they will avail themselves will in
itself mean a program cost minimization.
But let us consider the regional advertiser whose coverage will always have
limitations, despite the rapid growth of
television. Or the local advertiser, restricted often to a single market. Here
budget is a factor, and the answer will be
found, I believe, in the leasing of programs on films, the video counterpart of
open-end transcriptions. Syndication is
certainly a direct route to low cost.
Lest it here be thought that the term
"syndication" is incongruous in a "custom-built" discussion, I should explain
my thinking. To separate the commercial
from the program, the commercial should
be "custom-built" in the true sense. But
the programs can be "custom-built" in a
wisdom sense; that is, tailor-made to accomplish atlow cost the aim of a local or
regional television sponsor. His aim is to
attract an audience, to whom he can deliver his message. Give the televiewers
something good to see and to hear, and
they'll
message.look at and listen to Mr. Sponsor's
When programs are so built, it is completely conceivable that one program can
effectively serve many different types of
products and sponsors. Good drama, for
instance, appeals as much to Mrs. Smith
of Baltimore, who might be induced to
buy her furniture at the X Furniture
Store, as to Mrs. Jones of Boston, who
might be induced to buy her jewelry at
the Y Jewelry Store.
Another part of "custom-building" the
video programs of which I speak is to
slant them to the varying audiences which
{Please turn to page 62)
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WHATSA
MATTER
V/ITTCHA?

IM

A

TOO
REGULAR

^^l^tctte^u
PROVE

WE'RE

FIBBING!

We claim central Indiana coverage (400,000 radio
homes divide nicely into our single rate card) . . .
but look at the above "Quiz Club" membership map!
We didn't expect folks in Gary, Hammond, South
Bend, Fort Wayne, New Albany, Evansville and other
remote places — more than 150 miles north and south
of the WFBM transmitter — to respond to our invitation to join the "Quiz Club."
But, in they came! So, we tested them — made long
distance calls for telephone-answer awards. Yep —
t/jey were listening!
We still claim only central Indiana coverage — but
"Quiz Club" member-listeners prove our claim is
modest. Okay, call it a BONUS.
Popularity at home."* Yes— we're still FIRST
INDIANAPOLIS (Hooper's April-May Index).
WFBM

is "First in Indiana" any way you look at iti

jytjijft
Associated with: WFDF

IN

BASIC AFFILIATE: Columbia Broadcasting System
Represented Nationally by The Katz Agency

f//«/— WOOD
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REPRESENTATIVES'
(Continued from page 56)
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few exceptions (and these stations are
careless about eveiything) outlets today
keep their representatives current. Some
stations don't mesh too well with their
representatives on promotion, and these
representatives are embarrassed all too
frequently by having clients and agencies
call them about a piece of promotion that
the representative has never seen. To
balance this, more and more station representatives are working direct with the

The stingl^toW^^^y,^

stations' sales promotion men on broadsides and mailing pieces. There are a few
representatives who actually cieate station promotion and carry it through from
idea to mailing.
The station representatives gripe on a
sponsor level is very broad. Most advertisers don't know what spot advertising is
all about and don't care. Sponsors frequently ask for impossible service from
their agencies. Only recently an advertiser with a $10,000,000 budget asked his
agency to obtain a list of spot availabilities and what their ratings would be two
years from now. That type of information would be impossible to secure even
for printed media where circulation figquickly than listening
habits.ures change far less

Another sponsor service request, and
this hits the smaller station representative more than it does the one with an extensive list of stations, is the order for a
list of all availabilities in hundreds of
markets. Many times the representative

v^

A Pretty Picture

Buy WHB in Kansas City, and you get a known quantity.
You get full value — and more— in tangible sales results.
Sweet knowledge that, and simple as ABC.
Know why?

the advertiser can't be interknows that
ested in so broad a list but he must go
ahead and tear up his office and the teletype lines to get the information. The
top 25 representatives see requests of this
type as long-range service. The bottom
25 see it as a burden that shouldn't be
foisted upon the business.
The greatest complaint of all is still the
need for an understanding on the part of
the advertiser of what spot advertising is
all about. In the recent Saks Management survey of what salesmen representing
national sponsors think of advertising

<7 — 10,000 watts carry your message to more
than three million people in the five-state WHB
coverage area, where the low frequency of 710 kilocycles assures clear, interference-free reception.
6 — Day and night, WHB is winning new friends
for your product. WHB promotion draws listeners, and WHB programming holds them. Locallyproduced shows and fine Mutual network features
blend into the New Listen in Kansas City radio.
c— Rates are unchanged. They're low, and they
include expert assistance in merchandising, promotion and advertising.
Real agency service!
See your John Blair man

for availabilities!

10,000 watts

in KANS4
DON PflSIDlNT
DAVIS

JOHN

T. SCHIllING
CtNfBAl

JOHN
MUTUAL
60

NETWORK

• 710 KILOCYCLES

BLAIR
• 5,000

MAS*C.(»

&

^

Z^
^

C<X,

WaVts' NIGHT

media, the salesmen listed network broadcasting as having their greatest respect
and spot as having their least. Representatives point to this as typical of what
of spot radio.
think
sponsors
an industrywide job, but
is
Selling spot
station representatives feel the> bear the
greatest part of the burden and many of
tiicm think it's time for all of broadcasting
to realize that spot broadcasting has been
keeping radio, as it will keep TV,
prosfjerous.
SPONSOR

WJZ
has six top programs for sale ...
all of them have loyal, ready-made
audiences ... all of them get results
in the nation's first market!
Local Programs

Co-op Programs
ABBOTT

AND

COSTELLO.

Riotous tun and

nonsense- with America's favorite zany comedy team. With music by Matty Malnecks
popular orchestra. This great network show
is for sale in New York at a surprisingly
low cost!
FAVORITE

STORY.

When

it comes

to pres-

tige, you just can't beat Mr. Ronald Colman,
winner of the Academy Award and "man of
the year" in Hollywood. His brilliant dramatic half-hour is one of the most distinguished inradio — and he can build good will
for your product exclusively in the New York
area! Sundays, 4:30 pm.

DON

GARDINER.

Here is early morning news

at its best. Don (iardmer is a topnotch newscaster, popular with New Yorkers because of
his complete and competent coverage of the
news. More and more in these historic days,
listeners are tuning in their radios for ?iezvs.
Weekdays, 7:00 a.m.
THE FITZGERALDS.

Ed and Pegeen are more

than "favorites" with New Yorkers; they're
an institution! Their popular breakfast program on WJZ is full of fun, good humor, interesting facts — with a special charm all its
own. Results.' Call WJZ for some amazingbut-true stories! Weekdays, 8:15—8:55 am.

MR. PRESIDENT— direct from Hollywood,
with Metro-CIoldwyn-Mayer's popular
Edward Arnold as star! In this momentous
election year, the attention of every man,
woman and child in America is focused on
the White House! This timely program has
everything: drama, patriotism, thrills, suspense, action. Sundays, 2:30 pm.

xEivfiord AtRcii

York 50,000 watts 770 kc

WENR-Chicago

50,000 watts 890 kc

KGO— San Francisco 50,000 watts 810 kc

AUGUST

ALBERT. Did you read critic John

Call the ABC spot sales office nearest you for information about any
or all of these stations:
WJZ-New

ABC

ETHEL AND

Crosbys recent rave review,' What a tribute!
.And every word of it was deserved — for here
is one of the most delightful comedy programs on the air. Listeners recognize themselves inevery line — and they love it! Weekdays, 6:45 pm.

KECA

-Los Angeles 5,000 watts 790 kc

WXYZ

- Detroit 5,000 watts 1270 kc

WMAL-Washington

5,000 watts 630 kc

ABC Pacific Network

American

Broadcasting

C^ompany

1948
61
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ASKS

(Continued from page 59)
are potential purchasers of various products. For instance, a pipe manufacturer
cannot expect to do his best selling
through animated nursery rhymes.
Slant the programs to audiences, I say,
but there the "custom-building" should
end. Dramatizing the commercial is one
thing, but television advertisers should
not make the program the product. In
other words, how "custom-built" can
you get?
In radio I have had jewelers, for instance, ask for programs about the mining

of diamonds. Not only would it be prohibitively expensive to take cameras and
crews on the long trek to the diamond
mines of Africa for a television program,
but what would be accomplished? Only
a repetition of a grave mistake in speaking

the sp<jnsor's language rather than that
of the televiewer, who is the one to be sold. preplanning, plus the opportunity for correcting flaws and fluffs, makes for the
This is a point which reminds me, too, of
the undertaker who wanted me to build a closest approach to program perfection.
radio show for him. He had the theme Now that open-end transcriptions have
more than come into their own, I believe
song all set —"I'll Be Glad When YouVe
the video counterpart will start from that
Dead, You Rascal You." (Editor's note:
high
point of attainment. And compeGoodman didn't sell him, but the undertaker was serious.)
tent producers of video programs on film
It is inevitable that video be compared — programs which will be both syndicated
and "custom-built," which will maintain
good production quality at minimum
costs— will keep abreast of the television
industry which is setting an ever better,
faster pace!
Harry S. Goodma.n
General Manager
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with her older brother, radio. In radio,
open-end transcriptions were long kept
more than a step behind the industry.
Not because of the failure of programs by
competent producers to reach the proper
stature, but because of a failure in certain
quarters to see the obvious, to see that

Harry S. Goodman Radio Productions

We do not recommend motion
picture films as a
method of maintaining program
mum cost.
quality
at Gcod
miniquality motion
pictures are too
expensive for television. We recommend teletranscriptions, a new form
of film recording.

These transcriptions are created by recording alive program off the face of the
cathode ray tube with speciall\-designed
camera equipment. They can then be
used throughout the country on a television network basis, giving the adver-

lisK-ners.

U yon >vhat we can do for you.
],ei Pearson te

tiser many "plus" values not now available in the medium.
1. The advertiser can select affiliated
stations an\where in the country', giving
him complete coverage of his marketing
areas, local dealer tie-ups, local merchandising and promotion, etc. He can also
select time and date adjacent to the best

s Mutual .
San Antonio

W.
HowardOwne
r
J o ^1 n

presented
Nationally Re

E.

62

Davis

Pearson

by

Company

' local programs in each city. Consequentlw
flexibility. transcriptions offer complete
2. The advertiser is not hampered by
' the limitations of local facilities which
may be inadequate for quality production
of his programs and commercials. He
knows exactly what will be on the air
wherever he desires his programs to be
telecast.
3. It is very difficult to distinguish
(Please turn to page 65)
SPONSOR

PEOPLE
ARE "SEEING THINGS"
IN DETROIT

Every day of every w^eek, WWJ-TV, Detroit's
first and only television station, has the eyes of
Detroiters focused in its direction.
WWJ's diversity of programs and features has aroused
the interest of Detroiters of all ages, in all walks of

COOKING
SCHOOL

Jife, to the point where steadily increasing sales
of television receivers has attracted an
impressive list of national and local advertisers.
Thanks to WWJ-TV's pioneering and showmanship,
television has already become an effective
advertising medium in the Detroit
market— 4th largest in America!

FIRST

IN

DETROIT

National

Reprastnlalivts:

Own«d
THE

ani
GEORGE

Optrottd

by

P. HOLIINGBERY

THE

DETROIT
COMPANY

NEWS

IUmj»irw_
Asiociale fM Station WWJFM
Associate AM

Station

WWJ

,

GREA T!

^
^
^
^
^
t
What
SERVE THE COMMUNITY

Station

^^
...
btimulated

prarmstead
. a\
lu in cooperation
by wkjav
WNAa
Improvement »p
rrogram^ held
with State Extension Leaders and County Agents^ farmers in 103 counties in Big Aggie Land

are giving their homes and buildings a face-lifting. More than 1 ,040 farm families are already
competing for prizes in this 3-year WNAX
Farmstead Improvement drive.
MINGLE

WITH

LISTENERS

Dig Missouri Valley Barn Uance

.

^.

w

„

r

n

gang now

entertaining bioux Lity Kiverview
♦

,

<;

r

.

p

Park patrons with 2-hour broadcast, Saturday nights. • In 3 weeks, Bohemian Band played
to more than 5,000 folks in 8 towns in 3 states. • Inquiring Farm Reporter took recording
apparatus on 1 , 000-mile plane trip, when Interviewing farmers throughout South Dakota.
Although

U. S. farm debts increased. South Dakota, Nebraska, Iowa ranked

1, 2, 3, in reducing farm mortgages in '48, according to Dept. of Agriculture.
5 states in WNAX-area showed a lA^/c average reduction.

SALES FOR ADVERTISERS ^ ,
Maker
ance sold 4,358
listeners.
Sales
weeks, WNAX

all

, ., .^

, , appli-,
oh 11.79 .kitchen
items
DIRECT
to WNAX

cost, only
16.9%.
• In 10
advertising and merchandising

got product into 767 Big Aggie drug stores,
where previously there'd been no distribution.
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U. S. HOOPERATING

MR. SPONSOR

{Continued from page 29)

{Continued from page 62)

ASKS

the broad base for which they are Hooper- between a transcription and a motion
reported. It is not possible, for instance, picture when viewed on a television
to take the Fibber McGee and Molly U. S. receiver.
4. A live studio show which is teleHooperating for the cross-section of all
U. S. homes, which is 24.85%, and deter- transcribed costs considerably less than a
mine thereby the listenership in an indi- motion picture of equivalent length and
vidual rural or city area. Fibber is re- quality. All cutting and editing is done
ported via the U. S. Hooperatings as on the control panel with continuous
having varying coverage in the three visual and sound recording resulting. It
population groups into which Hooper has is this reduced cost which makes national
divided the U. S.
City
television advertising possible.
Town
Rural
Program
Fibber

27.53

23.97

5. Teletranscriptions are created in a
special manner which permits cutting and
editing of production flaws which occurred
in the original live performance, thus improving the program quality.
In summary, therefore, teletranscriptions are the answer to top quality programs which can be reproduced throughout the country on a national basis at a
reasonable cost.
Edward Roberts Carroll
Manager, Teletranscriptions Dept.
DuMont Television Network, N. Y.

22.35

The variation in U. S. Hooperatings is
even greater in the case of a program like
Lux Radio Theater, which is on the air
from 9 to 10 p.m. EST. Only metropolitan areas stay up late consistently.
Program
Radio Theater

Town
19.34

City
29 . 25

Rural
18.10

It must be stressed that these figures
also are not projectable against any individual area but against City U. S. A.
(areas over 50,000), Town U. S. A. (areas
2,500^50,000), and Rural U. S. A. (under
2,500). The ratings which are percentages of all U. S. homes are averages for the
entire country, not for any individual
(Please turn to page 66)

WDSII
(Mt profits

WDSU broadcasts 5000 watts
from the French Quarter to
the Gulf and South Louisiana listeners.
From daily association with time-honored
New Orleans institutions WDSU has
developed a high quality of integrity.
WDSU devotes program time regularly
and exclusively to the St. Louis Cathedral,
the International House, Moisant International Airport, Tulane University,
Union Station, the Municipal Auditorium,
Symphonies and Operas.
WDSU's

dominate Hooperating proves that honoring local institutions
creates high listener
loyalty.

will please -^^e^, too

When
HERE'S

WHY:

with the

the NORFOLK

nation's greatest

(Hooper,

delivers the customers

C.

M..

Let us tell you

John Blair & Company,
AUGUST

daytime Mon.-Frl. quarter hours; is well
ahead of the nearest competitor for 36
of the 40.

population gain, '47 over '40 (Bureau of Census, '47), is STILL GROWING . . . more customers, more folding
money than a year ago.
WTAR

at less

Fall-Winter,
what

Market

DAYTIME: WTAR
outrates all other 6
local stations combined on 15 out of 40

Market,

metropolitan

cost per sale because WTAR has most
of the listeners practically all of the time

\

ORLEANS 1m ACII
,-„_
■■ w^^m^m
1280 ,kc

do the sales job In the NORFOLK

area

And

V

you let WTAR

NIGHTTIME:

WTAR

outrates

the other

3 local nighttime stations combined for
43 of the 56 half hours between 6:00 &
10:00PM, Mon.-Sat; with a comfortable
margin of leadership for the other
13.

'47-'48):

this profit producing

market-media

team

can

do for you

AHiliate
5000
woi.s

Representative

Operator,

WTAR-FM,

97.3 Megacycles

National

Representatives:

Edward

Petry & Co.
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U. S. HOOPERATINGS
I(Continued from page 65)
section. In some areas the diary sample
might be as small as two for an entire
town. When these two diaries are combined with others from the same type of
area, the surve> figures ma) be held to be
valid as an average figure for all towns of
this size combined. They arc not valid
for this particular town or any other
single town.
The validity of the U. S. Hooperatings
is no greater than the validity of the telephone coincidental. However, it must
not be assumed that the Program Popularity Hooperatings — the reports issued
each 1 5 da> s and commonly referred to as

HOW DOES YOUR PRODUCT RATE IN THIS SUPER-MARKET?
How

does your product stack

up against competition in
New York's choice WQXR market?
If yours is one of the products
hsted below ... it will pay you
to find out.
Because whatever brands VVQXR's
families buy . . . they buy a lot.
As advertisers know who have
met them, WQXR's families are
the active abo\ e-average-income
families in your biggest and
busiest market. And there are
more than 500,000 of these
families ... so devoted to the
fine music of WQXR, no other
station can reach them so
effectively.
Get your copy of this new survey
now. Just drop us a note today.

WQXR
and H'OXRFM
Radio Stationt of TKe Srtr Y<n-k Time$
730 f^flli Avenue, Seic Yirrk 13, .V. 1'

WHAT DO YOU SELL?
Beer
Bread
Boxed Candy
Canned Meat
Chewing Gum
Cigarettes
Coffee
Cigars

Hooperatings — are the base from which
the U. S. Hooperatings are projected.
The Program Hooperatings are reported
; from a base of 36 cities each of which has
equal opportunit\ to hear the programs
of the four major networks. As indicated
Ipreviously, the base used by Hooper for
his U. S. Hooperatings is projected from
84 areas from which Hooper is delivering
Cit\ Reports to stations, agencies, and
sponsors. These include cities in which
comparative network strength differs.
How different the 36-city report can be
from the U. S. Hoop>eratings is seen in the
table published with this analysis. There
are very few programs like Truth or
Consequences, whose ratings in the 36
four-network cities used for Program
Hooperatings are the same as their U. S.
Hooperatings. Truth or ConsequeiKes
Hooperating for Januar> -February 1948
(average of four such ratings) was 24.1.
Its U. S. Hooperating is 24.26, just a little
less than .2 higher.
Extent of network facilities is a vital
factor in U. S. Hooperatings.
It isn't
Iin Program PopuIarit\ Hooperatings, for
Ia simple reason. No study of popularity
I ratings is made in cities where the four
networks are not heard with approximately equal facilit). Therefore it's a
report on program appeal in which it is

Dog Food
Floor
Wax
Hair Tonic
Ice Cream
Perfume

logical that
like will
ABC's
Winchell
and programs
Bing Crosby
rankWalter
high.
In the U. S. Hcxjperatings. the surve>

Prepared Desserts
Salad Dressing

represents the nation. It is logical therefore that only NBC and CBS programs

Shampoo

Sparkling Water
Tea
Tooth Powder
Tooth
Wine Paste
Send
today Brand
for WQXR's
19*8
Consumer
Preference
Survey . . . and find out how
good-income New Yorkers buy.

appear in the "Top Twenty"
U. S.
Hooperatings.
Inevitabl) , U. S. Hooperatings and the
Nielsen Radio Index report on listening
figures will be compared. Such a comparison, in detail, is being made by a
ranking advertising agenc\ research man
for publication in sponsor. At this time
it is important to indicate that the Nielsen
usable sample (accurate tapes from Audi-
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meters attached to radio receivers in the
home) are less than half the diaries retumed to Hooper from his mailings.
Since these diary records were combined
with thousands of telephone interviews,
Hooper's completed two'month sample
(January-February 1948) is many times
the size of Nielsen's panel. On the other
hand there is no question but that an
Audimeter tape, which registers every
dialing change of a receiver without the
dialer's even being aware that it is being
registered, is a more accurate record of
set use than a diary. However, since the
base for U. S. Hooperatings, telephonecoincidental ratings, and the diary ratings
are adjusted through the use of the coincidental base, the inaccuracy of the
diaries is not a significant factor.
There is a great deal to be learned from
Hooper's first circulation ratings. Hooper
will be the first to admit that they are
subject to the errors which must be a part
of any first study of program coverage in
terms of homes. The figures do permit
network sponsors to reappraise their
facilities as well as their vehicles.
A start has been made on Hooper reporting who listens on a nationwide basis.
One fact must not be lost sight of.
This is but a start. It is not the final
answer to broadcasting research.

* * *

WIP
Jn*oduces
In March, 1913, the Arrow Store— reputed
to be the largest purveyor of Arrow
nierchaiulise in America, based on square
footage of floor space— began sponsorship
of "The Arrow News", 8:15 to 8:30 AM,
Monday tiiroiigli .Saturday.

It is esliiiialed thai the Arrow Store has
quadruj)l«'(l the store space in the past five
years . . . five years in which "The Arrow
News" has been the "Big Gun" of the
store's radio advertising, and one of the
biggest of all its advertising weapons.

^y,.^A^

WIP
by

THAN ANY OTHER
RADIO STATION
IN

OMAHA

&

Council Bluffs
BASIC ABC

5000 WATTS

Represented By
EDWARD PETRY CO., INC.
AUGUST

Philadelphia
Basic 3tatual
Represented

\atiunatit§

EDW
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D

PET

& CO,
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Continuing the seasonable decline in radio advertising, national spot
placement in June was off 3.3 from May. Reason why nationwide de-

spot
trends
Based upon the number

cline wasn't as great as expected for this month is the jump in soft-drink
spot use. While the " Beverages and Confectionery" index didn't hit its
high of last October, it was up 16.3 from the previous month. Indications are that this category will continue high in business placement
through September. Also bettering their May indices were the "Automotive" and "Tobacco" categories. End of strike threats in the automobile industry is said to be reason why spot business placement in this
field is continually increasing. Regionally there was a light improvement in the Pacific-Rocky Mountain and New England areas.

of programs and an-

nouncement: placed by sponsors VNi'th stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as a base of 100

AUG
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Trends by Industry Classifications 1947-1948
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WROL
620 KC

YOUR BEST BUY . . . BY FAR IN KNOXVILL

5,000 WATTS
WROL

* Greater Coverage
* Greater Audience
* Lower Cost

7 A.M. -7
Monday
thruP.M.*
Friday

37.5

Delivered Radio
Homes per

750

Dollar Cost**
•

[STATION "B-iSTATION

30^
'*"'°

"C"

^^'

STATION
7.3

^®°

"D"

225

*Based on the second quarter report ol "The Knoxville Radio Research Study"
sponsored by the radio stations of Knoxville and conducted by Bernice M. O'Connor,
Supervisor, and Dr. E. E. Garrison, Associate Professor Marketing, School ol Business
Administration, University of Tennessee, covering the months of April, May, and June
1948 with a Iota! ol 43,200 coincidental telephone calls.
**Cost of Knoxville listening is approximated by assuming 100 per cent listening
and 40,000 radio homes in Knox county and using the single time 1 5 minutes published
card rate.
Relative costs are correct for any percentage of listening.

STATION

B

0.5 MV/M DAYTIME
KNOXVILLE, TENN

WROL
0.5 MV/M DAYTIME
KNOXVILLE, TENN.

John

Blair & Company
National Advertising Representatives

Harry Cummings
Jacksonville, Fla., Southeastern Advertising Rep.

NBC FOR EAST TENNESSEE

STATIOh4
6.3
148

"E"

CUSTOM-BUILT

NETS

(CM7ttinueti Jrom page 33)
broadcast? The explanation is manifold.

Everybody's
itchin' to see
what Easy does
on 50,000
this man (^>>vnn makes with a mi-

\\ ith an aiidiciict' limited largely to
(.eiitral iii<liana. Kasy G>vynii.

crophone, everybody and his
hrother bends an ear ... all of

W I IH!"s platter-aiul-patter man
par excellence, pulled 61,212 pieces
of mail in the past year. If you're
wiiessing what the count will he
when \\ IRC goes to 50,000 watts

which suggests that if you've a selling job to do in Iloosierland, Easy
(i\s\nn is vour best bet. Ask vour
John HIair man about availabilities

and hlankets all of Indiana, you'd
hetter guess high hecause, when

oil \\ I BC — soon to be Indiana's
Jirsi (iiul only 50,000-watt station.

JOHN

BLAIR

&

COMPANY

•

NATIONAL

1070

REPRESENTATIVES

pays for the time "to the nearest quarter
hour." The same thing is true on an
overtime basis, although Bo\nton states
"there haven't been any overtime periods
in tennis broadcasts in many years."
In the case of football sponsorship, time
is also purchased on a block basis. Since
{Please turn to page 80)

KC

50,000 WATTS
SOON
BASIC
MUTUAL
The

Indianapolis

News

First, Spaulding is covering onl>- the
territories where its distribution justifies
the advertising expense. Second, it can
afford to purchase stations with the
lowest time costs in the linked territories.
With events like the National Tennis
Matches, the audience that is interested
will tune the stations bringing the games
to the air. It is not necessary to purchase
a station with a high Hooper. In the case
of custom-built networks for headline
sporting events, the saving is not alone
through being able to buy stations with
go(jd facilities and low time costs, but
also in being able to purchase time on a
block-basis. The Davis Matches, for
instance, are contracted, station by station, on a full-hour basis. The National
Tennis Matches cover a time span of two
hours. I f the meets run short, the sponsor

Station

"Cowboy

Hymns," by

The Texas Rangers, is the
first album of its kind! This
exciting new album by Bibletone
^features six outstanding cowboy hymn
selections.
Just one more accomplishment of The
Texas Rangers, America's largest and
finest group, playing and singing

Impressions of Alaska gained from school books of even a few years ago don't
fit the NEW Alaska of today. Theatre-goers almost anywhere in the 48 states
would fittingly boast of a showpiece as modern, as up-to-date, as the Fourth
Avenue Theatre in Anchorage. ..another symbol of the NEW Alaska— America's
great NEW market of above-average consumers.
"'%l''^

5-: KC

Western tunesi They've built a national reputation that can be put to
work for your client, through their
top quality propriate
transcribed
tunes. Rangers
It's apthat The Texas
music is transcribed vertically for high
fidelity . . . America's only vertical cut
find
them idealof^'csternmusic.
for either FM or^'ou'll
AM.
transcriptions
They are priced right for your market,
and vour station.

K£0

VOICES
NEW

of

the

ALASKA

I M^"

Sold separately.. or m combmallon

GILBERT A. WELLINGTON.
1014

AJ*t«nt«, tw'Mmq

oo°

al 20%

discount

*

^l^t,t^

Noll. Adv. Mgr.

• S*<,nU 4 W0rf,,ng*an

ftmjLOa^ejmu' ■'jm " ^^tstasss
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NO. 3
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g
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Wi^w^t ' 1Jp V
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30,000

SMALL

FRY. The vast army of

young listeners to WABD's Small Fry program
has a solid core of 30,000 faithful followers
who have qualified as members of the club.

PROGRAMS
FOR EVERY TASTE. This breakrlown of a month's programs on
WABD— key station of the DuMont Network — shows a well balanced entertainment diet.

ORIGINAL AMATEUR HOUR promises
to repeat on television its great radio success.
Two successive Hooper Reports have given it
a whopping rating of 46.8 — tops in television.

For information on any phase of television — advertising,
starting a broadcasting station, opening a dealership — asl; DuMont.
Du Mont has pioneered in every phase of television; knows all the
angles; is interested in anything that promotes television,
DU

MONT

TELEVISION

NETWORK

"The Nation's Window On The World"
515 Madison Avenue, New York 22, N, Y.

E

V

f

Two
"COURT

OF

CURRENT

ISSUES,"

television's most adult public service program.
Vital topics of public interest are put "on trial"
before a picked jury of competent authorities.

AUGUST

1948

DU MONT NETWORK STATIONS
WABD-Channel 5
New York, N. Y.

WTTG-Channel 5
Washington, D. C.

WDTV-Channel 3
Pittsburgh, Pa.

WNHC-Channel 6
New Haven, Conn.
71
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Contests and Oilers
PROGRAM
AMERICAN

STORES

APPLETON

CAMERA

■DRDEN

Chain food
stores

CO

SUPPLY

PhotoKraphic
Various
goods
Borden

CO

Cooklwok
AiiMTU-an &
American Music
Musical

County

CHRYSLER CORP
OE SOTO DIV
COLGATE.PALMOLIVE-PEET

Palmolive

Pens, psiors
Old Gold Cigs.
Cough drops
Watch bands

EVERSHARP. INC"
P LORILLARO CO
SMITH BROS CO'
SPEIOEL CORP

Gaines Dog
Food
CORP
Coconut

Hit the
Jackpot

Listeners fill out entrj- blanks obtained at
sponsor's stores: guess title of mystery tune
when phoned by program

Various merchandise prizes

Send fan letter to show

CBS

tSOcash

Wives submit photos of their husbands performing daffy stunts.
Best photos nu in
Paradt magazine

Cumulative stockpile of high-priced
merchandise prizes

Listeners called,
ants compete
in musicalwith
quizstudio contect-

Ap^leton,

Kay Kyser

Nylon bath brush

Send two black Palmolive bands & $1 to sponaor

CBS
NBC

$18,000 Cminiiiiutn $1,000) in various
cash, merchandi.se prizes

Listeners called, must identify tune played plus
"Mysterj- Melody "

ABC

Underwood portable typewriter

Send question for discussion by jury to pro-

MBS

Booklet: "Coconut Glamor Desserts"

gram, N. y.
Send 10c in coin to sponsor. Battle Creek

NBC
WHFB,

Wild',

Saturday
1 :30-2 pm
Tuesday
9:30-10 pm
Saturday
10-10:30 pm

N. Y.
WHBY,

$5 bag of groceries

MWK
10:30-10:45 am
1-5 pm
Saturday

Merry
-(ioRound

Fair
products
Cars
Soap

Ithaca,

Sunday
8-9 pm
Stop the
Music
Jury
Juvenile

(15-min
Sundayea.)

•n-s

3:30-4 pm

When a Girl
Marries

5-5:15
pm
MTWTF

wood
Show
Lee Lock-

9:30-9:45 am

Baker's
HOUSE

OF DAVID

Home-made
preserves

Jenny
Aunt

LEVER

All products

k MYERS

Chesterfields
Soap

MANHAHAN

MARS

SOAP CO

Monday
10:30-11 pm
Tuesday

Call the
Police

9:30-10 pm

So You Want
to Lead a
Band?

Dr. I. Q..
Mars,

METROPOLITAN
LIFE
INSURANCE CO

PHILIP MORRIS

Institutional

Cigarettes

CO

Toastmaster
Bread

CO

Pet Milk
Dreft

4 GAMBLE

Kodee Eup
Coffee

BROS CO

soap
Various merchandise prizes

Listeners called, pick best amateur band leader

NBC

Full purchase price of three cakes of

Send 3 wrappers and letter telling whether or
not product liked, to program, N. Y.

NBC

Katie's
Dr. I. Q. Jr.

5-5:30
pm
Saturday

Eric

6-6:15 pm
MTWTF
Friday

Health booklets

10-10:30 pm

$20-$100 in cash prizes

MTWTF
1:45-2 pm

Cumulative $10 jackpot

Sevareid

Wins
Nickles Telephone Quiz
Mary Lee
Taylor
Joyce
Jordan
Tell Us
the "ntle

Lighters

Send 25c and 2 boxtops to sponsor, N. Y.
CBS
NBC

MTWtF
11:15-11:30 am

Twenty
RONSON ART METAL
WORKS

35-piece model circus set Cpromotional
tie-in with Ringling Bros)

Daughter

Everybody

k CO

BAKING

PET MILK MLES

■AGLANO

CBS
CBS

Wednesday
7-7:15 pm

Snickers

PROCTER

Saturday
10:30-11 pm

(1) Various merchandise
and cash
prizes.studio
(2) contestant
$50 weekh' fails
plusto whatever
win

(1) Weekly word-building contests, based on
new product phrase announced
each week.
(2) Send biographical sketch with Ping wrapper
to program

Send list of 5 questions with P-.VI package
wrapper to p.'ogiam.
Cash for use, more if
contestant misses
Listeners called, give correct answers to mc's

Recipe booklet ; baby care booklet
4-piece "Lustro Ware" refrigerator set
of plastic food containers

MTWTF
10:45-11 am

Pound of coffee

Listeners called, identify songs played

Saturday
8-8:30
pm

Lighter to s«'ndor of subject used; if
studio conte.-itaiits stumped,
grand
prize of silver table lighter, matching
cigarette um, tray

Send subject about which 20 questions may be
asked, to program, N. Y.

WILDROOT

\,,ri.r,.

$1,000 grand prize, various other cash

Listeners send number times "bride" mentioned on program on certain days, with 25word letter on program, to program, N. Y.

Wildroot
Cream
Oil

CO

prizesprizes
$5 cash

Send list of any three songs to program for

WILLIAMSON

CANOr

CO

nil lli-iiry!

Bride &
GroomI'
ruc

2:30-3 pm

Whafs the
.N'anii" of
That Song

Wednesday
8-9:30 pm

CBS
CBS
WHBC.

Canton, 0.
CBS

Free on request to
program, c/o local CBS
station
questions
Send 75c and one Dreft top to program, Cind.

NBC
WHBS.
Huntsville,
AU.

ABC

Monday
DRUG

NBC

Free on request to program, c/o local CBS
station

MTWTF
10:45-11 am

Questions
STERLING

Mich.

MTWTF
12:15-12:30 am
Monday
9-10
pm

Irraa
My Friend

Sweet Heart

INC

NICKLES

Harbor,
Benton

Listener furthest from station writing in musical
request wins weekly

Lux Radio
Theater

BROS

LIGSEn

Case of HOD jams and jellies

.MB.*
Don
Lee

Detect
ive
Myste
ries

Sundav
4:30-5 pm

$100

reward

from

True

Magazine

Detective

program use
Awarded weekly if person correctly identifies
wanted criminal described on show to FBI,
then contact magazine

MBS

••
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SPONSOR

w^
Potential radio homes, that is!
You know how it is with local radio
advertisers: they can measure, by
actual sales results, the
effectiveness of their broadcasting
on a given station. Well, CFRB's
local advertisers report pretty solid
success. You can easily check on
that. We've published some of
their statements.
. . . And one big reason for any
advertiser's success on CFRB is
simply this ; you reach more homes
on CFRB, for every Dollar you spend.
You can see this for yourself,
by comparing CFRB's Bureau
of Broadcast Measurement

standing, and Elliott-Haynes
ratings, with those of other
stations in the Toronto area.
A breakdown of latest figures
shows that on CFRB after 7 p.m.,
you buy 1000 potential radio
homes for 54c.
You buy 1000 potential homes
between 6 and 7 p.m. on
CFRB for 3Gc.
At other times on CFRB you
buy 1000 potential homes for 28c.
So — invest your radio dollar
on CFRB. You'll reach more
homes in Canada's richest market.
You'll get resullsl

Representatives: UnHed Sfafet: Adam J. Y«ung Jr. Incorporated

AUGUST

1948

Ontario's favourif^
radio station

CFRB
TORONTO

Canada: All-Canada Radio Facilities Limited.

73

CBS is the only network to hold and increase its share of the radio
audience in the past year, despite the surging competition for listeners
from some 450 new

radio stations. A matter of solid comfort

for advertisers who want to lift their sales curves.

The Columbia

Broadcasting System

I
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^'Citation" In The Races,—
WHEC In Rochester
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(TIES— 0)
Stations E & F — No Firsts, No Ties)
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HOOPERATINGS
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Last report before closing date, — morning, afternoon, evening combined.
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National
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&

SON,
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York,

Chicago,
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CUSTOM-BUILT

NETS

{^ijjntmiu'd Jwm fxige 70)
most college games are played on Saturday aftem(K)n, and since, with the exception of the U. S. Army, there hasn't been
any sponscjrship on the networks of football on Saturdays, most stations are willing to talk terms for block time purchases
for the games. As football switches, bit
by bit, to night games, sponsorship of the
games will be over independent stations.
The fact that more college games are
being played on Friday evenings is one
reason why NBC, this Fall, is out to
build up a block of programs with big

audiences to fight the fcxjtball stations.
Professional f(H)tball, a Sunday afternoon sport in most localities, is also growing into a custom-built network program
feature. Unlike baseball, football games
(college or pro) are played regardless of
the weather. They do not create the
problem of games being cancelled. Tennis,
like baseball, is not played in the rain.
It has to be contracted for on the basis
that the matches will be played on the
following day, or the day after the following day. That's tough on stations which
have to prepare substitute programs to
cover weather contingencies.
Broadcasts of games that are cancell-

WISCONSIN'S
Aecued^ and

MOST
POWERFUL
RADIO
STATION

able are accepted by stations because they
deliver audiences. In the summer, in
Boston, independent station WHDH goes
right to the head of the Hub's broadcasters. This is true of many of the stations that air sports and are linked with
custom-built networks for this purpose.
Many of them therefore make a package
deal for the season (if a seascjn-long contract isinvolved) or for individual games
if, like football, the games are contracted
for on a week-to-week basis. The reduced package time-rate more than makes
up for the cost of the specially ordered
telephone lines. Another reason for the
station's willingness to accept a package
rate is that an advertiser sponsoring a
special event on a custom-built network
usually spends considerable money promoting the broadcast at the point-of-sale.
Thus, the station's call letters are brought
to its prospective audience, and that's
worth a great deal.
Most agencies do not recommend custom-built networks unless the event to be
aired is an occasion that loses its impact
unless aired live, and there is no available
group of stations permanently linked up
as a regional or special network which
cover the advertiser's market.

This is

AFFILIATED M. B. S

1070 ^<^ ^^ ^^
MADISON

3, WISCONSIN

Represented by HEADLEY-REED
80

COMPANY
SPONSOR

easy to understand since custom'built
networks are time-consuming and expensive to operate from a manpower basis.
Each station has its own contract, and
there must be a special contract with the
telephone company.
That's a big job.
Nevertheless, where the occasion and
the sponsor's distribution demands, as in
the case of Spaulding, Atlantic, Goebel,
Narragansett, and a number of dairies,
brewers and oil companies, there is only
one tight effective way to use broadcasting— the custom-built network.
Even politics enter the building of these
per-occasion chains. Most contracts for
custom-built networks for this fall have
been signed months ago. That was the
only way that the agencies could protect
their sponsors against being cancelled for
political broadcasts.
Politics also turns to custom-built networks for its link with the people in a
single voting area. There are few links
(regional, or sections of a national network) that cover an area the way a candidate desires.
* ♦ ♦

Despite the obvious need, it's logical
that there is no great driving urge for a

"spot," will reach, for the most part, only
the advertising segment already in broad-

new name for "spot." Status quo is
casting. The advertiser who hasn't used
always easier than change. The fact that the medium or has used it sparingly must
there are many advertisers who should be educated on the importance of using
national bro?.icast advertising at a local
use broadcasting but don't, because they
look upon radio advertising as either net- level.
A new name Tor "spot" will go a long
work (too costly) or "spot" announcements (too insignificant), makes little im- way towards brorJening the radio advertising horizon of organizations that
pression on many in the agency field and
on many advertising managers. The haven't used the medium yet. It could
campaign which will be waged by the shake the broadcast industry out of its
"spot" inertia.
National Association of Station Representatives to educate agency and adverIt's important that a name be untising personnel, through a well-docucovered to replace "spot" before TV
mented presentation on the value of becomes a nationwide factor in broadcast

$100 FOR A NAME
(Continued from page 43)
states, "I have to explain the term when
talking to executives who aren't connected
with radio."

WDEL
WGAL
WKBO
WRAW
WORK
WEST

Established 1922
WILMINGTON,

DEL.

Esfablished 1922
LANCASTER,

PA.

Established 1922
HARRISBURG, PA.
Established 1922
READING, PA.

Established 1932
YORK, PA.
Established 1936
EASTON,

PA.

8 J

Keprestnted by

ROBERT
MEEKER
^
ASSOCIATES
Chicago
Son Francisco

AUGUST

New

Yoric

Los Angeles

1948

i

iidvcrtising. That's because TV will deliver naticnwide visual air advertising on
an individual market level long before
TV will be available on a telephone or
microwave (automatic relay) network
basis. To burden this new segment of
broadcast advertising with the dualmeaning and generally misunderstood (at

Here are your figures,
Mr. BMB. More proof
that WPTF is the No.
(T) Salesman
Carolina,

a sponsor executive level) "spot" nomenclature isunfair to television, just as it is that the name "spot" is an industry
obstacle. Others, almost as numerous,
unfair to the new facets of FM, "storefeel that the wcrd "spot" is adequate, part
casting," and "transitradio."
of the radio language, and here to stay.
At a timebuyer level (see "Quotes,")
Sponsor has been checking the men
men and women like Jack Laemmar
(Foote, Cone & Belding, Chicago), who pay the bills for broadcast advertisFlorence A. Neighbors (Goodkind, Joice
ing for over six months.
Generall)' these

the

South's

On WSBT, every
CBS show has

WPTF'S
BMB
AUDIENCE
457,840 FAMILIES
90-100%
80-100%
70-100%
60-100%
50-100%
40-100%
30-100%
20-100%
10-100%

M

WPTF

pern (Owen &' Chappell, N. Y.), Stewart
Brown (Neff-Rogow, N. Y.), and McLean
Chandler (Leo Burnett, Chicago), feel

in North

No. 0 State

% BMB
Penetration

& Morgan, Chicago), William D. Smith
(Buchanan, N. Y.j, Frank Daniels iLennen & Mitchell, N. Y.), Tom McDermott
(N. W. Ayer, N. Y.), Tom Lynch (NewellEmmett, N. Y.), Helen Wilbur (Doherty,
Clifford & Shenfield, N. Y.), David Hal-

Day-time Audience
Families

K

180.280
288,830
303.080
319.030
368,510
398,030
41 1,850
442.390

a Hooper that's
higher... , , ..(
\

457,840

S Audience
taining Complete BMB

Reprint con-

'
'
"
'
"
002%

audience in-

formation byCounties and measured
Cities available upon request.

CBS«960

WSBT

KC«5000

WATTS

Hooperatings on all CBS shows arc higlicr tlian

the national ratings. Not just a link- liigher, but iniicli
higher — 23 to 202 per cent!*.\n(l no otlier station, either
local or out-of-town, even comes close in Share of Audience. It is Vt SBT— and only \^ SET— that gives you blanket coveraKe of the South Bend market.

FREE & PETERS
82
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men state they have little desire to change
the word "spot." At the same time they
are confused by the name. They think of
the field of "spot" as being short announcements, jingles, and one called it
"irritant" advertising.
When a multi'million dollar advertising
form is so misunderstood and underestimated something should be done to
find a word that doesn't misdescribe it.
That's why sponsor is asking advertisers, advertising agency men, station
representatives, station executives — in
fact everyone in the advertising business
— to suggest a new name for "spot."
There's $100 waiting the sender of the
name regarded best by the 1 5-man industry committee. Contestants won't be required to pay postage on their entries. A
postage-paid card between pages 42 and
43 is yours to fill in and mail. In case of
duplicate entries, the first to be mailed, as
indicated by the postmark on the card,
will be judged the winner.
As usual in most competitions, the decision of the judges must be final. No
entries will be returned by sponsor. No
employees of Sponsor Publications Inc.
are eligible. All entries must be mailed
before midnight, 30 August. The compe-

f I ^HERE IS AN AREA Served by WGY of
-*■ which the Capital District of New York
State is the hub. In this area, WGY is the

tition's ofl^cial starting hour is midnight,
8 August.
(Please turn to page 86)

station most people listen to most. But this
is only one reason advertisers prefer WGY.
No other single station can duplicate

ALL-STAR
WESTERN THEATER

WGY's coverage, and no group of stations
can do so at a price that is at all competitive. Figured on a cost-per-listener basis,
popular, pioneer Station WGY is the
economical buy.

__TOP

94
30 Min.
Transcribed Shows
WITH BIG-NAME
TALENT

At WRGB, the General Electric Television Station, a reputation for economical
programming is in the making. Ask your
nearest NBC Spot Sales office about "44
Practical Television Programs" now available for sponsorship.

Dec.

'47 - Apr. '48
HOOPER
WOWOMAHA

18.2

KCMB
WMBO
WHO

- Kansas City 13.5
- Peoria
15.1
- Des Moines 14.1
" NUF SED!
WIRE
WRITE or PHONE

HARRY
S. GOODMAN
Radio Proclurtioni;
19 E. 53r(l St., N. Y. C.

AUGUST

1948

NATIONAL

WGFM
FREQUENCY
MODULATION

REPRESENTATIVES

WGY

NBC SPOT SALES

WRGB
TELEVISION

50,000 WATTS
SCHENECTADY,
N. Y.

GENERAL

& ELECTRIC
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siped anil unsigned
New Agency Appointments

(Continued from page 18)
PRODUCT

SPONSOR
l»(>«or's UiikiTV. I)i-s Mi)iius
Oiiinii I'lihlishinil Co, Kiiifjston N. \.
K.xnii hu , N. V.
.
Saiiiii I'l- \ iiif.mi- Co. L. A.
Shi'dtl-IUiriiish Foods Inc, Detroit
Spiiilil Corp. N. V
IVtnul Mfii Corp. Ml. Vi-rnon N. Y
r«iM Cil\ Sliellac- Co Inc. N. Y.
Wai husell .Sliirt Co. I.eominster Mass
Wlu'alena Corp. Rahway \. J.
Wilson & Co Inc. Chi.

AGENCY

(or service)

Bakery

Meneoufth. .Martin & .Seymour. Oes Mi>ine
Hurler. N. Y.
Norman I). Waters. N. Y.
Krwin-Wasey. L. A.
Clark & Rickerd. Detroit
Cecil & Presbrey. .N. Y.. radio only
.Seymour Kameny. N. Y.
Devine. \. Y.
Janies Thomas Chirurti. Boston
Hrisacher. \an .Sorden & .Staff. .\. Y.
Davis. L. .\.. for I'ac adv

ilanili-liooks
riioreiis lifiliters
Wine
(irocery products
Waicli bracelets
I'honoUrapli needles
Windo-Wax. Hoor wax.
Whitney shirts
Cereal
Meats

Sponsor Personnel Changes
NAME
J . I..

A t\\4>Oti

Lester .V. .\ue
K. C. Boris
\ . John Borr
Donald Dickson
K. Iloyd Dosch
Russell K. Kbersolc
Budd (M>re
II. r. Hamilton Jr
Stanley C. Hope
W. N. Iluse
I ad Jeffery
Rudolph M. Kant
< :alvin M. Kendift
II I. .MacRae Jr
.Sydney J. Mass
Walter .Mayer
Frederick J. Motte
Da » son Newton
I.. W. N,>lie
(A'ortte B. Park
Homer Reploftle
J . P. Richardson
Rolurl J. Roth
Keniieih W . .Sickinfter
l.ouis .Sobolof
t.eoriie F. Sorftatz Jr
Paul II. Wallis

FORMER

NEW

AFFILIATIONS

Drackett Co, Cinci., asst adv mftr
.\merican
TobaccoToronto
Co. N. Y'.. adv dept
Harry K. Foster.
.\merican Home F'oods. N. Y.. mdsg mgr
H. & .S. Poftue & Co. Cinci.
Bristol-Myers Go, N. Y., asst adv mjlr

Packard, acct exec
James Hanley Co. Prov.. asst sis mftr
Ronrico C:orp, Miami, adv mftr
.\merican Home Foods. N. Y.. ften sis mftr
Hotels Statler Co. N. Y.
Byer-Rolnick (;o. Garland Tex., radio, prom dir
Stewart -Warner Corp. Chi., adv mftr radio div
United Air Lines, prom adv mftr

North
.Same,
Bendix
.Same,
.Same,
Bullas

AFFILLIATIONS

-\mer .\viation Inc. L. .\.. pres
adv mftr
.\viation
Corp (Bendix Radio div). Balto.. gen sis mftr
asst
adv mftr
vp
Dept
.Stores. Kitchener Ontario, adv mftr

Westinghouse Elec Corp (Lamp div), Pittsb.. ften sis mftr
Marshall Field & Co. Chi., adv mft.
.Snow Crop Marketers Inc. N. Y.. adv. sis prom mftr
Ksso Standard Oil Co. N. \.. exec vp
Carnation Co. L. .\.. adv mftr .Mbers Cereal & Friskies div
Lever Bros Co (Pepsodent div). Chi., asst adv mftr
Hamilton Walcli Co. Lancaster, pres
llamillon Watch Co. Lancaster, bd chmn
<;eneral Foods Corp (Bireley's div). H'wood.. sis mftr
National Pre.ssure Cooker Co. Kau Claire, adv. sis prom dir
Carnation
L. .\., adv mftr fresh milk & ice cream div
.Same, ften Co.
sis mftr
Florida Citrus Commission. Lakeland, adv mftr
Carnation (ai. L. .\.. adv mftr evaporated milk div
.Same, vpKlec Co. Bridfteport. adv mftr appliance dept
(iencral
.Same, adv mftr
.Same. adv. sis prom mftr
Zenith Radio Corp. Chi., asst adv mftr
June Dairy Prods Co. N. Y.. adv mftr
Pan .\merican-{;race .\irways. N. Y. . adv mftr
Carnation Co. L. A., ften adv mftr

Advertising Agency Personnel Changes
NAME
Wick \dams
I reda Barlels
(■eraldine lloldridfte
Ted Huston
Nicholas Kiesely
Scolty MacCireftor
.Seymour Morris
F. < '.. Port man
Hilly Sanders
D4>n Santo
Mfred J. Scalponc
I). \\. Scott
John R. .Sheehan
l.dftar A. Shoaff
Kay Simms
t.eorfte A. Slater
I . Br>ce Spruill
Charles
X'oorhis
Charles i:.
K \an
Waldeii
Henrv J. Weil
Milton Wise

r

\l (.1 SI

I'lis

FORMER

AFFILIATION

Gofnpton. N. Y.
FVee lance radio. TV producer
MB.S. N. Y.. proft sis mftr
CBS-TV. N. Y.
Mitchell-Faust. Chi., vp in chfte radio
Radio, stafte actor
Younft & Rubicam. H'wood.. prodn mftr
Bendix-Westinfthouse .Viitomotive Brake <:o. adv.
pub rel dir
I . S. Slate Dept (bdcstft div). N. Y., head
War Assets Administration, adv div chief
Kenyon & Kckharili, N, Y.
Mumm. Mullav <N Nichols. Columbus O.
Burton Browne, C^hi., vp
BBD&O. Cleveland, acct exec
Kllis. Buffalo, acct exec
M. G. Lodge. S. F.

NEW

AFFILIATION

Barnard L. .Sackett. Phila.. i\ script ed
Federal. N. ^.. radio copywriter
Ad Fried. Oakland, timebuyer
McCann-F.rickson.
\ .. ■|'\
I.ennen
& Mitchell, N.radio
deptdirmftr
worker. N. \., IN dept head
N. W . Aver. Detroit, vp
Lunke-Porl tnan i<i Associates (new). S. F.. partner
Dan B. NHner. L. A., radio. TV dir
Ad Fried. Oakland. TV dir
McCann-Frickson. N. Y.. radio prodn mftr
Norman Malone, .\kron, acct exec
Buchanan, .\. Y.. radio. TV dir
J. M. Strau.ss. L. .\.. vp. ften mftr
Same, vp
F.rwin. Wasey. N'. Y.. timebuyer
N. A. Winter. Des Moines, vp
Fuller & .Smith t\ Ross. Cleveland, acct exec
Boone. .Suftft. re\is & Walden. S. F.. partner
H. J. Weil (new). Buffalo, partner
Long. S. F., acct exec

in Cincinnati^ ONE

station can da it

In 1922, John and Ferd Hengehold opened a tiny tire ano
battery shop on historic Mohawk

Place in Cincinnati, a

semi-suDurban location far from the city's heavy shopping
trarfic. Over the years, their store became known as the
Mohawk
demanded

Furniture and Appuance Mart. Their new hnes
more trarfic than the location would normally

produce. In 1937, they inaugurated a modest 15-minute
j Sunday afternoon

show,

"CANAL

DAYS"

over WSAI.

Since then, they have used no
other medium. . . . no other
radio station ... no other
program. Now a half hour, this
show began its 12th YEAR in
March. Today, the Mohawk
store draws patronage from all
of the city's sprawling trading
zone . . . has 1 0,000 square feet
of selling space . . . inventories
1400 items. IN CINCINNATI, ONE STATION
CAN DO IT... if its WSAI I

A

AUGUST

MARSHALL

1948

FIELD

STATION

REPRESENTED

lUSfll
CINCINNAT
BY

AVERY-KNODEl
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MMliD
PEORIAREA

$100 FOR A NAME
(Cuntinued Jrum page 83)
Among the stronjj proponents of a new
name have been Paul H. Raymer, station
representative of the firm of the same
name, and H. Preston Peters, of Free and
Peters. Mr. Raymer has advocated
"selective" as the ideal term for nationabroadcast advertising on a market-byl
market basis. Mr. Peters has used the
name "bulls-eye broadcasting" to characterize "spot" advertising as he sees it.
Both Mr. Raymer and Mr. Peters, despite
their use of other names, have joined the
15-man industry committee of judges.
Sponsor, through this competition, is
acting as a representative of the entire
broadcast advertising industry. Its action, in initiating this campaign for an
adequate name that will be acceptable to
the entire industry, is taken at this time
because little has yet been done, but much

HOMES FOR 10,000 people will
ultimately be erected in Marquette
Heights, brand new community rising
just south of Peoria. By fall, 2500 will
be moved in.
NEW CUSTOMERS will shop for
nationally advertised products in the
planned commercial center.
TREMENDOUS INDUSTRIAL EXPANSION ismaking Peoriarea larger
and more prosperous than ever before.

WMBD

a/one

keeps pace
.ivfffi new facilities
Soon to be annoimced: new power . . .
new transmitter . . .new theatre studios.

The only Peoriarea station with FM.
Now operating FM full time simultaneouslv with AM.

The lirst Peoriarea station to
ajiply for television.

PEORIA
CIS Affiliate • SOOO Watt! |
Frtt A P«t«rt, Inc., Nat'i. Rtpt.

86

A HEW
MAJOR MARKET
Wl

ith

123,400
urban population

is in the wind, to place "spot" on a competitive basis with all other advertising
media.
National radio advertising placed on a
market-by-market basis is a full-fledged
part of broadcast advertising that needs
ride on no one's coat tail.

* ♦ *

1947-1948 Contest Report

V#*rv lit tie ii€»\v
iliiriii;^ Uist m^simiii
Radio's best-tested contest formulas
were the most successful during the
1947-48 season. This was true despite

City

FOUR CITIES in the WHIZ primary
area (all within 25 air miles of
Zanesville) have 123.400 Total
Urban Population.

the fact that a new type of radio "contest"— the telephone quiz with a
charity tie-in, brought to its peak by

Zanesville
Newark
Cambridge

Ralph Edwards' Truth or Consequences
— gained tremendous popularity with
listeners and advertisers. The basic

Coshocton

reasons for the success of a straight contest promotion are still unchanged.
The big-time contest promoters, Procter & Gamble, Lever Brothers, General
Foods, General Mills, Borden, etc., used
the standard jingle contests, 25-word
letter testimonials, name-selecting, and
essay-writing, plus mild variations of
these. The main trend was in the prizes.
The housing shortage brought contests
that offered listeners new homes, lots,
and complete furnishings. The fact that
cars are still hard-to-get resulted in contests offering new Chevrolcts, Fords, and
Kaiser-Frazers. Money prizes were on
the upgrade too. The top money prize
of the 1957 38 radio season was a P. &

Population

44,500

41,400
21,900
1 5,600

Total Urban Popu lati on 123,400

ZANESVILLE is the Ninth Largest
Trading Area in the State of Ohio with
a total population of 272,000 and retail
sales in excess of $182,000,000.
AND WHIZ dominates in this rich
industrial-agricultural trading area with
a 60 per cent share of audience. (ConIan — November, 1947).

NBC

AFFILIATE

John E. Pearson Co.
SPONSOR

G.'Camay letter-writing contest that
totalled $103,000. In 1947-48 the top
total was the $203,725 given away by
Pepsi'Cola in its not-tco-successful
"Family Sweepstakes" contest, promoted
largely through newspapers, magazines
and, to a limited extent, spot radio.
It is hard to say whether any single
contest was the most successful of the
season. Contests are designed to do
various jobs — build listening, create consumer demand for the product, sample
products, or create general good-will.
That's why successful contests must be
tailored to the specific task that the
advertiser wants done. Returns alone
do not always indica'te the measure of a
successful contest promotion.
From a sales standpoint, outstanding
was Kaiser-Frazer's Newscope letterwriting promotion. The prizes included
the usual merchandise and cash list
(there were 1,360 in all) but also featured
new Kaiser cars and big cash prizes.
(Total value of the prize list was $135,€00.) Kaiser-Frazer ad-men decided that
the contest had to be designed to build
interest in the cars themselves, and bring
prospective customers into showrooms.
The problem was solved through dealerobtained entry blanks, without which
listeners to the thrice-weekly Newscope

program could not enter. Dealers reported, when the contest promotion was
over, that 3,000,000 people had come
to the auto firm's showrooms for the
blanks. Most of them also looked over
the new models, and listened to a sales
talk. Kaiser-Frazer, one of the few auto
firms not oversold, paid for the contest
several times over in car sales.
Last year's top contest was the LeverPepsodent My Favorite Brunette promotion. It proved to Lever president
Charles Luckman that the jingle contest
formula had the edge on other contest

forms from both a sales and contest
return standpoint. This season Lever
again applied the jingle treatment to
Arthur Godfrey's Talent Scouts on behalf
of the Lever subsidiary, Thomas H.
Lipton Company. The cash prizes
totaled $15,000, with $10,000 as first
prize. Listeners had to complete the last
line of a product limerick, and send it
along with a carton top. Though the
prizes were not outstanding, the contest
pulled more than a million entries. At
least 30-50'^ ( were from new users of
Lipton's Noodle Soup, and recent check-

flERE'S T41E
PROFITS FROM
ri£U>7,J.EM;'
■RANKING
-HOURS
I2AM- 12PM

Maybe you think thai ilhii^lration is a gag. If so, you ovight
to come out and see our hayseeds drag in the dough!
In VkDAY's Red River Valley,
the average family has an Effective Buying Income of $4491

is able to create attention for
your product in the rich North
Jersey

market

of 1,000,000

homes.

5000 WATTS
the radio station of the

(1947). The average in * "booming" California is $3771. In
Indiana it''s $36991 In the parts
of >«orlh Dakota not served by
WDAY. it's $3810!
WDAY is one of the fe>v stations
even heard throughout the Red
River Valley. In Fargo, our
share of the audience was 3-^/2
times that of Station B. In our
primary area, our share of the
audience was 5 times that of
Fargo Station B. (Conlan, May).
Don't you think our story deserves vour consideration?

FARGO, N. D.
NBC

■

970
5000

1948

WATTS

Free & Peters, isc.
Escluiivf

Hsa>—

AUGUST

KILOCYCLES

Noitanal P'prtttntacmt$
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SAVE A CHILD-SAVE

THE

FUTURE

You coil help-you must help!
YOUR

GIFT
TO
THE
CRUSADE
DREN WILL BE PART OF A UNITED

Raise $60,000,000
you read this, millions of
children are starving. Dozens
will die before you finish.
To keep as many as possible alive
and to help them to normal growth
and normal thought, members of
the Lnited Nations are making a
unified appeal for your help. Every
country is doing what it can.
In the U. S. A. this appeal is
called the Crusade for Children and

As

FOR
CHILEFFORT TO

for relief

twenty-six established relief agencies are represented. These agencies
are making a single request for aid,
and they will share your contribution.
Sixty million dollars are needed
— now. There is no time to lose.
When you save a child, you save
the future. So give what vou can
and give nou!

CRUSADE FOR CHILDREN
UIIRICAN OVERSEAS AID-UtlTID WAIIONS AI>PEAE FOR CHIIDRE)
'National
88

Headquarteri

39

Broadway

N "w

York

6,

AV. y.

SPONSOR

I

ups at point-of-sale show that repeat
sales are holding up well.
Procter & Gamble, perhaps the leading
user of radio contests, stuck pretty close
to the 25-words-or-less formula that it has
employed through the years as a part
of the continuous sampling of P. & G.
products. To tie-in with housewives
spring cleaning sessions, a $50,000 Treasure
Hunt promotion was conducted on four
P. & G. afternoon NBC soap operas, and
on ABC's Breakfast in Hollywood. The
prize money was hidden in a well-known
city, and listeners had to identify the
location through clues given on the programs. Dealers came in for their share,
too. Contestants were asked to give
names and addresses of dealers who had
helped them fill out their official entries.
Thus, the dealers featured the special
"spring cleaning" displays of P. & G.
products and contestants submitted the
usual P. & G. product sentence: "I use
Procter & Gamble products for housecleaning because ..." The promotion
was over-all — the complete line of P. & G.
housecleaning products (Spic & Span,
Duz, Dreft, etc.) were featured in pointof-sale displays, and in the supporting
advertising in newspapers and Sunday
supplements. Boxtops from any three
different products in the group had to

accompany each entry. The timing of
the contest promotion was ideal. Total
returns were estimated at 1,500,000.
Sales of P. & G. housecleaning products
during the annual spring cleanup jumped
10% to 35% in groceries and chain
stores. Other P. & G. contest promotions
(the soap firm runs about 8 to 10 a year)
ran the gamut from the Camay $25,000
"Name-the-girl-on-the- Camay - wrapper"
contest to the Ivory 5-week "Cutest
Baby" contest. All featured the 25-word
letter.
Listener contests promoted by the
networks were productive last season.
The largest of these was the ABC Memory
Tune contest on the Paul Whiteman
Record Club.
ABC promoted
$22,650

worth of merchandise prizes for the hourlong, multiple-sponsor network disk show.
Four weekly contests, tied-in with a
fund raising drive for the American
Council on Rheumatic Fever, gave away
everything from a Kimball grand piano
to a Philco television set. The show's
rating, during the run of the proportional
campaign (an ad in Life, local ads by
ABC stations, courtesy spots, etc.) was
raised nearly 33%. Some $65,000 was
raised for ACRF. That the show did
not maintain its boosted rating once the
promotion was over was not the fault
of the contest. Network disk jockeys just
don't compete well with the local variety.
Other successful air contests in the
1947-48 season were geared to program

SOUTH WEST VIRGINIA'S A'^O/fee^ RADIO STATION

KBIW
ANY WAY
YOU LOOK AT IT . . .
KNOXVILLE'S BEST BET

is

Retail sales in WDBJ's daytime coverage area
exceeded $850,000,000 in 1947, nearly double
1946. In the part of this rich market where WDBJ's
listenership is 50-100%, retail sales exceeded
$500,000,000. You can cover this fast growing
market of Roanoke
with WDBJ

and most of Southwest

Virginia

alone, and the cost is surprisingly low.

Ask Free & Peters!
CBS

. 5000

WATTS

. 960

K

Owned and Operated by the
TIMES-WORLD COBPORATION

ROANOKE,
Represented by Donald Cooke, Inc.
AUGUST

1948

FREE

& PETERS,

VA

INC.. National Representatives

S9

and product. Cudahy Packing Cf)mpany
introduced their post-war Old Dutch
Cleanser on Nick Carter with a jingle
contest that gave away 20 new Fords,
and $2,500 in cash. Borden pulled more
than a million reti'rns on a radio-promoted contest to name the new baby (

SELL
No. 1 Mariiet

THE

KEY

TO

Qut^m "J/lumescta

their "Elsie the Cow" trademark. General Foods built consumer acceptance for
Birdseyc frozen peaches with a $10,000
letter-writing contest, and reversed a
slump in the frozen foods sales. There
were many others.
Not all radio contests click. A lot
of advance testing and planning is
needed to insure success. For radio

IN THE

uth'ste
o
S
No. 1 sta

advertisers, however, a well-promoted,
well-conducted contest can be productive
of both sales and increased listening. * * *

• WINSTON-SALEM

Who Owns What?

• GREENSBORO
Iiii*r4^»M'

• HIGH POINT

WITHIN OUR

PRIMARY

+ AREA

210,200 PERSONS
$179,469,000
IN RETAIL SALES

Independently owned package shows
being spxjnsored on coast-to-coast networks are on the increase. Fifty-one and
a half per cent of the commercial shows on
the air in June were bought by either
client or agency complete and ready for I

We Lead Day and Night
in this Rich Tri-City Market
FOR OUR BMB DATA FOLDER

'of sponsored chain-built show* remains
virtually unchanged.
It's 16. 2*^^ as
against 16.3'/f at the end of last year.
|
The piercentage of station and client- '
'owned programs hasn't changed perceptibly during the year. Stations now have
1.2% of web commercial shows as against
a former 1.8% . Sponsors now own 10.6' j
as against 9.8' ^ last year.
There are good reasons for the trend

(^ WINSTON-SALEM
THE JOURNAL-SENTINEL

NBC

STATIONS

AFFIUATC
R«*r«s«nt«d by
HEADLEY-REED COMPANY
90

(J)

ie
*
•

MARKET

^50,000 INTERNATIO.NAL visitors
34.000 METROPOLITAN residents
87,200 RURAL consumers in the primary
coverage area.

EVERYONE

|#DOf

Minn. NeNvork

DIALS TO
ImimW
N.W. Network
Souihtrn Minnesota's
Oldest
Eitahlisheti
I9i 5 Radio Station

IN

ROCHESTER,

i'4ationally rcjrzsinted

MINNESOTA
by the John E. P«»rson

Co.

airing. This compares with 41.6*^ when
SPONSOR checked last December. |
This trend was at the expense of
agency-built vehicles, which has dropped
from 30.5% to 20.8';^ since last year. In
a certain sense, the swing toward buying
independent packages is also at the expense of network-built
packages.
In
i spite of the efforts of web program depart1 ments during the last year to come up
with new ideas and talent, the percentage

$283,685,000
IN BUYING INCOME

WRITE

MINNESOTA'S IMPll

, away from agency-built and controlled '
shows.
Independent packagers are in a I
better position to produce and sell to the
networks shows on a sustaining basis.
This provides the valuable opportunity
(shared also by chain-built programs) to
build acceptance
while awaiting
the
hoped-for sale. An agency can buy such a
package and at the same time act in a
supervisory capacity.
It may virtually i
control the show from story line to cast
without the cost or responsibility of a
complete production staff.

BILLION
DOLLAR MARKET
spread over two states
Take

our BMB Audience Coverage Map, match it with the
latest Sales Management "buying
power" figures, and you'll see
that KWFT reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our "reps" will bring
you all
facts, as Write
well astoday.
currenttheavailabilities.

KWFT
THE TEXAS-OKLAHOMA
Wichita

Fail!— 5.000

STATION

Watti— 620

KC— CBS

Represented by Paul H. Raymer
Co., and KWFT,
801 Tower
Petroleum
Bldg.. Dallas

* * *i
SPONSOR

FM POINT OF SALE
(Continued from page 31)
The turning on of the receivers in the
stores can also be controlled by a pulse.
Thus, a nonstorecasting sponsor may be
permitted to buy time on an FM'Store'
cast Station during the period normally
devoted to storecast commercials, the receivers in the stores being turned off so
that only the FM homes will be able to
dial the program. During the storecast
hours, the FM stations will be a dual
operation. The sponsor will buy the spot
commercial from the station for home reception and will purchase separately the
facilities of the point-of-sale advertising
operator so that these commercials may
be heard in the supermarkets. The pointof-sale broadcast advertising operator will
own the equipment in each store, will
merchandise the storecasting, and will
service the stores.
Retail food merchandising through
supermarkets has to operate without
active salesmen. It is automatic merchandising, almost as automatic as a vending
machine. Storecasting has proved that
it can overcome the lack of live on-thespot selling. Individual manufacturers
like Swift have special case history
studies of what in-store broadcasting has

been able to do for them. Sales of Swift's
Meats for Babies were increased in First
National Stores in New England (Hartfoid, New Haven, and Bridgeport areas)
over 100%. The average increase in
sales for a storecast advertiser, during the
latter year of the two-year test, has been
65%. The stores themselves increase
their volume 5%, with music. How
much 5^/V can be is best indicated by the
fact that the Nor walk, Connecticut,
First National supermarket grosses over
$3,000,000 a year.
This First National giant is equipped
in the manner that all future Storecast
Corporation-served markets will be. The
speakers are hidden underneath bins.
They are angled so that the sound hits the
shelves opposite the bins. It bounces off
these shelves to ear height. The speakers
are located at intervals so frequent that
there are no spots in the store where the
airing is too loud or too soft.
Surveys have been made by First
National to determine consumer reaction
to music in its giant markets. Not everybody liked it— 6% preferred shopping
without it, 7% were indifferent to it. The
rest, 87% , indicated that if they had to
choose between shopping with or without

FIRST
in the_^

QUAD
f

!

The 40th retail market

DAVENPORT
ROCK ISLAND
M 0 L I N E
EAST
MOLINE

music, they'd go to the market that had
it. There weren't as many who admitted

r
"FIRST to broadcast

to 'shut-ins'."

We have a HOT HOOPER
in CHATTANOOGA!
MORE

Chattanoogans

will tune in for

new sparkling summer programs this
month and the summer months to come.
It's good listening, and good SELLING
day and nite on

WAPO

woe woe FM

5,000 Watts, 1420 Kc.
BASIC NBC Affiliate

National Broadcasting Company
Represented by

AUGUST

1948

^

Col. B. J. Palmer, Pres.

Affiliated with

HEADLEY-REED

V

COMPANY

Buryl Lcttridgc, Mar.

DAVENPORT, IOWA V.^
National Representatives:

FREE & PETERS, Inc.
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wild Indians
could.i't keep 'em
from listening to

WMT
in Tama

(IOWA)

and stocking of store shelves. Storecasting would fail if product distribution
wasn't adequate, if the products were
hidden in inaccessible corners of stores.

likinj,' the commercials but 66'^'v stated
that they found them useful. The researchers making? the study annotated
this fi Jill re with the remark that it was
evident that the women generally did not
want to indicate that they were influenced
by advertising in making their selections.
Indicative of the effectiveness of storecast commercials is the fact that often
women leave their valuable place in a
check-out line to add something about
which they have just heard, to their purchases. (Losing a place in line at peak
shopping hours may mean a loss of from
20 to 30 minutes.)

Operations like Storecast Corporation
maintain a field staff to make certain that
the products advertised are in good supply, well displayed, and have effective
panel signs. In some areas a regular
Nielsen-type audit is maintained so that
the movement of the product from warehouse to supermarket is regulated by the
movement of the product off the store
shelves.
During the past two test years, Storecast
maintained a control set of stores so that
sales in a store served by music could be
checked against a similar store not so
serviced. It is not planned to use this
"control" operation in new areas, nor to
continue it in present areas when the shift
is made from telephone wire service to
FM. This shift is scheduled for 1 October

Employees — and employee relations are
important to chain store operations — vote
99% in favor of music in stores. Clerks
and check-out girls in chains some of
whose stores receive storecasts frequently
ask if there is music in the store to which
they are being transferred and have been
known to resign rather than accept a

in New England and 1 January in Philadelphia. In Philadelphia the Baltimore
Markets (33) and the American Stores
supermarkets (100) are serviced. In
New England 63 First National giant
markets are Storecast-equipped and an
additional 57 receive Storecast merchandising service. These latter 57 will no
doubt also have Storecast programing

transfer to a "silent" market. Realizing
that the advertisers make the service
possible, store managers and clerks are
apt to give better locations and better
servicing
casting. to the products sold on storeThe best-integrated storecast operation
doesn't depend upon store personnel
good-will for the posting of panel signs

. . . not that they'd try, for even the
Indians haven't any reservations about
WMT's solid programming. (To tell
the truth, the Sacs and Foxes who inhabit the nearby Mesquakie Reservation
are

really taina

than

they are wild).

When you want to reach Tama's
solid citizens — and the 1058 other
prosperous farm and industrial communities within WMT's

2.5 MV

line,

whoop it up on Eastern Iowa's only
CBS outlet. Ask the Katz man about
WMT's 33,630,000 acre BMB coverage
— in one of the richest markets in
the world.

■«*.V::>%C.
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when the shift is made to FM. The problem of telephone lines cost made their
servicing uneconomical up to now, but
they were merchandised in order to give
the Joseloff operation something big
enough* to interest national advertisers.
With FM, storecasting can be nationwide as quickly as stores are equipped to
receive the programs and stations contract to program foi stores. The changeover from normal FM station programing
won't be very difficult because most successful independent station operation is
based upon block-programed music.
Storecast scheduling is a particular type
of block programing. Stations when they
contract with Storecasting are guaranteed
a minimum amount of revenue per year.
Besides, they reach a new audience for
themselves, since every half hour the call
letters of the station are heard in the
stores. If the store customers like what
they hear, they are more than likely to
want it at home also.

Do you want fancy talk or results? There's
only one answer. That's why we're sure
you'll want to ask a Forjoe man to make
good on the statement above. And make
good he can! Because WMIN does deliver
listeners at lowest cost in the Metropolitan
Minneapolis-Saint

Paul Market

where

nearly half Minnesota's retail sales ore
made. And WMIN gives you high-power
FM at no extra cost. Ask Forjoe obout
WMIN.

ST.

PAUL

BY

FORJOE

A

COMPANY

You can SPOT
more SPOTS
that are
HOT SPOTS
on JOHN BLAIR
STATIONS!

competition. In Chicago, Consumers'
Aid serves 100 markets in the Jewel Tea
chain.
The trial and error point-of-sale broadcasting period has been paid for by Storecast Corporation. They've proved the
medium. Others will take up from here.
There's a great deal of know-how in
storecasting, and the top of the savvy is
best expressed by George Hennessy, executive vp, who says, "Food merchandising isn't learned overnight. Storecasting
is food merchandising at its most exacting
point. We have made errors during the
first two years and corrected them, but
don't get the notion that we feel that
we've licked every problem. There'll be
a new one tomorrow that no one has even
thought of today.

JOHN
BLAIR

"What do we do when the world series
is on?

& COMPANY

"We give them the games."
The ultimate in good merchandising is
never reached — in or out of FM storecasting.
¥ * ¥

REPRESENTIK6 LEADING RADIO STATIONS
Offices in Chicago • New York • Detroit
St. Louis • Los Angeles • San Francisco
AUGUST

1948

pays the
piper...

Storecasting isn't being permitted, like
Topsy, to just grow. In New England a
program, Mr. and Mrs. Storecast, was
broadcast daily over WNAB, Bridgeport.
Not only did it sell the idea of shopping to
music but it carried participating advertising by the advertisers using the Storecast service. It's no longer needed up
Yankee way but it's likely to be presented in each new territory Storecast
Corporation enters.
Storecast Corporation is not without

• MINNEAPOLIS

REPRESENTED

He who

j

*Since the cost nf reaching the 57 .ilores by telephone line
would be prohibifire. they were merchandised only to
keep llie stnrecusi m"rchandising package large enough
to inleresi national advertisers.

...calls the fune
and on WATV It's the merry
jingle of cash registers when
your product reaches the thousands of&iKfl2?<S^3ftsS television fans who daily at five
line
to follow
Hal's
film upfunnies
and Uncle
cartoons.

WATV
Channel

13

TELEVISION CENTER, NEWARK 1, N. J.
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SPEAKS

ing, but it began also to mean "announcements," "chain breaks," "jingles," and all
the short subjects that appeared on the
spcjnsored scene.
Unfortunately, the narrower concept
caught on most widely with the buying
end of the advertising fraternity; the
broader definition was largely overlooked.
The fact that "spf)t" meant all of broadcast advertising on an individual market
basis, whether programs or chain breaks,
didn't quite register.
Several years ago some men in the selling end of broadcast advertising sensed
the confusion and misunderstanding occasioned bythe term and urged a change.
They proposed a contest for a new name
to be conducted by the NAB, but it
never got rolling.
Last fall station representative Paul
Raymer took further action. He canvassed broadcast advertising buyers for

their understanding of the word "spot."
When the response showed that the vast
majority understood it to mean only the
Spotlight on "Spot"
Early in radio's advertising career a "announcement" phase of what he had to
new word was born.
sell, he decided that the time had come for
action.
He proposed a change to the word
The word "spot" was created by advertising agency man Stanley Boynton of "selective," and carried through a forceful
Detroit to designate broadcast advertising promotion campaign to plant the idea.
He put across his basic premise. Among
placed on an individual market basis. He
used it in an ad prepared for Scott Howe others, sponsor quickly realized the wisBowen, dean of station representatives.
dom of finding a new term for "spot" in its
There was nothing wrong with the term. broader aspect. Editorials were carried in
As a matter of fact, there were brevity and several issues advocating a new name.
simplicity to commend it. But somewhere
After many months, and much factfindalong the line it took on a double meaning,
ing, SPONSOR has decided that the best
it became not only a designation for an way to get a new name is to invite the industry at large to participate in a compeimportant segment of broadcast advertis-

tition to select it. A notable group of
fifteen people were asked to serve as
judges; all fifteen have accepted. Among
them is Paul Raymer, who has unselfishly
buried his interest in the word "selective"
to help in the quest for the best name to be
found. Another is H. Preston Peters, head
of the station representative firm of Free
& Peters, who has been just as industryminded in putting aside the term "bulls'
eye radio" he has publicly advocated.

International Broadcasting
For some years before World War 1 1 the
senior networks (NBC and CBSj regarded
international broadcasting as a logical
phase of their expansion. Both chains
spent large sums of money developing networks of the Americas with the thought of
eventually transmitting commercial programs from Mexico
to Cape
Horn.
Now that is all over. CBS has disbanded its international division and
there is no desire at NBC to even talk
about it, due to recent governmental disclosures. This is tragic. Nowhere in the
world does the United States free enterprise system need selling more than in
South America. American business is losing its opportunity to present its story.
The networks will not of themselves revitalize their international operations. It's
up to American business to say it with
dollars — to the chains; to tell them that
they're willing, ready and able to sponsor
broadcasts not only to South America but
to the world.

la use
PP
SOAP SETS A DIFFERENT
The fault that advertisers find with broadcast advertising is
the manner in which they use it rather than the medium itself. Several great corporations are cutting their radio budgets. Their announced reason is that the medium is not
flexible. Other corporations, sometimes in the very same fields
in which competitors are making drastic broadcast advertising
budget cuts, are expanding their use of the medium. The firms
that are reducing their expenditures think of broadcasting as a
medium that can't measure up under selling pressure. Factually it's the manner in which they have employed the medium
that is inflexible that doesn't deliver sales. It's sponsor's
belief that broadcasting is as flexible as an advertiser is willing
to make it.
This fall there will be a number of sponsors who will change
their use of the medium drastically. They'll prove that broadcasting isflexible. Lever Brothers has a big stake in a number
of important programs. It was rumored that it wasn't going to
renew Bob Hope for Pepsodent. He's high-priced talent. The
sale of toothpaste is tapering off from its 1947 high, so Pepsodent no doubt wondered if it could afford Hope. What Lever
94

PATTERN

Brothers i Pepsodent's parent company) did, is what many intelligent users of broadcast advertising can do. The\' continue
to hold both Hope and the time period for which he has developed high listening, meanwhile shifting the selling on the
program to another product. Lever Brothers will be fighting
harder than ever to keep itself a leader in the soap, cosmetic,
and
food fields. It will put more "sell" into its advertising
25-27).
copy.
It will use broadcasting with all its flexibility (pages
The soap industry, with the exception of Colgate-PalmolivePeet, will do very little drastic radio budget cutting this fall.
Even Procter & Gamble, which less than a year ago warned
the broadcasting industry that it was becoming a costly
medium, will only rearrange, not materially cut, its budget.
Pd'G will be investing a sizable sum in films for telecasting,
with plans to get into TV extensively early in 1949.
Broadcasting is still the most productive medium through
which soap can be sold. Soap merchandisers generall>' know
and acknowledge this. What's true of soap can be true of
most products that are sold to mass audiences.
SPONSOR
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Buying radio programs on the basis of percentages alone

is closely akin to "buying a pig in a poke". Markets are
people, not percentages. Ratings have meaning only in
terms of homes reached, and ratings are projectable only
to the segment of the population represented in the sample.

That's why WLW — with its 4-state Merchandise-Able
Area almost evenly divided between rural and urban listeners— adopted the Nielsen Radio Index. And that's how
advertisers know exactly what they are getting for their
advertising dollar on WLW.
The NRI is an accurate cross section of all the nearly
31 4 million radio homes within WLW-Land. It provides
a scientifically accurate picture of all listening, minute-byminute. Thus an advertiser knows the total listening audience, his share of the audience, and the total number of
homes reached per broadcast.
But that isn't all. Nielsen also reveals the Cumulative
Audience — the number of different homes reached by one
or more programs in a series of broadcasts. It is not the
same people who listen to successive broadcasts — the
audience is fluid. With each successive broadcast the
advertiser reaches new listeners, as well as many of the
same listeners. That is the manner in which radio is
bought and sold, and the manner in which people listen
to it.
That's why the Cumulative Audience is of extreme importance to the advertiser. It enables him to know the
total number of home impressions made by this advertis-

ing in a series of broadcasts . . . and

the cost per home

impression.
For example: a morning newscast on WLW had an
average per broadcast audience of 229,000 homes, Monday
through Saturday, during four measured weeks of listening
in February-March, 19-i8. But in the course of a week
(6 broadcasts) this program reached 448,000 different
radio homes. The average home reached heard 3.1 of the
six broadcasts — accounting for 1,388,800 home impressions
at a cost of only $1.25 per thousand home impressions.
For further details, contact your nearest WLW Sales
Office in Cincinnati, New York or Chicago. On the West
Coast, see the Keenan & Eickelberg representative in Los
Angeles, San Francisco or Portland, Ore.

THE

NATION'S

MOST

MERCHANDISE-ABIE

STATION

BASIC

ABC Nefwork
REPRESENTED

CLEVELAND
NATIONALLY

BY

HEADLEY-REED

850

5000

KC

Watts

COMPANY

SEPTEMBER

1948 • 50c a copy

The amazing story of Skippy— p. 38
Give-away quandary— p. 30
Advertising managers' lament— p. 32
Tobacco on the air— p. 27
Mr. and Mrs. prosrams — life in a fishbowl — p. 53

' IB

-i^*

\tmvt

^-^ateiii

mouse trap inventors

• • • •

That old adage about the

the seven Fort Industry

world beating a path to the

Stations listed, you see,

door of the man who invents abetter mouse trap

renders public services to
such an extent that it is

doesn't hold true today.
Instead, you must beat a

regarded as a community
friend and institution.

path to the homes of people

Thus, these seven Fort
Industry Stations provide
an ideal medium in their

who buy mouse traps.
However, in the seven
markets listed below, that
path is already sinooth and
easy to follow. Each of

THE

FORT

WSPD, Toledo, <>.
WLOK, Lima. <).
•

ISdlioiml

Sales

markets for the sale of
better mouse traps, or anything else.

INDUSTRY

COMPANY

•
WWVA, Wheeling. W. Va.
•
WMMN, Fairmoiil. \N . Va.
WAGA, Atlanta. (;a.
• WGBS, >Iiami. I la.
• WJBK, Detroit. Mich.
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STANDARD OIL
SPONSORS
PHILHARMONIC

First indication that not every advertiser will have eyes on cash
register this fall is sponsorship "of New York Philharmonic-Symphony
by Standard Oil of New Jersey over CBS. Program has been sustaining
since U. S. Rubber relinquished it.
-SR-

STAR THEATER
HOT COMPETITION
FOR WJZ-TV BOW

Viewing habits are developing quickly in TV. Despite tremendous
program which ABC staged for opening of WJZ-TV (New York) with first
hour (7-8 p.m.) television Hooperating 32.7, almost half station's
viewers switched over to WNBT for 8 to 9 hour "Texaco 's Star
Theater" is telecast. When "Star Theater" left air viewers returned
to WJZ-TV which received a rating of 33.2 for 9-10 p.m.
-SR-

"AIMS" TO OFFER
METROPOLITAN
AREA COVERAGE
PACKAGE?

Although purported objective of (AIMS) Association of Independent
Metropolitan Stations is exchange of program and ideas, members will
eventually offer advertisers package coverage of all markets with
populations of over 100,000 city population.
stations being linked networkwise.

There's even talk of

-SRNEW FAN
PUBLICATIONS

Modern Television and Radio will be first of three radio fan magazines published this fall. Modern will be newest of Dell Publishing
Company's consumer publications.
Successful experience of Dell with
Radio Album, 25c quarterly selling over 450,000, decided them on
issuing new magazine. Fawcett group and an independent publisher
have fan books in development stages also.
-SR-

FCC PLANS
TIGHTER OWNERSHIP REGULATIONS

Latest proposed FCC regulation is directed at individuals owning important (not controlling) interests in great number of broadcast
outlets. In addition to prohibition on owning (controlling) more
than seven AM, six FM, and five TV stations, investors are to be
limited in number of stations in which they can hold 1% or more of
voting stock,
Effective proposed date, 1 January 1953.
-SR-

VIEWERS LIKE
TV COMMERCIALS
BETTER THAN
RADIO'S

Hofstra College (Hempstead, L. I.) first TV study reported that 91%
of viewers like television's commercials better than radio's. To
74%, radio commercials seem longer - 65% longer, which is index of
greater interest TV commercials hold for viewers.

SPONSOR, VoL 2, No. li, September i9U8. PMishfd moaihly by Sponsor Publieaiions Inc. Publication offlres: 5800 N. Menine St.. Philadelphia it. Pa. Adeerlisino. EdUoiial, and Circulation officei. iO W. 52 St.. New York f9. N. Y. Acceptance under the ad of .June 5. 193'i at Philadelphia. P'ennxylvania. authorised December 2. 19%?
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BMB FIGURES
INCREASED MILES
LAB SALES

REPORTS..
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Miles Laboratories' advertising manager Herbert Thompson reports
that his advertising reached 27'"'( more families since he started
checking his stations with Broadcast Measurement Bureau figures.
Increased coverage proved itself in sales results 90 days after
Miles starting buying via BMB.
-SR-

WCAU PROVES
TV'S FEATURENEWS SPEED

GLASS WAX PLANS
TO SELL NEW
LIVING HABIT

GREAT MAJORITY
OF VIEWERS OK
TV PROGRAMING

Speed at which TV can function was evidenced by WCAU-TV's being on
air with 40 picture biographical tribute eight minutes after Babe
Ruth died. Flash reached WCAU-TV at 8:06. p.m. Program started at 8:08.
-SRGlass Wax, which sponsors 15 minutes of Arthur Godfrey's CBS midmorning hour, is out to establish new living habit just as Air-Wick
did before it. Merchandising plans include good markup for retailers
and unconditional money-back guarantee.
-SROnly 2.5% of all respondents in Pulse of New York's TV survey,
which has been received with great interest, indicated that they
were dissatisfied with television programing.
Greatest negative was
inability to receive a specific station, condition which is always
prevalent as new stations come to air.
-SR-

FM STATIONS
SPENDING MOST
FOR EQUIPMENT

FM station licensees spent more m,oney for new equipment during first
first three months of 1948 than either standard broadcasters or TV.
FMers spent $2,854,662; TVers $1,682,615 and AM stations $1,179,614.
-SR-

19.5 AVERAGE
RATING FOR
TV SPORTS

Sports occupied 28% of all TV time in New York from April to August
with average Pulse rating of 19.5. Five hundred and three quarter
hours were averaged for figure. Drama filled only 2% of TV time
but average rating was top, 28.0. Other program types rated over 20
were Sports News, Fashions, Kid Shows, and Comedy-Variety.
-SR-

PLOWBACK OF
MILLIONS HELPS
CUT AD-BUDGET

Despite all-time high in sales during past year. General Mills is
spending far less in broadcasting this year than it has during the
past four. Need for plowing back of over 50% of its earnings into
business ($7,134,051) is one reason. Spreading its advertising
dollar over more media is another. Narrowing profit. 2.9
cents for each dollar of sales, is forcing diversification of
advertising media as well as product lines.
-SR-

BEER SALES OFF.
SMALL FIRMS
TO FIGHT GIANTS

Sales of beer last year were off over 1.000,000 kegs and business
went to bigger brewers. Battle of brews in metropolitan areas will
see smaller brewers buying spot advertising to offset multi-million
dollar campaigns of giants.
SPONSOR
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...WKY averages 4.7 times the
audience of its nearest competitor!
In 41 counties of central and western Oklahoma, ^KY
tops all 20 other stations in share of audience 98,3% of the
time between 6:00 a.m. and 6:00 p.m.*

WK\'"s daytime audience, on the average, is 4.7 times
that of its neare-t com|ietil()r and co.'-t- about one-third a''
*1948
was con.lucted
j.y
AudieiiieLISTENER
Surveys.DIARY
Inc.. inSTUDY
41 counties
in which WKY

much per thousand listeners.

has .SO'^f iir-niore BMB coverage day and night. An
accurate cniss-section of families in the area kept a
record, entered hy hand, of their complete listening
for one full week. Full details available from WKY
or Katz Agency representatives.

WKY
NED AND Operated

BY The Oklahoma
KVOR,

SEPTEMBER

OKLAHOMA
Colorado

Advertisers who want their advertising, and their advertising dollars, to go the farthest are \\ KY advertisers!
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Mtjst of the "gripes" in the article
"Station Representatives' Lament" fAugust sponsor) are legitimate and I hope
advertisers, agencies and stations will give
serious consideration to the seven points
listed for each.
But where did the author get his paragraph about "prestige versus commissions"? What Tiffany of the representative fraternity contributed that rare piece
of "stuffed-shirtism"? Whose dignity has
been outraged by lack of proper respect?
It is a ridiculous attitude and it spoils
the article. I realize that the author tried
to soften the effect by saying that "not all
station representatives feel this way"; but
the insipidity is still there.
All of the salesmen I know and work
with in my sales promotion capacity are
interested first in making the sale, second
in giving service to the advertiser and
third in collecting a commission. They
are too busy pounding pavements to
worry about whether or not the red
carpet is rolled out for them.

58

Let's not put on white tie and tails
until after working hours.
Bob Keller

72
76

President
Robert S. Keller hic.
New York
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1 am interested in sponsor, and if
possible, would like to see the following
stories if they are available . . .

V4 hour segments
across the board

April '47; Insurance on the Air
Sept.
What's Wrong With Insurance '47;
Advertising
Fred Spooner
Public Relations Maymger
Utica Mutual Insurance Co.
Vtica, N. Y.
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Have a Slice f of KCMO^ Birthday Cafe

From the very first day, last September 9th, when KCMO

moved to the 8-Ten Spot

in Kansas City and broadened its beam to 50,000 watts, KCMO

One does it — in Mid-America

sponsors have

been eating radio cake! Cake that's crammed full of
Mid- America's expanded listenership — and sales dollar vitamins!

ONE station
The KCMO

cake is highlighted by candles representing mail response from 415

ONE set of call letters

counties m six Mid-America states plus 22 other states not tabulated. This can only

ONE rate card

mean power-plus-programming . . . the programming Mid-America listens to.

ONE spot on the dial

So you see, the Happy Birthday isn't for us alone — but for our sponsors,
the companies who center their selling on KCMO.

50,000

Watts

Day time... N on Directional

lO.OOO

Watts

Night

. . . 810 kc.
National Representative:
JOHN

SEPTEMBER

E. PEARSON
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KCMO
and KCFM— 94.9 Megacycles
KANSAS CITY, MISSOURI
Basic ABC Station for Mid-America
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CANADA WANTS "SPOT" CHANGED
You certainly hit on a grand idea when
you conceived the plan of establishing a
contest for the creation of a new word to
supplant spot broadcast advertising and
thus get away from the ambiguity which
it has caused and always will cause in the
minds of those less familiar with the
broadcasting industry, than we are ourselves.
We have the same trouble in Canada, as
on many occasions, during the course of
directors meetings, we have scratched oui
heads without very much success on this
same subject. However, it strikes me
that my suggestion may stand a chance
under the name I have selected. DOT,
1 believe, might be a fitting word, in that,
it is closely related to dots on a map,
which serve to point out sales representation in different territories on the sales
managers distribution layout. The word
DOT also has, in my estimation, the distinction ofbeing closely enough related to
"spot," that still has some relationship to
radio broadcasting firms and may serve
once and for all to categorize "spxjt"
where it really belongs in the announcement family and bring in the new word
DOT in the time-field, as we know it.

Wh'hen

Phil Lalonde
Manager

our 7*2 million walk into a store, there's
an invisible label on some of the beans ... the brand
they've been

hearing about

on WSM.

That's the brand

in their minds. That's the brand they ask for and buy.
Because our people listen to WSM commercials with
special confidence, born of 22 years of sincere broadcasting ... 22 years in which their radio station has never
once let them

down.

This invisible
proval — can

label — this hard-earned

mean

more business for you

-WSM

stamp

of ap-

in the

South.
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GARDENING

Thank you for the article "Gardening —
America's Top Hobby" which with your
approval we are reprinting.
We are particularly interested in presenting to our readers the character and
extent of the garden programs on the air.
Of course, our subscribers are conversant
with the importance of gardening as a
public pastime and hobby.
F. R. KlLNER

American Nurseryman
Editor
Chicago, III.

GIVE-AWAY

NASHVILLE

HARRY

CKAC, Montreal

Quite naturally we cannot understand
how people in New York and Chicago connected with audience participation type

Com. Mgr
•

BROKER

650

•

EDWARD

KILOCYCLES

PETRY $. CO.. Nofionol Rep.
•

NBC

AFFILIATE

programs could possibly overlook mentioning Adolphe Wenland & Associates!!!!
[Please turn to page 8)
SPONSOR

GLORIA

SW ANSON

huineniuk

IIOlF{... fashions, iiilei>iews

!■!•:... full r fiftri-ii mi mile periods wfckly,

Twenty four TV , .ograns a
varietyof studio presentations and remote pirkiip?
that include practical help for llic honiemaker,
teen age entertainment, lively children's shows
. . . comprehensive coverage of the news, special
events, sports... movies, drama, comedy. ..provide
WPIX with a wide range of presentations Ic
intrigue the interest of view^ers — or advertisers!
... in a major market big enough now to make the
medium mandatory for any advertiser concerned
EXPLORING
dancing

THE

UN... fashions, food, costumes

of the United

Nations... every week.

with creating comment among customers, building
business and better sales!
For details, time rates and production costs
on currentlv available programs . . . call or write,
WPIX, 220 E. 42nd St., New York 17 ... or WPIX
representatives out of New York, Free & Peters,
444 Madison Ave., New York, 22.

441 West 52ncl
continued

from

p a g t 6

However, if you will check with Brent
Cunts of ABC, Sam Levine of Mutual,
and Barbara Olsan or Jeanne McCarthy
at CBS all of New York and Les Lear in
Chicago, you will find that we have been

The S-ting iTtoWn^f^ffsC^

supplying products for all of the top ranking programs of this nature.
We handle product exploitation for approximately 70 nationally known items
including Adam Hats, Gruen Watches,
General Tires, Schwinn Bicycles, Life
Savers, Personna Razor Blades, Rival
Dog Food, Wilson Hams, Dormeyer Food
Mixers, Cory Coffee Makers, Victor 16
mm Projectors, Max Factor, etc. We exploit these and the rest of our products not
only through the media of radio programs
but as props in motion pictures, awards on
television programs and as props used by
the leading magazines layout and commercial photographers.
Harold Higgins
Adolphe Wenland & Associates
Hollywood
ADDRESS?

In your August issue there is an article
explaining the storecasting technique. In
this article you mention the name of
Stanlev Joseloff, head of Storecast Corporation of America. Will >ou please
send us this man's address?
James Connolly
Bessemer, Ala.

WJLD
► To Station \VJLI> and the
many other stations and agencies who inquired about .Storecast Corporation of .\nicrica. the address la
100 Fifth Avenue. New York City.
V

Here is a powerful radio station

p

dominating an incredibly wealthy market.

PULSE CONTROL

WHB

is a seller of goods: WHB

We

knows salesmanship.

page 30 of the August, 1948 issue relative
to special broadcasts for super markets.
Please see the last two sentences of the

will turn handsprings
down

This is with reference to your article on

third column of page 31. There you dis-

Main Street

cuss a "special pulse control" by which
spoken commercials are heard in the
stores only. I have discussed this with
our Chief Engineer and he informs me

to sell vour product.

that he has never heard of an\' apparatus
now in commercial production for this

10,000

WATTS

IN KANS^
f«fSIDfNr
DON

JOHN

NETWORK

• 710 KILOCYCLES

• 5,000

MANACm

WATTS

Myron Winegarden

^

^

T. SCHILLING
CCNM'l

MUTUAL

DAVIS

NIGHT

purpose.
WAJL

Flint, Mich.

► Thi- sonloni-os in question refer to the sound
level of the srM>kon coninicrcial.s not to the
commercials themselves. The pulse control
decreases or increases the level of the sound.
It does not eliminate the actual commercial
content.

SPONSOR

mese two partners
keep things moving
20 hours a day/

The two partners, as their desk-signs show, are
WOWO and WOWO-FM. . now offering complete
duplication, from 5 am until 1 am, in one of the
richest market-areas in the Midwest.
And how these partners keep things moving!
Every recent Hooper survey shows WOWO programs far ahead of competition. And, according to
storekeepers, WOWO promotions really keep merchandise rolling over counters throughout the area.

wowo
FORT
ABC

How

big IS this area?

Consult BMB and you'll see that WOWO reaches
573,300 listener-families in 59 counties. And WOWOFM, whose 504-foot antenna tower is Indiana's
tallest structure, brings FM broadcasts to listeners
in a 16,000-square-mile area in three states!
Put these partners to work for you! Get two coverages for the cost of one! Consult NBC Spot Sales, or
the WOWO Sales Department.

WAYNE
Affiliate

WESTINCBOUSE RADIO STATIONS Inc
KYW

•

KDKA

.

KEX

• WBZ

•

WBZA

•

National Representatives, NBC Spot Sales— Except for KEX

SEPTEMBER
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WOWO

•

WBZ-TV

• For KEX, Free & Peters

NEW
MUSICAL
*«r
\

SPONSORED

OVER 100
STATIONS
IN 60 .<^DAYS

^2i

IL>^

^ G

FREDDY ^ „
mm^m£:^^>M
\

iOg
V'

XLYDE ROGERS
kLENN HUGHES

f^^ii\

■

OFFERED
REGIONAL

r--^

-'
...WITH A GREAT I. GALAXY Of SMS.

VOCALISTS

NOW
iND

ftr,

LOCAL
FOR
SPONSORSHIP

ONCE

AGAIN

"TRANSCRIBED

BY

iL

II

Irter-hour
tIETY SHOW
FROM
j_

THE

MARTIN
MEN
GLEE

LOOK AT

A

CLUB

THESE RATINGS

The quarter-hour musical-variety show is today's proved
high-Hooper technique.
Look at these ratings: ■'
Chesterfield's "Supper ( luh" (8.3)
Oxydol's Jack Smith (9.8)

.S<1-

Campbell Soup's "Cluh 15" (9.])
r. t. HOOPER,

April 7-7. 194H

RADIO'S GREATEST BUY!
f-u^X^

tonaw

. . . ilial's Freddy Martin's SHOWTIME FROM HOLLY WOOD
... a richer, extraordinarily beautiful, quarter-hour niusieal
show witli terrific heart appeal. It's a j-olorful, ever-ehanfiin}:
presentation of musical fancy and variety set to quick-paced
tempo. ZIV musicals consistently c»)mmand competition-beatinfi
HtM>persI Vou can <-onfidently tie those sales curves to this truly
ditterent quarter-hour musi<-all Write for availabilities.

MASTER

mpm

NG
^HJSTU O
S
VIRTUO

'^^^^y

^OOD

jjlot lighting Freddy Martin . . . whom the Saturday Evening Post
f'ltures as "The Man Who Helped Kill Swing." Featuring hit
s'lgs, show-stopper vocalists, rave-review presentations — it's ex'•ingly different, thrillingly glamorous!

WEANS

THE GREATEST

IN

RADIO

SHOWS

OF

CEREMONIES

mmir.

GENt

PJANO

OWEN JAMES

CHICAGO

""^^'f

6.

OHIO

Industry
Farming

Wealth
in

THE RICH
DOWNSTATE
ILLINOIS
MARKET
CUuA 04tlif . . •

WMIX
"Southern Illinois' Most Powerful
Radio Voice"

SERVES THAT ENTIRE
RICH AREA
940 kc, AM

94. I mc, FM

Hr. Sponsor

Ken II. Ilonaldson
Director of Advertising
Ford Motor Compady

Ben Donaldson — short, dapper, dignified is a very busy man. With
a thumping $72,000,000 invested in dies, tools, jigs, etc., for the
production of the 1949 Ford, a peaceful labor situation due to a model
labor-management agreement, and new management and sales policies.
Ford is out to regain the No. 1 sales spot in the auto field. Their opposition issales-wise General Motors, whose Chevrolet outsells Ford at present
in a ratio of six to five. Ford is aiming at selling 1 ,000,000 cars in the next
1 2 months, is already gearing itself for an exp)ected low-priced-field battle
in 1950. Although Ford's 6,500 dealers (including Donaldson's son
Wilbur, an Ohio dealer) have been whooping it up vigorously with local
promotion, it is national advertising which must do the job for Ford.
Donaldson will direct the spjending of a budget expected to top
$11,000,000. All media are being used, but radio gets the largest slice.
Ford Theater (Ford Motor — CBS) and Fred Allen (Ford Dealers — NBC)
are the air showcases, with additional support from extensive spot and
TV schedules. After years of semi-institutional selling (Ford dealers once
threatened to advertise on their own, claiming Ford was selling Henry
Ford, not cars) Ford is out to sell its product.
Ad-man Donaldson has been an e>e-witness to most of Fords extensive growth. In 1919, Donaldson joined the firm as head of the mailing

No. 2 Radio Center, Mt. Vernon, III.

department of the Ford-owned Deorboru Independent. While the late
Henry Ford talked of turning his World War I profits over to the government (he never did) and was making and selling successive millions of tin

Your John E. Pearson man will be slad
to discuss availibililics and
rales with you.

lizzies. Model A's, and V-S's, Donaldson was moving up. He was editor
of the house organs, ad-manager of Fordson Tractors, ad-manager of Ford
Trucks, and in 1945 acquired his present title. Ben Donaldson today is a
successful man in a highly competitive field, but he's still rather pleased if
you notice his pleasant voice; for Donaldson, back in radio's cradle era,
was one of radio's first commercial announcers, at WWj, Detroit.

IS

SPONSOR

^Ue C3S

dtcUioH, caae^H<^ Ute tap, a^ tAa AfcUlan

5000 WATTS
unlimited

600 KC

KSJB has the smnal lioiior of heinsf
the only station in the 3 Midwest states
we serve to order a BMB

interim survey.

Complete report available upon request.
In 1946 we operated with 250 watts

Jamestown

NORTH

DAKOTA

day and 100 watts night.
When the BMB

Survey was

made we were authorized
to increase power to
5 KW

and did so

in July, 1946.

Total population (0.5 mv m)
Total rac'io homes

872,296
180 486

George P. Hollingbery 13Co.
NATIONAL
SEPTEMBER
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REPRESENTATIVES

Rhode Island
(AND

ADJACENT

.\4'\v dev4'lopin«'iilN ou SI*OXSOII

MASSACHUSEHS)
(See "Right with Eversharp," SPONSOR, December 1946,
page 9.) Has the Eversharp advertising appeal changed?
What broadcasting form is being used to sell Eversharp
razors and blades? Is there a new copy slant in Eversharp

listens when

"BING

advertising?

SING2.°°-2.
S"^5pj^

Here's a low-cost 15-minute pro3ram with a tremendous readymade audience. Latest Hooper,
December '47 thru April, '48
shows an 8.2 rating for the 2.002.30 half-hour. "Curtain Time,"
immediately preceding, shows a
Hooper of 9.1 . . . and Guy LomCould

a canny time-buyer ask for more?
open

as

this

goes

"Take

It or

Leave

It"

be

changed?

p.S

SUNDAYS,

bardo follows, 2.15-2.30.

Will

With the bottom having dropped out of the high priced automatic pencil
and fountain pen (ball and regular) market, Eversharp has had to focus
its advertising on a strictly competitive appeal. All pen and pencil
business is 50% off from a year ago.
Spot advertising has been given the burden of selling the Eversharp
razor and blades, with early a.m. news and other programs being bought

CROSBY

It's

stories

to

to hit the men while thes're removing stubble. Instead of gold plated
and solid gold editions of the writing and shaving implements receiving
the advertising attention, the workaday editions of Eversharp products
are being sold on a strictly price basis.
Thus far, no new copy slant with the typical Martin Strauss-Milton
Biow* appeal has been developed. Plans to add a home audience participation factor to the continuously successful Take It or Leave It have been
shelved until the FCC finally rules on what is and is not a lottery (September 10). NBC (the program is on this network) will not accept any
further games until the Commission has made its ruling.
Rumors of Eversharp being shaky financially are more talk than fact,
despite the obvious fact that the corporation isn't making the profits it
was when its products were double their current prices. With bail pens
in many cases being lower priced than automatic pencils, the writing
implement manufacturers are having a difficult time of it.
'Martin Strauss is head of the Eversharp Company and MiUon Biow is head of the adetrliting
agency which handles Eversharp advertising.

press!
(See "The Return of the Amateur," SPONSOR, September
1947, page 15.) Is the amateur program upswing continuing? What is the status of the amateur program on television? What makes an amateur program tick?

IT'S A BUY
ON

There's hardly a television station on the air that hasn't at least one
amateur hour and one or more "talent opportunity" programs before its
cameras. Spotlight was turned on this fact by the recent sale of the
Major Bowes Origiytal Amateur Hour to Old Gold on both TV (DuMont
network) and radio (ABC network). Although the sale is for five years,
as usual the program is subject to cancellation at regular intervals during
the 60 months contracted for.

p.s

Arthur Godfrey's Talent Hunt was a top rated program last season
and Horace Heidt's Philip Morris Night toured the nation with a new
talent search formula that made good listening. While a number of
"new faces," and "new voices," presentations were not successful last
season, there will be many new ones brought before mikes and cameras
during 1948-1949. The desire to "get somewhere" added to the glamor
which is attached to appearing on the air still is a number one entertainment
factor. The secret of successful amateur and talent programs is fcund
fundamentally in the ability to pick performers who have both a flair for
entertaining and a human appeal. Listeners and viewers must not only
enjo>' the t\ros, but tlic> must also have their hearts tugged.
The man who helps the seekers after fame and fortune is almost as
vital as the talent itself. Arthur Godfrey knows how to sell his non-star
talent. Ted Mack has the dry unemotional stance that made Bowes

5000 WATTS
DAY
& NIGHT

WALLACE A WALKER, Gen. Mgr.
PROVIDENCE, The Sheroton-Biltmor*
PAWTUCKET, 450 Moin St.

/JcpresentdfiVes'

AVERY-KNODEL,
14

INC.

famous. Horace Heidt's cast sell him as much as they sell the pcrfomiers
who have won the Heidt elimination tests in each towm. Like variety
best talent search programs fall apart if there isn't an mc
progrrms,
to
hold themthe together.
TV will spur interest in amateurs and will bring enough publicity to
bear on this t> pe of program so that more spotlights will be turned on
(Please turn to page 20)
SPONSOR

Y

ou know and we know that Southern people are "different. "
An announcer (or writer) who can really sell in New York
may fare very badly in Dixie. And that's true oj programtning, too.
For 22 years, we at KWKH

have concentrated on under-

standing the people in our four-State market. We've learned
what they like, and what they don't like. We are years and
years ahead of any similar organization in this area.
The result? Well, take your choice of whatever index you
consider best. Hoopers? Yes. The old (but latest) CBS
Study? Yes. The BMB
you wish !

Report? Yes — ask for any proof

KWKH
Texas
SHREVEPORT f LOUISIANA

50,000 Watts

CBS

The Branham Company

Mississippi I
Arkansas

Representatives

Henry Clay, General \lanager
Dean Upson, Commercial Manager
SEPTEMBER

1948
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MONEY

TALKS

Money talks in many ways. It speaks of progress when it is used
to produce new wealth, new convenience, new beauty. In Tulsa
money is talking that way in a very loud voice. And where money
is being employed for constructive projects the people in that
area have new money to spend for necessary and luxury items.
There is a great deal of new money in Tulsa today!
If you want to get your share of this spendable income tell Southwesterners about your products over the station Southwesterners
prefer — KVOO, Oklahoma's Greatest Station — "home folk" to
the Southwest since 1925.

HERE'S

HOW

MONEY

TALKS

IN

TULSA,
Bond

$17,865,900.00

TODAY:

issue expenditure by the City of Tulsa to
expand water and sewer facilities

$

6 000, 000. 00

• • • New downtown office building under construction

$

2, 000,000. 00

■ • • New downtown office building under construction

$10,000,000.00

• • xMajor oil company research center under construction
Completed

$43,000,000.00

residential

building

this year

School building program authorized
$ 1,800,000.00
Tulsa leads all major cities of the Southwest in business gains according to
Department of Commerce figures.

EDWARD

NBC

16

RETRY

&

COMPANY

INC.,

NATIONAL

AFFILIATE

REPRESENTATIVES

UNLIMITED

TIME

SPONSOR

new and renew
'^"1
spot

i^

New National Spot Business

SPONSOR
Carter Products.
Celanese

^Ni

AGENCY

PRODUCT

Ksty Bates
Ted

Carter's Little
Liver Pills
Yarns, fabrics

Im-

Corp

(Extent of campaign

Fad
(heavy-duty
detergent)

Eskimo

I»-e cream

pops

Bucliunan

Silver Dust

SSC&B

Lewyt

Vacuum

Hicks & Greist

Loft Candy

Shops

cleaners

20-50*
to current campaign)
.50-(,0
(Dealer cooperative
20-.W* campaign)
(Adding

Candy

Al Paul Lefton

P. Lorillard Co

Embassy

Natl Council of Protestant
Episcopal Churches

Institutional

Geyer. Newell
& Ganger
H. B. Humphrey

Standard

Brands.

Industries

Bluebonnet
Margarine
suds)(heavy-duty
Rum

Ted Bates

Theobald

Jeepster

Ewell & Thurber

Willys-Overland

Inc

Motors.

Inc

Cigarettes

Franklin

(Kvpanding current campaign;
may move other mkis)
(Introductory

campaign in N. Y.)
80-100
on 5-7*
MBS)
(.Supplementing coverage
15-20
(Kxpanding sectional Ciimpaign)
5-10*
(Now ISalto.. Wash.
Kxpanding
after Labor Day other mkts)
50-75
(Dealer cooperative campaign)

Bruck

(Fifty-lwo weeks generally means a 13-week contrcc'i uilh ot>lions for 3 successive I .i-week renewals.

New On Networks
QQSif
SPONSOR

start, duration

K.t. anncmts.
breaks; Aug "J-.Sep
I ; 52 uks
Anncmts.
partic;
.Sep-Oct;
H-li
wks
E.l. anncmts;
wks
Anncmts.

Aug-Sep-Oct ; <i-H

breaks;

K.t. anncmts;
(• wks
K.I. anncmts;

Aiig-Sep;

.\ug 9 (some
Sep-Oct;

<>-7

later);

4-H

.\niii-mls. breaks; Sep-Oct;

wks

1.^ wks

E.l. anncmts,
breaks; Aug
Id; d
wks
30-min e.t.'s ("Great .Scenes from
Great Plays*'); Oct I; 52 wks
K.t. anncmts, breaks; Aug l9-.Sep
15 (some later); 8 wks
K.I. anncmts,
breaks;
.Sep; 6-1.^
wks
K.t. anncmts.
4 wks

breaks;

Il'ssubjeil lo cancetlalion at the end uf any

.\ug-Sep;

13-week perioil)

7*

NET

AGENCY

American Oil t;o
Paul F. Belch Co
E. J. Brach & Son
Doubleday &. Co
Ford Motor Co
International Silver Co
.S. C. Johnson & Son
Kaiser- Frazer .Sales Corp
Pet Milk Co
Standard Oil <:o of Calif.
Volupte Inc

itidef)

10-15*
(Expanding
series
i II f rod lie I ory
cam sectional
pa igns)
20- .<0*
(.Seasonal campaign)

Lever Bros
Corp

CAMPAIGN,

(Shifting Indef
to larger stas)

Ellington

Colgate-Palmolive- Pee t
Pie Corp

STATIONS

Katz
Olian
George II. Ilartman
Huber, Hoge & Son
Kenyon & Eckhardt
Young & Rubicam
Needham. Louis & Brorby
William H. Weintraub
Gardner
BBD&O
Hirshon-Garfield

STATIONS

PROGRAM,

time, start, duration

90

ABC
ABC
MBS
MBS
CBS
NBC
NBC
ABC
NBC
NBC
MBS

Carnegie Hall; Sun 7;,?0-8 pm est; .Sep 2(. ; 52 wks
Whiz Quiz; Sat 10-I0:.?0 pm; Sep 1 1 ; .59 wks
Superman; MTWTF 5:15-5:30 pm ; Aug Mi; 13 wks
John B. Kennedy; Sun 1:15-1:30 pm; Sep 12; 52 wks
167
40
Ford Hieater; Fri 9-10 pm; Oct 8; .52 wks
Ozzie & Harriet; Sun 6:30-7 pm; Oct 3; 52 wks
59
Fred
Waring; Mon & Wed 10-10:30 am; Oct 4; 52 wks
2()8
Walter Winchell; Sun 9-9:15; Jan 2; 104 wks
Saturday Night Serenade; Sat 7:30-8 pm; Oct 2; 52 wks
Standard School Broadcast; Th
10-10:30 am pst; Sep 30
Better Half; Wed 8:30-8:.55 pm; Sep 16; 52 wks
l.'i-tveek reneivftls
Its subject lu caruetlutiou at the end of any i.t-week peritM
(FiJ'ly-lwt) weeks generally means a IH-uvek niiitraet irilli iiptiiitis for .1 successive
29

C9p^

12

Renewals On Networks
NET

AGENCY

SPONSOR

D'Arcy
Foote, Cone

.\rmour & Co
Coca Cola Co
Brown .Shoe Co
Curtis Circulation (lo
Ilelbros Watch Co

& Belding

Leo Burnett
BBD&O
William H. Weintraub
Gotham
Lutheran Layman's League
Hutchins
Philco Corp
J. Walter Thompson
Radio Corporation of America
.Skelly Oil Co
Henri, Hurst & MacDonald
Sterling Drug Inc (Bayer Co div ) Dancer-Fitzgerald-.Sani
J. Walter Thompson
Swift & Co
Trimount Clothing Co
William H. Weintraub
h'iftv-lmi weeks generally means n I.t-week ninlrael with uplivns fur .V sn

STATIONS

CBS
NBC
CBS
MBS
ABC
MBS
ABC
NBC
NBt:

268

CBS
NBC

162
1.57

MBS

.SKl>TKMIih:ii. I'.t'iH

*yf^ J

1-.. ^-y^
lyay^tw^ii

■ »

■■

yJ^^pi.^wwAi^vwqff^w^^M

^^^l■.^w<^^

w

^^^ mw

i

w^H,'t.«'.^'.\M.'y

25
163

sive t.'1-week retiewals.

pie

i. ^

167
1,58
161
178
,344

PROGRAM,

'^^^^A', S'^-'V

time, start, duration

Hint Hunt; MTWTF 4-4:25 pm; Aug 16; 52 wks
Pause That Refreshes; Sun 6:30-7; ,\ug 15; 52 wks
Smilin' Ed McConnell; .Sat 11:30-12 noon; Aug 28; 52 wks
Listening Post: MWF 10:45-11 pm; .\ug 2; 52 wks
Ouick as a Flash; .Sun 5:30-6 pm; .Sep 5; 52 wks
Lutheran Hour; .Sun 12:30-1 pm; .Sep 26; 52 wks
Bing Crosby; Wed 10-10:30 pm ; Sep 29; 52 wks
RC.\ Victor Show ; Sun 2:.50-3 pm; .\ug 29; 52 wks
Alex Dreier; MTVVTFS 8-8:15 est
Mr. Chameleon; Wed 8-8:30; Jul 14; .52 wks
.\rchie .\ndrews; .Sat 10:30-11 am; Aug 7; 52 wks
Sherlock Holmes; .Sun 7-7:30 pm
It's subject to cancellation at ttif end of atiy l.'i-UJfiek period)

New and Renewed on Television
SPONSOR

AGENCY

Vllili'lU Siii)i>lv Co
lUltniif
Ki-nt'Cu'i'.ilM.'uritiU
.S:iviii;i Aid'Co
Kiinil
.l:iy IliK kiiill. [iu- (shJris)
< llii'vri>lfl I)i';iUts Assn
Cytloid Corp

\N.iidl
RuihniulT & Ryan
KlcliiirdV\. Koloy
Direct
Canipbell-Kwald (N.
Hennett.
IVlesch &
O'Connor

W SIM) -TV.
w'c;n-tv.
WCAl'-TV
WCAl'-TV.
W AHI), N.
W<;N-I\.

E. I,.
Wend
Wend
.1. M.

WCAU-TV,

John !•'. Dalv, Inc
(Ford di'iiU'r)
l>ol|>hin I'.iinr & Viirnish C<
I'ri'inoiir KiihbiT Co
.l;i>'ki>' (Gordon. Inr
(ilolhinu)
.l;u <)!> Ilornuiii! Hrc"«in)> Co
k;ilfiilosropo
Inc
(fuslilon piihlicarinn)
.liiliiis K:i\'srr & Co

In- Mofors. Inr
\llilotU- Supply Co
<;. M. Buckeye, Inc
I.eisy Urowlnft Co
Mebmann

Breweries, Inc

V.)

Hrown
I
I
Korn

STATION
role<lo
cbi
I'hila.
IMiila.
V.
Chi.

PROGRAM,

time, start, duration

'Toledo I'. f<iofb:ill pimes; ihroiiAh fall season (n)
Kilni spots: AuC .?: I.< wks (n)
Snots; Jul 21. F.2 wks (n^
l-llin spots: Jul 22: Si wks
W'<,ather spots; Sep 2: T .? wks (n)
Film spots; Auft 4; 4 wks (n)

I'hila.
I'hila.
loledo
Toledo
VVSIM)-I\
WSPI)-IV,
WCAH-I V,

Slump the .\rtist ; IS-min weekly as scheduled; Au(> I.S, l.< uks (r)

Hornunft Beauty Parade; Th 9:4.S-I0 pm. \u6 4; l.< wks (n)
Film spots; Jul 2'.; l\ wks fn)
Film spots: Jul 22; I.? wks (n)
.S-min films as scheduled weekly'7:4.S-7;Sn; Sep *); l.< wks (n)

Wendl

W KIL-TV, Phila.
WNBT. N. Y.
WCBS-TV. \. V.
WNBT, N. V.
VVR(;B. Schen.
WBZ-TV.
Bosi.
WP-I/. Phila.
WNBW. Wash.
WHAI,-T\ , Ballo
W I \ R. Richm.
WSPD-rV.
loledc

McCann-Krickson

WKWS-IV,

Foofe, Cone & Beldlnji
Crey

WCBS-TV
W ABD, N. Y.
WPIX, N. Y.
WJZ-TV, N. Y.
WJZ-TV, N. Y.
WPIX, N. Y.
WPIX, N. Y.
WSPD-TV, Toledo
WJZ-TV, N. Y.

8 wks (n)
l-eisy's Tele-Racinfi
Review:
MTWTF
•»:.in-9:.sn pm;
Jul 2;
(n)
5-min "Miss Rheingold" film; approx .Aug 9-Sep 2 as scheduled

Clemenls
KuthraufT S( Ky.in
<;ccll i^- Presbrey

K. II. .Macy & Co

CIcve.

Film spots; Jul I'); 1 .< wks (n)
I'ilm spots: Jul I') I.? wks (n)
Spots; Jul 22; .S2 wks (n)

Toledo Mud liens home liames; throufth season from Jul I** (n)

.Spots following pro football games
.Sep 24-l)ec 12 season (n)
Spots; Sep I ; H wks (n)
Spots; Jul 21; l.» wks (n)
Film spots; Jul I**; \i wks (n>
America's
with
AM on W 'Town
JZ) OctMeeting;
.S; 21 wks Tu(n) S:.in-<»:,<n pm; (duplicated
Film spots: Aug II ; 26 wks (n)
.Spots; Jul 22: .S2 wks m
.Spots preceding pro football games; Sep 24-I)ec 12 season
(n)
Alexander
once weekly as scheduled
8-'»:.l0 pm;
Jun 27; 26Korda
wks (nfilms;
I

Master Rule Mfft Co
Midwest .Salvafie Co
MiKlern Industrial Bank

Rca,
WendtFuller
Direct

Philip Morris & Co
Parkway Bakinji Co
Peter Paul. Inc
I'hiico Corp. and .Stronft,
Carlisle & Hammond Co
Pioneer .Scientific (;orp

Blow
.1. M. Korn
Platl-Korbes
Direct

WJZ-TV. N. Y.
WCAU-TV, Phila.
WJZ-TV,
\.
WEWS-TV, .N'.Cleve.

Cayton

WNBT, N. Y.
WR<;B, Schen.
W BZ-TV, Boat.
W P rz, Phila.
W.NBW, Wash.
WBAL-TV, Balto.
WTVR, Richni.
WBKB. Chi.
WJZ-TV, N. Y.

Midget Boxing: Tu 8:l.'>-8:.<0 pm; Jul 2; 26 wks ^r'
•Spots; Aug 11; .S2 wks (n'

WPIX, N. Y.

Film

Reed Candy Co
Robinson-Lloyds Co
Stuart's Clothes

Reincke, Meyer & Finn
Wiley, Frazee &
Davenport
Emil Mogul

W ilkie Buick. Inc

Davenport
Joseph Lowenihal

WCAU-TV.

Phila.

Howdy Doody; Th 5:4.5-6 pm; Jul I.S; 8 wks fn

spots preceding Ranger hockey
games;
son (n i
Putting on the Dog; Wed 7:45-8 pm; indef T*

through

fall sea-

New Agency Appointments
SPONSOR

PRODUCT

(or service)

AGENCY

American Federation of Labor, Wash
Labor union
Owen & Chappell, N. Y.
American Oak Leather Co. CInci
Oak leather prods
Ilaehnle. Cinci.
American
PriK-essingOil Co,
Odorid
deodorant
Gregor.v
("leve.
Arabian .\merican
Co, Cleve
N. Y
Petroleum
Kudner, &N. House,
Y.
II. Baron & Co, Linden, N. J
Sundae ties
Samuel CIroot. N. Y.
Beach Soap C<i, Lawrence, Mass
Fluorium
James Thomas Chirurg. Boston
Kirk Bros Brewing Co. Chi.
Trophy beer
C. C. Fogarty. Chi.
I'. W . Bolt/ Corp. L. \
CJrid-L-Rich pancake batter
J. Walter Thompson. L. \.
Chalfonie-IIaddon Hall, All. City
Hotel
W\ Wallace Orr. Phila.
Craig of Calif.. L. A
Robella chenille prcnls
Anderson. L. A.
T.I
Autolieadt|uariers.
Lite Co. ToledoChi
Automotive
supplies
Newell-F.mmett.
\. '\'.. for new network show
lifeclbtrie
Army
Army .\ir Forces
John
W . Shaw. Chi.
loreniaii and Clark. L. .\
Retail clothing chain
Dan B. Miner. L. A.
Fr:inkford (irocers .\ssn. I'hila
(;rocery chain
.
Philip Klein. Phila.
)r. Wells beverages
. Lester L. Wolff. \. > .
I'rench Beverage Co. N. Y.
Fountain s.vTUp. non carbonated drink. Rothman & (Jibbons. Pittsb.
Fros-'T-I.emon Co. Castle .Shannon, Pa
<;eneral Mills Inc. Mnpis
Kix cereal
Tat ham-Laird. Chi.
(.ibson Wine Co. CincI
Wine
Ralph H. Jones. Cinci.
(.ten Haven Memorial Park, San Fernando Valley.
Burial park
Willard (;. (;regory. L. .\.
(.olden (.lint Co. Seattle
.Shampoo, rinse
Alfred I. CJoIdblatt. Seattle
Y'oung & Rubicam. S. F.
(iood
Inc. Mnpls
SkippyOintment
Peanut Butter
(irove T'oods
Laboratories
Inc. .St. Louis
Pa/o
Harry B. Cohen. \. Y.
ibile track, sports arena
Rothman & (;ibbo
Heidelberg Sports Knierprlses Inc. Heidelberg, Pa
Auii
Pittsb.
Illinois ( ::i lining Co. Hoopeston 111
Joan if Arc canned goods
C^>odkind. Joice iSi Morgan. Chi.
.H. K. L. Advertising. L. A.
Jasper's Cola Co. L. A. .
Cherry Cola
kosher Dessert Co. N. Y.
Kojel gelatin
Alvin Kpstein. \. ^ .
Robert Hilton. N. Y.
I.eighton's
Wiiodlands
Lake Restaurant,
.Ardsley N. Y.. Drugs.
Restaurant
Natioiuil Drug
Laboratories
Inc. Chi.
Bo/ell it Jacobs. Chi.
National W;iHace for President Committee
Politics
Frederick-Clinton. N. ^ .
Park Lane. \. Y.
Auto seat covers
I'liarniiuii Inc. Newark
Feenamint. Choo/
Irving Rosen. N. ^■.
Meneough.
l'<i\\er's Bakery. Des Moines
Frozen pies, biscuits
Duane
Jones.Martin
N. ^'. & .Seymour. Des Moines
Kosetield Packing Co Ltd. Alameda Calif.
Skippy Peanut Butter.
Wolfe-Jickling-Dow & Conkey, Detroit
Si hafer's Peter Pan Bakeries Inc. Detroit
.
. Bread, buns
Young «L Rubicam. S. F.'

(Please htm to page 76)

THIS NEW HOOPER REPORT GIVES
STATION-PREFERENCES FOR

MORNING
AFTERNOON
NIGHT
IN

'^lOWA PLUSr
C. E. Hooper, Inc. has just released a new Vi inter. 1948
Listening Area Coverage Index giving station-pref
erences in the 116-county area shown at the left.
The findings again confirm
the facts disclosed
hv
many previous studies, including all ten of the famed
annual Iowa Radio Audience Surveys.
Mornings,
Vt HO
gets 30%
of the preference
votes,
against 31% for all other Iowa commercial stations
combined, rated 1% or better.
Station B gets 9%.
Afternoons, WHO gets 27%, against 32% for all other
Iowa commercial
stations combined,
rated 1^^ or
better.
Station B gets 8%.
Evenings, WHO gets 34%, against 30% for all other
Iowa commercial stations combined, rated 1% or
better.
Station B gets 11%.

Top-notch Programming and state-wide Public Service
mean
better values for listener and advertiser
alike.
Every buyer of radio time in Iowa will find the new Hooper
intensely interesting. Write today for your copy, or ask
Free & Peters.

WIKI©
*for Iowa PLUS +
Des Moines . . , 50,000 Watts
Col. B. J. Palmer, President
P. A. Loyet, Resident .Manager
FREE & PETERS, LNC, National Representatives!
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WKDA

|I«M*
{Continued from page 14)
way.
talent searches in radio than ever before.

In this case TV will lead the

(See "Telephonitis," SPONSOR, June 1948, page 38.)
Will the FCC proposed rulinc, mean the end of telephone
shows? What about
device For phones?

the new

"beep"

note recording

Even if the Federal Communications Commission retains all the regula'
tions which it has proposed for give-away programs, it will not materially

p.s

affect radio's use of the telephone. Most program directors feel that the
closer the person in the home is brought into contact with the broadcast,
the better the response of listeners. The fact that the tie has been made
during the past six months, mostly as a greased road on which multi'
thousand dollar give-aways were slid to listeners, in no way changes the
fact that Mr. Bell's instrument is a very potent program device.
The telephone give-away situation is analyzed on pages 30 and 31,
although the legal side of the problem will not be determined until the
FCC's final rulings are sent through the Federal courts.
There's nothing illegal about using the phone in connection with a
radio program. It's now legal to record what is said on the phone and
to play that recording on the air. This change in policy was brought
about by the telephone company's making devices available whereby
telephone conversations could be transcribed, as long as a "beep" note
indicated to the persons phoning that the conversation was being put
on tape.
It's time, most program men contend, to put the phone to work
without any lottery implications.

Up go the
Hoopers ^hen
Kelly calls 'em
r*
WIBC's Cenc Kellv has a wav of
catcliiiig every plav and railing; it
accurately ... a knack for capturin<r all the color and drama and
*

STATION

Wr/te

C FlSUnCS
CONDUCTED

BASED
SINCE

ON
JULY

INTERVICWING
I. 1940

for oyaWob'iWWei

WKDA

weavinfi the whole into a .«j)inetinplin;: word tapestrv . . . that has
estalili.-^lied liini securely as No. 1
local sportscaster among
JOHN

BLAIR

&

COM

stay-atPA NY

to blanket the state as Indiana's
first and only .SO.OOO-watt .station,
you can count on Kelly and a host
of other W I BC stars to win and
hold sales leaderslii]) for \ our product tlirou':hout Hoosierland. Ask
your John HIair man.

• NATION

AL

1070

KC

1240 KC

50,000

NASHVILLE

BASIC
The

20

home Tloosiers. W ith W IRC soon

Indianapolis

News

REPRESENTATIVES

WATTS

SOON

MUTUAL
Station

SPONSOR
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Paul W. Morency, Vice-Pres.— Gen. Mgr.

Waller Johnson, Assisfanf Gen. Mgr.— Sis. Mgr.

WTIC's 50,000 waHs represented nationally by Weed & Co.

Good pickings

Pick a WEEI program, and you'll get good pickings.
Like this: Three years ago, Gibson Art Company, manufacturers of greeting cards,
wanted to sponsor a show that would suit their sales story.
They picked WEEI's "Uncle Elmer's Song Circle" at 8:30 to 9:00, Sunday
mornings. Today, 100% of Gibson's Boston advertising budget is invested
on WEEI— their only radio advertising in any city.
No wonder more Boston advertisers invest more— and make more— on WEEI
than on any other station. Interested? Call us or Radio Sales.

A

Fullerettes Follow Fuller Brush Men
« »

Although Fuller Brush Company found that its network program, many years ago, was a great door opener, it had to drop
the airing because of cost. With its new door-to-door operation, "Fullerettes" selling a line of cosmetics, there are plans in
the making for a limited radio campaign. If tests work, the
spot
campaign
the "Fullerettes" but won't forget
the Fuller
Brush will
Manstress
either.

Farm Income Continues Up
Despite lower prices, farm cash income, in July, set an all time
record for that month. August figures are expected to top

ON THE HILL
Senator Tobey to Investigate NAB
The National Association of Broadcasting will be investigated
by the special Interstate Commerce Subcommittee on radio
whenever the Senate reconvenes. Senator Charles W. Tobey,
successor to retiring Senator Wallace White as chairman, is expected to focus his attack on the lobbying activities of the association. Tobey doesn't believe NAB's paid-up dues represent
honest to goodness stations. His investigators have been asked
to check the association's books.

Radio to Explain New Credit Terms
Broadcast advertising to explain the higher down payments of
articles costing $50 plus is being scheduled throughout the
nation. Installment credit furniture stores, which will find
many articles thev sell requiring one-third down and 1 5 months
to pay, believe the new terms will have to be sold. The rush to
buy before the credit terms become effective hasn't been up to
expectations, despite some aggressive dealer selling of the idea
of buying before the new "big" down payments are required.

Housing Law Spurs Insurance Radio Campaign

July's. Production is rising faster than prices are dropping so
the trend is up. Business on stations with basic farm audiences
is also up, percentagewise, even more than the farm income in
the areas they serve. Only the farm family continues to spend
more per capita than it did last year.

U. S. Contracts to Include Ad Budget
Despite all previous rulings, there will be an adjustment that
will permit a certain percentage for advertising for firms producing cost-plus goods for the government. Protests, which
presently seem to be getting nowhere on Capitol Hill, are
window dressing for revised regulations. However, only the
firms which are devoting a major part of their productive
facilities for re-armament will be pf»rmitted an advertising
budget. Decision may be put off for several months (even
until after election), but it's all set.

Margarine to Fight Butter Lobby
The margarine tax-repeal bill, which was killed by non-action
in the last-minute rush of bill passing, and which wasn't even
considered in the special session, won't be permitted to get the
absent treatment next year. A number of firms that haven't
mutual interests in both butter and margarine fields have
agreed to a public relations campaign that is bound to offset the
powerful butter lobby. Radio, especially women's participation programs, will be used.

Insurance organizations which have been planning more active
broadcast "public relations" greeted the new housing law with
unrepressed happiness. The law protects insurance companies"
investments in new buildings, and authorizes higher interest
than the pre-law 4% and 4^ 2^1 rates. Practically the day the
law was signed by President Truman, two insurance companies
okayed increased advertising budgets. Major objective of the
proposed campaigns is still to build up public acceptance of
insurance organizations as not being monopolies.

1949 Income Tax Estimate Hits New High
Despite tax cuts, the official estimate of income tax payments,
in 1949, is $32,664,000,000 as against $31,171,000,000, in 194S.
Social Security taxes are expected to be up $45,000,000 to
$825,000,000 from $780,000,000. SS taxes are good indication
that take-home pay is continuing up.

Both Parties to Limit Big Business
West Coast Leads Population Boom

P

Latest census figures indicate that all the boom figures on West
Q)ast population increases underestimated the Pacific area's
growth. Oregon is up 41.9%; California, 41.3%; Washington.
34',' . Rorida also showed amazing expansion, 2I^<'. Arizona
with 2S' ; and Nevada with 27 ■ ,' also indicated a substantial
increase despite small numerical totals since the states had
small populaticns to start. Radio is keeping pace with the
growth of most of these areas, with California, as usual, leading
the parade.
S4

Republicans and Democrats both plan a ceiling on big business
sometime during 1949. It's possible that some executive action
ma>' be taken by the President before that time, but notwithstanding, it's certain to happen later. Behind-the-scenes-power
of big business has reached the point where it's begun to worry
Congress. Painless action will be taken, and there will be no
divorcement action (corporations being forced to sell subsidiaries, etc.). General feeling in broadcast advertising is that
more mediim-size corporations will be healthier than a few
corporations controlling the advertising of their subsidiaries.
SPONSOR

3^
50,000 WATTS--CBS--WHEELING,
NATIONALLY
SEPTEMBER

1948

REPRESENTED

BY

EDWARD

PETRY

W. VA,
&

CO.
25

Dlpc"
>|y^-

i

r
''Mtfiii^l

I

There's a lot more to it than this... 1
^

In every business friendly personal relationships are a big help.
But that's only the beginning of the story . . . there's a lot more to it.
You've probably noticed that the people who are most welcome
in your own office are those who never waste your time . . .
who talk your business and know what they're talking about.
.Weed and Company representatives are like that.
They sell a very good product— Spot Radio— one of the
most precise and most profitable forms of modern advertising.
They sell it right— for what it can do for you.
Behind their ability are a number of qualities: experience,
associations, persistence. Even more fundamental, perhaps,
are plain hard work and the expert knowledge it gives.

Weed
a n
S6

d

For these are the two factors that produce most of the results
most of the time . . . the two factors that make
Wded & Company service so valuable to any advertiser.

radio station representatives
ncw)'ork

C

O

11 1

UclTiy

•

sanfrancisco

boston
•

•

Chicago

atlanta

•
•

detroit

holly wood
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Jack Benny is American Tobacco

Company's most expensive prosram on the air.

Durins the past season Benny rated high with LS-MFT

nil

ranging from a month to a week or less.
A few times in the past, top management at one tobacco firm or another has

Oil the

air

In program and eomniercial appeal there's
constant search for magic ivortls that sell
There's no "status quo" in
tobacco advertising. There
is only a never-ending search for new
advertising approaches.
Few, indeed, are the business firms who
are more conscious of their advertising
efforts than tobacco firms. Fewer still are
the American industries that rely on it as
heavily, or respond to good and bad advertising campaigns so quickly. The
great majority of the firms that comprise
SEPTEMBER

America's $3,252,000,000* tobacco industry are fully aware of this.
Only some 60% of the users of any one
tobacco brand are classed, as a general
rule, "loyal" smokers. The remaining 40%
change their brands or become non-users
altogether unless advertising reaches
them. It doesn't take long for sales drops
to make themselves felt. The average
span between the time of manufacture
and consumer usage is quite short, usually

wondered if perhaps the firm couldn't do
just as well with a little less advertising.
Without exception, the results have
shown that the business most tobacco
firms do is in direct proportion to the
amount and efl^cacy of their advertising.
The classic example of this occurred in
1932 to one of the "Big Three" (American, R. J. Reynolds, Liggett & M>ers)
industry leaders. Together, the business
done by these three firms, for nearly 30
years, has accounted for nearly two-thirds
of all the domestic tobacco business.
There is a constant, relentless search for
advertising and promotion devices which
will enable one firm to gain a sales lead on
the other.
In that depression year of
1932, business was off generally throughout the tobacco industry.
The lOc
cigarette, because of its low price, had
come into its own, and had cornered 1 7%
of the entire market. Executives at R. J .
Reynolds
decided that their financial
position would be bettered if they insured
*Corpt)rale Sales I9'^i7.

1948
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a dividend that year with mone> from the
ad'budget. So, a total of $4,000,000
about onc'third of the ad budget) was to
be transferred, starting in 1933, to the
"contingency reserve fund," back -stopping the common stock at the rate of 40c
a share.
Sales for 1932, when the full ad-budget
was still in effect, were $33,674,800. A
>ear later, after the reduced budget took
over, sales were down to $21,153,752, a
drop of 37%.
True, other tobacco firms reported
sales losses during that particular year.
But the losses were far less, b>' comparison
than the Reynolds' nose -dive. Several
firms, including American Tobacco and
Brown & Williamson, who had maintained their advertising, reported sales
gains at the expense of Reynolds. It took
Reynolds more than five years of heavy
advertising to gain back the ground it
had lost. No heavy reductions in advertising have been made since. Today,
it is crowding American Tobacco Co.
way. the industry sales leader's spot.
for
Reynolds learned its ad-lesson the hard
In recent years, most of the selling
emphasis by the leading tobacco firms has
been on their cigarette brands. There
are many reasons for this: Higher standard of living, higher wages, increased
tempx) of living, and the entry of women
smokers into the tobacco-consuming market. Once, there were many local brands
of cigarettes. But most of them have
been absorbed by the big firms. Today,
about 99% of the cigarette business is in
nationally advertised brands. Regional
tastes vary in the use of tobacco products,
like pipe tobacco, cigars, snuff, and chewing tobacco, and there are still several
important regional brands of each of
these. Cigarettes are considerably easier
to ship and handle, and the profits are
better. Advertising has broken down
sectional tastes.
U. S. Department of Commerce figures
show the trend in production since the
turn of the century:
Domestic Tobacco Production
Tobac. & Snuff
Vt-ar flbs.) Cigars (#)
Cigarettes (»)
lOOl
346.841.000
7.229,000.000 3.234,000.000
•listimated.
m48* 325,000.000 5,311,000.000 400.000.000.000

However, net income from cigarette
sales has not made a proportionate jump.
For some time now there has been a
steady rise in the cost of leaf tobacco,
biggest single cost item of any tobacco
(top) Johnny helps Horace Hcidt sell Philip
Morris (middle) Chesterfield's Supper Club is
smooth and productive (bottom) Prince Albert
gets

the

Grand Ole

Opry

lift in rural areas
SPONSOR
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firm. It is 300% over the 1935 1939
level and still going up. Retail prices
have not kept pace. This means a
narrowing margin of profit for the cigarette manufacturer today, who must make
his money in volume sales.
The first 1948 quarterly sales report of
the American Tobacco Co., leader in 1947
with net sales of $819,631,122, is a good
case in point. For the quarter ending
March 31, comparative figures are:
.American Tobacco Co. (Jan- Mar)
Net Profit
Year
Sales
1947
$182,924,000
$7,640,000
1948
$197,705,000
$7,437,000

Up: Dollar and unit sales. Down:
Profits, by $203,000. It is this situation
which has forced the recent penny-a-pack
price hike among the industry leaders in
retail sales, and the three-cent hike in
vending machine price.
As usual, the tobacco industry listened

Chesterfields (N.V. Giants TV sponsors) have no billboard competition for viewers to see

attentively to the goings on at American's
annual meeting, for American Tobacco
has often been the bellwether in the
aggressive merchandising of tobacco products, particularly in radio. BBD&O,
American's agency, now has the none-toohappy task of creating new twists for the
familiar Lucky Strike advertising
methods.
There was a time when the American
Tobacco Co. dominated the industry completely. The firm was founded in 1904 as
a merger of American Tobacco, Consolidated Tobacco, and Continental Tobacco.
But in 1911, the Supreme Court declared
it a monopoly. The firm was dissolved
into 14 companies, among them Liggett &
Myers, R. J. Reynolds, P. Lorillard, and
British- American (Brown & Williamson).
Today, these firms are among American's
top competitors.

ArthurGodfrey, Chesterfield salesman, is shaved

ABC's Bert Parks is an Old Gold salesman

It was not until the late 20's and during
the 30's that American Tobacco climbed
again into the top brackets, with the late
George Washington Hill in the driver's
seat. His genius at inventing selling
slogans, his loud ukases to his ad-agencies,
his determination to run the radio shows
he sponsored have made him a legend.
ATC's entry into network radio in 1928,
under Hill's watchful eye, with the Lucky
Strike Dance Orchestra, set the pattern
that later became Hill's pet, the Hit
Parade. The 1928 show featured the
loud, bouncy music of maestro B. A.
Rolfe. From the start, the commercials
were strident, aggressive, and plentiful
during the hour-long show. Listeners
howled about the commercials, but began
to buy more and more Lucky Strikes.
Later, Hill's famous slogan: "Reach for a
Lucky, instead of a sweet ..." was the
(Please turn to page 94)
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Bob Hawk moves Camels as well as the gals

Jo Stafford models a Chesterfield blouM
29

dive-away pandary

The problem is far great

to draiiv the line on aivard^, although that aNo puzz P^
ha

wjjje^

Practically all give-away programs on the networks have
been checked by the postoffice and other
Federal authorities as not being lotteries.

over-all

n sponsors and broadcasters

'

its interpretation of "lottery" under
meaning of a section in the Communications Act of 1934, the FCC has effectively
held up a number of sales of give-away
programs for this fall. There is, point out
a number of radio attorneys, nothing new
to government by publicity, and the
FCC's announcement of its proposed
rules and regulations is a very effective
bit of publicity.

Most local programs with a give-away
slant have also gone through the legal
mill before being aired. There are very,
very few contests or offers on the air
which have not been weighed against
existing interpretations of what is and
what is not a game of chance.
The proposed Federal Communications
Commission regulations as to what, as the
Commission sees it, is a lottery is a unilateral pronouncement. It has already
had its effect in a number of advertisers

Radio producers point out that there is
only one section of the proposed rules that
presents a problem to broadcast advertisers. Several others will require changes
in the broadcast format of programs, but
they will not interfere materially with the

deciding not to sponsor programs that include atelephone game. Big corporations
can't afford to take chances. The mere
fact that the FCC has proposed a certain
yardstick for measuring whether or not a
program is a lottery has had its deterring
effect. By announcing that a hearing
will be held September 10 to decide upon

appeal or entertainment value of the program. The one paragraph which will
make it difficult to give the same suspense
to telephone give-away programs that they
have currently is number four of division
(b) of the proposed regulation which is
labeled Section 3,192.
(Please turn to page 110)

1: It's great to win those silver dollars
2: John Reed King "gives" and a winner "takes"
3. "Strike It Rich" asks plenty of questions
4. "Ladies Be Seated" loads them down with multiple gifts
5. ABC has a wish-bowl
6. There's fun but no fortune in "Winner Take All"
7. (left, center row) "Grand Slam" uses a fish bowl on CBS
8. "Hit the Jackpot" uses ladder and golden door
9. Stunts mark "House

Party" apart

10. Hectic phone action is part of "Three for the Money"
11. Bob Hawk is apt to stage anything
12. Gifts flood stage at "True or False" broadcast
13. "Honeymoon
14. "Queen

in New

York" sticks to simple presents

for a Day" started "escape" formula

15. Sadie Hertz is a professional gate crasher at gift airings

PARI IflREE
OF
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ES

mmmm imagers'
l^iirrent ne<^€l for ca»«h-revSii>»ter tliinkiii|;$ forc*es

exi'culives to resent publh* service appeals
"Advertising's first job is to
sell merchandise. Too many
broadcasters want sponsors to consider

over-ail

other factors besides radio's ability to
move products off the shelves of retailers."
This statement by a soap company
executive with a $3,000,000 advertising
budget reflects the laments of many
sales-minded executives among manufacturers. It especially expresses current
thinking among advertisers with mass
appeal products and budgets of $3,000,000
or under. Only among great multimillion dollar corporations, like General
Foods, do broadcast advertisers want to
accept public service responsibilities and
not weigh broadcast advertising results
100% in terms of direct sales. At the
same time, it is trae that many of the
advertising managers with fabulous budgets have both ears tuned to the cash
register and not the long term ideological
aspects of broadcast merchandising.
The advertising managers who most
lament the responsibilities which broadcast advertising wishes upon them are
frequently the very same executives who
think of radio as their number one selling
vehicle. Constant pressure upon advertising managers from the Advertising
Council as well as major stockholders and
top management has irritated the men
who have to make advertising satisfy
sales managers. They want broadcasting
to take them off the spot, to do the major
job of public service without recourse to
commercial time. They point to the use
by WCBS (N. Y.) and a number of other
stations of public service announcements
in station break time as an excellent
example of how the industry itself can
justify its use of the public's air.
Many advertising managers have also
been forced to use part of their black and
white and billboard space for "causes,"
but they aren't censured if they don t.
3f

The P&G man hit, right on the head
"If I don't schedule an Advertising Council recommended campaign on the air, I broadcasting's inability to deliver these
suddenly find mysef looked upon as a days the result facts that were delivered
Philistine. 1 know that we have to sell during the early days of the medium.
the American theory of free-enterprise, Practically all pioneer users of broadcast
but 1 feel that we can frequently accom- advertising were so thrilled by radio produced sales in the thirties that they were
plish itbest by doing a good job for our
willing
to open their books to broadcastcustomers, employees, and stockholders.
ing.
Those days are gone. Now most
I don't believe that what we did during
the war should set our advertising pattern firms that uncover outstanding results
through any advertising medium think
for the rest of our business lives," is the
they've unearthed a new golden lode,
way one candy manufacturer's ad-manager, with a $2,500,000 budget, expressed which they want to stake out for themselves. The result is that network and
himself.
station representative contact men seldom
Another soap advertising executive
after a (three hour) long lament, added a have "results" to sell. They have to sell
disclaimer to the effect that his aches, "listeners," "coverage," Hooperatings,
and any and all other indications that the
caused by the pressure for public service
announcement time on his program, public is dialing.
There are exceptions. Stations in rural
weren't the fault of the broadcasting inareas
where direct mail selling via the air
dustry as much as they were the fault of
is an important part of the broadcast
the advertising fraternity itself. "We,
ourselves, opened the flood gates of free advertising job do have facts. A number
time on commercial programs during the of outlets like WNAX, Yankton, S. D.,
war. We're finding it practically im- issue, at frequent intervals, a detailed repossible to close them now."
Another major lament, and this plaint
is played by all segments of the advertising fraternity, is that the men who sell
broadcasting talk about everything but
its ability to produce sales. "It's amazing," said a P&G executive, "the older
radio becomes the less it's prone to talk in
terms of low-cost sales. Even you people
at SPONSOR don't come up too often with
the advertising cost per item as you did
in your Bab-0 report. I know it isn't
pxjssible to ascertain how much it costs to
sell a bar of soap or a package of soap
powder when more than broadcast advertising is used, yet there are confidential
facts that can be obtained (sponsor has
published many such figures in the past 22
months) and made available to prospective and regular advertisers about to
introduce a new product. We at P&G
won't

make

figures available but . . ."

port of mail sales. It's possible to check
week by week, month by month, just how
effective these air mail-order producers
are. The gripes that advertising managers have about the lack of result stories
naturally don't apply to these stations.
The biggest laments of ad-managers are
directed at the networks —and it is the
networks that have the most difl^cult job
obtaining, from the very same advertising
managers, the factual stories of their own
sponsored programs.
"Why the networks can't even give me
figures on the results of individual mail
pulls, contests, and offers when I ask for
them," was the way a food executive concluded his lament interview.
"Many of my friends who labor in the
advertising vineyard," stated a tobacco
merchandising authority, "complain
about the lack of current market information which radio men make available.
I
SPONSOR
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Problems

i;%Uliin 01% n or^'aiiixalioii

1. Everybody's an adverlLsing authority
2. Time

for test campaigns

is seldom scheduled

3. There's research for everything but advertising
4. Programs

are expected to start at full effectiveness

5. Only big network

seldom agree with their gripes. Market
information is something that the sales
. and promotion departments of manufacturers should develop themselves. Of
course. the field of tobacco merchandising
is different from others. All that we have
to do is to check current banking and
census figures and we can determine what
any area ought to produce in tobacco
sales.
"I have always thought that the detailed studies that newspapers released on
block-by-block buying habits in a big city
increased my advertising costs in newspapers, and since these studies can't be
done often enough they ought to be
dropped. This doesn't mean," he continued, "that the annual market studies
of buying habits currently being made by
newspapers all over the U. S. aren't a must
with us. We love and fear them. We
love them when our brands come out near
the top, and we fear them when we're an
also ran. In theory we know the information the surveys reveal. Factually we
only know how much of our own product
goes into the market. These surveys are
as much a public opinion research study
as they are a product-use index. If a
family records that it is a user of a specific
product, it not only uses the product, but
it wants to go on record that it does.

shows impress sales staff

6. Budgets seldom permit sufficient promotion
the most out of broadcast advertising

to get

7. Sales
department
by|>asses
advertising
broadcast advertising allowances

dealer

on

Problems ^^ith advertising agency
1. Creative radio departments

are isolated from sponsor

2. Account executives are '"great guys," but frequently
know nothing about broadcast advertising
3. Problems of the advertiser are frequently ignored in
order to sell a property agency controls
4. If an advertising manager

visits his broadcasts

too

often, he's suspected of being a pest
5. Very
few agencies
feel that
listenership are good policy
6. "Self-liquidating
broadcast
words at many agencies

'"offers"

which

advertising"

are

check
curse

7. Agency men who "'control" accounts frequently treat
advertising managers as office boys

Problems with broadeasting
1. The industry is too disinterested in radio's selling
impact

That's consumer opinion as well as a
buying fact.

2. Talent continues

"When I buy spot broadcasting I do
want some limited market information.

3. Stations and networks make little effort to cooperate
in sales promotion meetings

It's more in the nature of coverage than
market data. It is difficult to correlate, at
all times, our own figures on potential
buying in an area covered by a station,
since there isn't a station on the air, that
I have ever heard of, that is listened to
only in an exact sales territory established by an advertiser. Stations can't
stop their signals at a state line just

to be

high priced

4. Radio sells spot broadcasting short
5. Campaigns frequently start out with great promotional fanfare, and nothing happens during the rest
of the series
6. Sponsorship of a program involves too many
in addition to broadcast advertising
7. Too few radio salesmen

factors,

can talk advertising

{Please turn to page 82)
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Is four radio show
RIGHT for W

isbm^

It only eosts 10-I5% more to
produ(*e .rour slioiv via television
but i%ill the audience like it?
^^/t^ Radio programing can besmfli^^ come effective visual air
^^ entertainment. Many leading air advertisers are now dressing up
their radio shows with an eye to simultaneous TV-radio broadcasts. Gulf Oil is
trying its hand with a simultaneous version of We The People on CBS-TV, Firestone has experimented with Voice of
Firestone on NBC-TV, Horn & Hardart
(Philadelphia) regularly scans its hardyperennial Children's Hour on WCAU-TV
while airing it on WCAU, and both NBC
and CBS have brought sustaining symphonic programing to TV screens as well
as radio loudspeakers. Los Angeles
viewers have'been tuning Don Lee's telecasting of several Hollywood-originated
Mutual radio shows for sometime.
From the standpoint of costs, simultaneous TV-radio shows, or "simulcasts,"
as some are calling them, can be a substantial budget help. Video costs for such
shows added to existing radio fees increase the average radio program budget
about 10 I5^f. On a dollars-and-cents
basis, the sponsor who airs his show
simultaneously in the two air mediums is
reaching his TV viewers at the lowest
possible cost.
There will be no overnight mass entry
of radio shows into TV. Fewer than one

out of ten programs now in radio are or
can be made visual. The majority of
radio shows will never make good TV, and
putting them before the camera, TV producers agree, will only ruin their effectiveness for both mediums.
Amateur and talent shows, like Arthur
Godfrey's Talent Scouts, Horace Heidt, and
Talent Jackpot will have the least trouble
making the transition. Highly visual
audience-participation shows, like Truth
or Consequences, People Are Funny, and
County Fair will be able to make the
transition without major TV overhauling.
Serious music ( Telephone Hour) and popular music {Hit Parade) are good possibilities, as are short newscasts (Bill Henry)
and seme situation comedy shows (Blondie, My Friend Irma). Daytime soap
operas, evening dramatic shows (Lux
Radio Theater, Ford Theater), ccmedyvariety shows (Bob Hope, Fred Allen),
straight quiz shows, and mysteries will be
extremely difficult, if not impossible, to
air simultaneously in radio and TV.
Sports and special events are a case
unto themselves. While it is virtually
impossible to do a sports broadcast simultaneously for TV, the use of one announcer for radio (which needs a fast,
rapid-fire pace for sports) and one for TV
(which needs an intimate, unobtrusive.

The Horn and Hardart Children's Hour" is a'longtime favorite
on WCAU.
It's now seen and heard oniWCAU-TV also
34
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Toscanini, with NBC Symphony,

proved how well sight and sound wed

limiU'd verbiage, sportscasting style)
solves the problem. This does not hold
true for other forms of air advertising.
Talent costs would jump sky-high on
most radio shows if two sets of talent personnel were used. Also, the low-cost advantages of simultaneous broadcasting
would be lost.
The major adjustment for simultaneous
airing has to be made in the matter of the
show's pace. If it is slowed up too much,
for the benefit of viewers who dislike
"talky" television, radio effectiveness is
lost. If a fast dialogue pace is maintained,
for the benefit of radio listeners, the visual
impact is reduced.
Since most radio "amateur hour" programs lie somewhere between these extremes, they make gccd TV. Lou Goldberg, producer of Lorillard's Original
Amateur Hour and veteran of years of
radio talent shows with Major Bowes
says: "I am lOO^f certain we can do such
shows in radio and television simultane-

For an

Easter broadcast Firestone added

Although P. Lorillard Co.'s recent purchase of Original Amateur Hour for both
radio and TV is not a simultaneous operaticn, it bears out Producer Goldberg's
thinking. Lorillard is due to start sponsorship September 26 en a nine-station TV
chain (part live network, part film recordings) with a five-year contract. The radio
version, starting three days later on ABC,
will be essentially a radio carbon-copy of
the show that TV viewers saw and heard
the previous Sunday. Goldberg feels certain that the famous talent-search show,
complete with the audience voting arrangements, honor cities, etc., as in the
days of Major Bowes, will have equal appeal to audiences in both mediums. Only
the ccrrrrercials will have to be different.
Goldberg made extensive e. t. recordings of his TV 'show to prove this
point. After listening to the audio-alcne
portion of Amateur Hcur on a playback,
the entertainment quality that has msde
this type of shew popular with radio
ilisteners is apparent.
It is true that his

ously."

"Lit's Have Fun" is as good with sight) added as it is with sound alone

a visual

touch

For video

current Amateur Hour was built for TV,
but it was built along standard radio lines
with a minimum of fancy TV staging.
Goldberg admits that certain acts that
make good TV, such as baton-twirlers,
magicians, pantomime routines, etc.,
can not be used effectively for radio.
But, they are a small percentage of the
acts that apply for auditions. The
majority of the talent appearing on his
show appeal both to the eye and the ear.
Such shows need a minimum of rehearsal,
since no act starts from scratch for its air
debut and is usually well-rehearsed before
it comes into the studio. The problem is
mainly a matter of introducing the acts
effectively, and timing and cutting occasionally tofit the program length. Goldberg's hour-lcng TV show takes only twoand-a-half hours rehearsal in the studio,
about one-third the time needed for the
average hour show in radio alone. When
asked if all radio talent shews of this type
will make good TV, Goldberg says: "Yes
and no but mostly yes."

Uncle WIP (Philadelphia radio standby) appeals to the eyes also

newsmen feel that visual newscasts cannot be merely televised radio newscasts.
The latter should contain at least twothirds visual material (other than camera
shots of the newscaster himself) plus
The better ones, like Ralph Edwards'
narration. Veteran CBS newscaster
TOC are video "naturals." They use
plenty of v sual gags. But, in making the Doug Edwards, who does both radio and
change to s multaneous TV-radio, most of TV news reporting, feels that short newsthem will run into difficulties. The ideal
casts of 2-minutes to 5-minutes in length
radio gag lacks visual appeal, and a com- can go into TV with little changing, but
plicated TV gag needs too much explana- doubts that the public's interest can be
tion for radio. Charles Stark, who pro- sustained, without TV window-dressing,
duces both radio and TV shows, has sug- for longer periods.
gested that the addition of an off-stage
"A colorful columnist like Wincheil,"
master of ceremonies who would only be
says Edwards, "might get away with it,
heard by the radio audience could explain but that staccato radio style would be
many visual gags, without adding con- pretty wearing to a television audience,
siderably to the over-all cost of the pro- unless he broke it up with a film interview
Audience participation programs have
long been among those radio shows with a
heavy demand for studio-audience tickets.
They have considerable visual appeal

gram. He wouldn't slow down the TV
presentation either. Stark adds that the
best TV audience participation shows are
built with the visual medium in mind, and
that merely televising the average radio
audience participation show is no answer.
The bridge between radio shows of this
type and TV can be made, but compromises are inevitable.
Gulf's We The People, which comes
close to being an interview-audience participation type, ran into a whole new set
of problems when they started simultaneous TV-radio broadcasting. For a while,
the show suffered a drooping radio rating
as a result of slow-paced visual acts.
Many ideas hatched in Young & Rubicam
(Gulf's ad agency) program sessions had
to be tossed out. It was found by producer Rod Erickson that whenever one
air medium was favored too heavily, the
other medium's ratings took a dive. Now,
Gulf and Y&R feel that they have struck
the delicate balance needed to be effective
in both. Performers work close to the
mikes to avoid "dead spots." Scripts are
used wherever needed to keep the flow of
words going smoothly. Production has
been simplified, and commercial techniques (such as using film-plus-narration,
giving both audio and video selling effectiveness) have been worked out.
As SPONSOR goes to press, Gulf's TV
rating is an upper-bracket 31.0, and the
radio rating is 6.5, about average for the
show. By adding roughly 15% of the
straight radio program budget, Gulf is
now reaching (according to Y&R estimates) nearly a million TV viewers each
Tuesday night.
Even as Gulf found out that too much
of any one act is a viewer chaser, TV

When "Wc the People" opened
network it was poor television.
orogram pictures top to bottom)
himself. Stars in the audience are
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or some other visual device."
Edwards feels there is a place also for
the reverse of simultaneous radio-into-T V
broadcasting. He states that building a
TV newscast, then piping the audio portion to radio is simpler than the other way
around. Edwards explains that TV newscasters can work in radio easily, but radio
newsmen are not always suited for TV.
Only a fraction of the radio newsmen
auditioned by CBS make the grade for
TV news.
Probably the biggest headache in the
simultaneous TV broadcasting of radio
shows would be in the handling of drama,
both daytime and evening. No radio
dramatic show now exists that could stand
up under constant week-to-week telecasting. Once the novelty of seeing wellknown air performers wears off, chances
are the program will fall flat.
Back in 1943-44, Lever Bros, experimented with TV versions of two of their
daytime soapers. Big Sister and Aunt
Jenny on New York's WABD. The producer of these Lever "pilot operations"
was Lee Cooley, quick-thinking TV
director, now with McCann-Erickson. Of
these two shows, Cooley says: "The picture was the most important thing, and
the sound element was supplementary.
TV is not eavesdropping on a radio show.
Video drama needs all the elements of
acting — body movements, stage business,
props, pantomime and so forth — and this
applies to soap opera as well." Cooley
does not rule out the possibility of doing
soap operas simultaneously in both
mediums. "But," he says, "it would take
a terrific writer to be able to straddle the
(Please turn to page 114)

on TV at the same time it was broadcast over thz regular CBS
TV slowed up the radio vcrsicn. It's okay now. (Opening
Fred Allen rehearsing. The visual commercial. Nature Boy
scanned as they arrive (or the TV premiere at CBS Playhojse

When time allotted "Skippy Hollywood Theater" on >X'EAF (now WNBC)

Nobody

tops

wasn't good enough, Rosefield Packing Company had to re»or1 to carcard

SKIPPY

Rosefiold Packing Co. ciceided that market-to-market
radio expansion could pay.

^p

Rosefield Packing Company
processes one product — Skippy
Peanut Butter.

For over seven years it has used one
broadcasting form — national spot and for
the past six years just one program —
Skippy Hollywood Theater.
Rosefield does more business with its
one product than any other food firm
with a single product— 82.7% of all
peanut butter sales in many of the
markets in which Skippy is distributed.
The tale of Rosefield might well be the
prototype of all American free enterprise"
Tlie growth of the packing company has
been made possible by the plowing back
of a substantial portion of its profits each
year. TTiere has been no outside financing. At one stage in the expansion of
38

Here's the amazing story

Rosefield there was insufficient capital to
invade the Midwest, and Good Foods, Inc.,
a Kuehn family corporation in Minneapolis, was franchised to process and distribute Skippy Peanut Butter in seven
states*. They still hold this franchise.
The Good Foods product is identical with
Rosefield's. Advertising is handled by
the same agency. To all intents and purposes. Good Foods is a branch operation
of
Rosefield,
independent.
manufacturing
ly has been

but
Goodfinancially
Foods isit's
the 100*^,'
only
organization which directpjermitted to cash in on

Skippy
growth. Packing Company has
The 'sRosefield
been in business over 30 years. With
peanut growing generally restricted to
Virginia and more recently Texas, it
seems amazing that the Rosefield head-

quarters isin California. It is not widely
known that for many years most peanuts
used in the U. S. came from the Orient.
It was only through special governmental
aid and tariff protection that this country
was able to grow a substantial part of the
nation's consumption. During the past
war a sizable subsidy was paid peanut
growers and processors. Peanut acreage
harvested has grown from 936,000 acres
in 1925 to 3,183,000 in 1945. The crop
has grown in value, during this double
decade, from $32,525,000 to $172,021,000.
Although official figures are not available, current production of peanut butter
is said to be at the rate of 350,000,000
pounds a year, with most of it sold within
the 48 states.
*Thf Good Foods' tialrx arr \\ itnmtin. lUinoit, Iowa.
\finnrsola. .\'orlh and .South rtakota. and \ebraska.
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THIS IS AN ADVERTISEMENT
(A)

Unhappy

peanut.

FOR SKIPPY PEANUT BUTTER

Sod becouse it isn i up to Skippy standards

Skippy s flavor is the true, unollered flavor of the plumpest, selected,
freshly roasted peanuts

(B)
(C)
(O)
(E)
(F)
(G)
(M)

Boffom of the jor Where SItippy stays fresh, sweet and easily
spread right down to the very lost spoonful ot
The oil and the peonut meots ore locked
Skippy never to seporote
Rose.
Pool

Skippy's fresh, sweet aroma
of floating

together for keepi m

is mighty lok a

oil, like there isn t any of in Skippy

fuel. Fuel ike peanuts, you II like Skippy *
Tiles. Skippy comes
style
Skippy IS made

in twos tiles (1) Creamy

by a new

exclusive process

style ond (2) Chunk

Artist considered

drawing a gnu, but couldn t slond the pun, so drew gorilla instead
Doesn I lie in very well, but he s a big brute, isn't he?
(J)

Everywhere.

sell Skippy

Location of good food stores that

IF YOU LIKE PEANUTS, YOUll LIKE SKIPPY"

Jerome and Marvin Rosefield (center) have helped sell Skipp'

lement broadcasting. As soon as projram found a good time spot card campaign was dropped

It was seven years ago that the Rosefields found radio. Looking for an advertising vehicle, J. M. Rosefield, who
doubles as sales and advertising manager,
discovered that sponsorship of Superman
was available in San Francisco and Fresno

Rosefield was that the program would be
made available to Skippy in all territories
as it expanded. Rosefield and the agency
agreed that the series, without the Skippy
name, could be sold to noncompeting advertisers inall areas in which Skippy was

and bought it. It later bought half sponsorship inLos Angeles where the other
sponsor was a bakery, which provided
a natural tie-up. For a year, Supertnan proved that among his accomplishments he was a super peanut
butter salesman. But when Rosefield planned to expand radio advertising
to other territories, he found that Super-

not distributed. The program was unabashedly a no-star Lux Radio Theater.
Cecil B. DeMille was mc'ing Lux at that
time and was referred to on the air as

man wasn't available, due to prior commitments.
With Superman, Rosefield acquired an
agency, Garfield and Guild, advertising
representatives of the cosponsoring
bakery. (They have recently shifted to
Young & Rubicam, San Francisco.)
Walter Guild, G. & G. executive, personally worked with J. M. Rosefield to develop a program which would be reasonable in cost, would belong to Skippy, and
would permit unlimited expansion as
Rosefield grew. He called in C. P.
MacGregor, established transcription producer, and Guild, Rosefield, and MacGregor decided that a half-hour drama,
produced in Hollywood with minor screen
names and experienced radio talent, was
the vehicle for Skippy.
The program was christened Skippy
Hollywood Theater. MacGregor had the
reputation of producing effective low-cost
transcribed programs.
His deal with
SEPTEMBER
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"C. B.," so MacGregor did the honors
"C. P."budget and lack of
Skippy as
forDespite
limited
name talent, the program gathered bigger
and bigger audiences, on each station over
which it was broadcast. As Skippy
Peanut Butter invaded market after market, Skippy Hollywood Theater preceded
it. The product never entered a market
until good evening time on a top rated

Rehearsal horseplay proves Skippy Peanut Butter doesn't rur

station was available. If it wasn't
possible in a particular market to buy a
good program spot on a leading station,
preferably a 50,000-watt outlet*, Skippy
usually stayed out of that market until
it was.
In a few areas it was important that
Skippy be merchandised despite the lack
of choice time availability. One such
market was metropnjlitan New York. To
start with, all that Rosefield could purchase in New York was 6:15-6:45 p.m. on
Saturdays over WEAF (now WNBC).
Listening is traditionally low for this
half hour and it was definitely not the
(Please turn to page 106)
*In Skippv's curreni 3 ':-market coverage.
are in the 50,000-walt class.

15 ulalions
"*

Markets give Skippy Peanut Butter plenty of good shelf room
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known
ty
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research
enables aRadio
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to make a conclusive report on them to the broadcast advertising industry, James Cornell of Foote, Cone & Belding has made
a study and analysis of both services. The study was initiated
because FC&B clients wanted to know just how much credence
to place in NRI and the projectable U. S. Hooperatings. In a
preface to his report Cornell states:
"A comparison between the two sets of ratings (U. S. Hooper
and NRI) cannot provide the answer to the question of which
of the two services yields the most accurate size of U. S. radio
audiences, because it is not possible to ascertain that either is
accurate from a research standpoint, based on currently avail-

{••"."9
Co.e'a9«

program

wei;j;h« tli**

^^^

OUTSIDE NRI AREA'

INSIDE AND

national

Belding

67.2

56.9

CBS

able information."
Despite this fact, most research men agree with Cornell that
a comparison of the services can be made in certain areas.
These areas are defined as :

MBS

1. Programs using fairly large networks of stations. Hooper s
U. S. sample is supposedly representative of lOCTl of the U. S.
radio homes, while SRI covers an area representative oj only 63^f
of V. S. radio homes (Sponsor. December 1947) A program
with a small netuvrk of stations may he using outlets predominantly
inside the SRI area, thus making any comparison betuverx its
SRI and L'. S. Hooperatings valueless.

597
50 8
62.2

u
80

NBC

84 2

2. Programs with sufficiently high ratings to insure that percentage differences between NRI and L'. S. Hooper could not
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No ol CBS progioms

2

4

9

2

No ol MBS pfogroms

1
13

I

3

0

No ol NBC progioms

7

6

3
MjTstery

ABC
6

«S
15

MBS
NBC

20

19

Total

Iota! Programs
Musk

Aud.

Dromo

Straight
NKI oi % of U. S. Hooperotinf

Adult
Serials

NRI

Misc.

NRI

as %

of U. S. Hooperalinq

NRI

5"For simplicity, 25.mifiute programs arc shown as representing two
ond 20-minute programs ore shown os one. % -hour program.

be due primarily to statistical vagaries
which might exist in such ratings.
3. Programs on which ratings are
readily available.
4. Programs which were measured on
the same days by both NRI and Hooper.
Normally these two organizations do not re'
port on identical broadcasts oj programs.
If measurements are made on different
days, differences may be attributed to this
factor.
Even within this fairly well'defined
area, Cornell stresses that lack of complete data on audiences in various market
groups, and measurements at different
pxjpulation levels force comparisons that
are "broad and general." He states that
"not too much dependency should be
placed upon minor differences between
U. S. Hooper and NRI figures." Nevertheless he stresses the fact that "large

Diomo

Port
Ouii

Part..
AudQuiz
4-ioii..Feb. I94»

Dramo
ConI

Popular

6.0nly
mo|or
rull
weighted
by city

'/4 howr programs

differences should be significant."
In presenting the results of his comparative research, Cornell has considered
U. S. Hooperatings as 100% and compared Nielsen rating figures with them.
He states that it would have been just as
correct to consider NRI as 100%. Practically all the charts presented on these
pages are based upon Hooper ratings
being considered 100%.
Because of the requirement which
Cornell has established for programs
which can be compared, only 92 one-time
a week network evening programs were
used in the Cornell comparison : 42 NBC
shows, 32 CBS, 13 ABC, and 5 MBS.
The comparison between NRI and U. S.
Hooperatings shows that NBC programs
as a group are rated practically the same
in both reports, NRI reports the 42 just
1% higher than U. S. Hooper figures,

21

network
progromt
included
NRI
data
sites for prOjectobility to entire 1.1. $

adjusted

ond

sumple

CBS's 32 programs rate 108% of Hooper's
U. S. index, ABC's 13, 127%, and MBS's
5, 134%,. Overall NRI's figures for all
four networks (92 programs) are 109% of
U. S. Hooperatings.
In comparing the two sets of ratings,
Cornell has adjusted the NRI figures in
order to try to eliminate the "big city"
bias that is present in the Nielsen figures.
NRI's sample includes 44% of its homes
in metropolitan areas, whereas only 32%
of the U. S. radio homes are located in
these areas.
It is a Hooper claim that the Nielsen
audimeter* tends to inflate NRI figures
on daytime serial program listening. It
is therefore surprising that Cornell's
studies reveal that the networks carrying
practically all the daytime dramatic pro(Please turn to page 78)
'Used Id report listening in Vlil liimies

NRI vs. U. S. HOOPERATINGS

H vs. U. S. hooperatings'

Network Programs by Hour of Evening

I Knmber of ABC Stations Used
15«%

122%

119%

141%

^*'^'f'

118%

I Heop«raling 100%-

U. S. Hooperotl^g
100%

_ _95 %
"

97%

'01%

102%

~

113%

"^'/*

CBS

NBC

9-10
9-10
7-8

lf.%olUS.Hoop.ratin9

leSSttlOn

,nn ,.,

ir« i«»

)00

""'•'*'

"0099

^^^^

Stations

^'°'''""

^""'°"'

Stottors

8-tan. Feb. 1948

9-OflCe

200 4

a week evening

10-11

7-8

10-11

NiRI OS V. ol U S Hooperoling

8-9
progri

8-9

lO-Only full network progroms considered. NRI ratings not reweighted by city size in
order to demonstrote elfect city size penetration ol progroms by hour of the evening
on NRI ratings.

suggestions
[or a new name
r

Eiilric*M proves ev«»ii broa«leaMters
^^^^L Hundreds (il men and women
4j^M 111 biuadcisLing, as well as
^1^^ tlmse who use radio to advertise. haM. entered their ideas of the word
that will i;ivc nationnl broadcast advertising placed on a local basis, its proper place
in the sun. The new names suggested for
the form of broadcast advertising, misundersto d as spot, run the alphabetical
and gecgrspliical gamut. They range from
Airea to Z( mad. They come from Maine
to Florida, from Georgia to Oregon with
pr^S^ally every one of the 48 states rt^Kresented. Canada sent in a number
entries since the dcminicn is also plagued
• on^
by the misunderstanding of the four
letter wcrd.
Hundreds of entries indicate moreover
that spot continues in many minds to
meen announcements cnly. This limited
meai ing is also proved by the fact that
some stations testify with their entries
"We haven't a single commercial program
on the strticn for a national advertiser.
The> think we're an announcement medium only." The "amazing" story of
Skippy which is presented in this issue on
page 38 is an indication of just how effective spot programing can be.
Despite the misunderstanding, a num-

ber of interesting suggestions are bound to
make the judgmg of the competition no
sinecure for tre" 15 industry executives
who are serving as judges. From California comes "Pictimc, ■ suggested be-

Miniliiiiiii^r\

llii"-!/ if (,«.. (hiiiniii

LKK M \<;K MAKSII\i.l.
Adifriisiiiii \fiinagrr
('■imliiirnitil litikiilg Ci) . Srir )i
CLII-KOKItSril.l.KK
Stitrt ,J
Frulikllii

i^t— Sp and advertising ad. From great appreciation of what national broadChicago comes an entry from a station cast advertising on a market-by-market
promotion manager — "Locad," whicbjjke
the New York college entry combin^two
ivord^-local and advertising.
From Lcinsiiii^, Michman a station executive suggests "Impact" because: /ndividual Market Program or /Announcement, Choice of Time.
From Waterloo,
Iowa, the home of
many a pioneer broadcaster comes an ad-

I iikrr tlir

lirnrnil h'iMiils.

\rii

)i.rfr

JACK LAKMMAR
\fr./i.i /)irn-/»r. F,,Wr

4?

<:mir J

month, the judges will have made their
decision — and the name spot will be on its
way into discard. Even after the name
has been chosen, it won't be simple to obtain industry-wide acceptance for the new
word. Sponsor realizes that a change in

prefers "Broadscope." An Ohio agency
executiveseleasZonadasthe third of his
four suggestions. From Arizona comes
B-B (Business Builder). Another of manv

change its spots to ???????. It is dedicating as much of its time and energy as
necessary to obtain acceptance for the
word the industry chooses.
* * *

"NEW

NAME

FOR SPOT" COMPETITION

l-INNKA NKLSON
llefid of Hadii) 4 TelevUitm Timr Huyiiui
Vrir i'ork

CI.XIK K. Mr<:<>I.I.Oll(;H
Pr''xtdrnl . Strinnuin Stalittns. t,4ifu-ostfr. I*ti
(teneriil Xfnnmjrr, K /./, Itrnrrr

men

TKKK'4

JOSKI'il IILUUM

IMtlin.i. I hioiijii

By the time sponsor publishes its issue
number 24, it will be two years old next

terminology is a longterm project of which
the choosing of a name is only a part.
With the cooperation of most of the radio
and advertising trade press, the staff of
SPONSOR
hopes to have broadcasting

JACK ll\KKIS
(irtirriit \tiinottf-. fil*li<\ Houston

< \KI.«)S KI<\N(:i>
\'iifiifiT Hiiilin Tinir Hii%iii.i
} I'titifj iJ Hiibinini. \rtr ) urtr

basis can do.

vertising agency The
entry. initials
It's M-B-M
Marketcasts.
indicateand
M-arket B-y M-arket.
An agency vp in New York likes
"Target-Market" (TM) broadcasting.
An insurance executive from Alabama

./. i\ tiller Thompson

\''rrrliMlliii Miiii'i'ii-r

Chicago entries puts its bid for the $100
radio. for a neu name in "Specific Area"
award

And so the entries run. There can be no
doubt but that what has been called spot
cause all spot broadcasting is "picked" for so many years deserve a new title.
time.^rom a faculty member of a New There likewise can be very little doubt
York college's radio department comes that in spite of the industry Vide misSpad, suggested because it consolidates understanding of the name, there is a

THE JUDGES IN SPONSORS'
I. I) IKIWOKN
lliiill'i Tiriir Hilvrr.

u»o %%ord in«*or

I'midrnl. For joe ^ Co.. N>ir ) ttrk

II. PKKSTON

rriKKs

Prrsidrnl, Frrr 4 I'elrrs, AVir }ork
I'Al L II. RWMKR
I'rrsidrnl. I'oiil II

flnyntrr Co..

\rii

) or*

(;i^ IIKRBKKT
Ctrnenil Monnijer
\ll-Conodii lindiit Focilities

iJd.. Toronto

JOHN i'\nisoN wi I.I.I V.MS
Prrxtdtnt.

Transcription Srilrr. inc . Sprinnjield. Ohio

KKKHKRICK

«. ZIV

I'rrsidrnl. Frrdrric H'. Xir Co.. ('inrinnali

SPONSOR

VOU GET mORE
SALES imPflCT
for Vour mOREV
ifttif^ DvTROIT

BY

/7^

USING

-CKLWInlo rALLy investigate the most potent radio buy in this region . . .
CKLW. We give your sales message the power of 5,000 watts day
and night ... a middle-of-the-dial frequency of 800 kilocycles . . . and
a clear channel signal throughout this great market. Our programming
attracts more listeners for less, because sponsors are getting heavy sales
action at the lowest rate of any major station in this area!
Guardian Bldg., Detroit 26
J. E. Campeau, President

SEPTEMBER

Adam J. Young, Jr., Inc., Nafl Rep.
H. N. Stovin & Co., Canadian Rep.
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How terrific is transitradio?
All siiialvMii>» ol' an iiii|M»riaiii
VPVH

FM has come up with an-

now

aclvt^rlLsing inodiuin

channel FM receiver used in the vehicles
is so constructed that the sound level of

Few phenomena are more regular than
commuting habits. Of the 84,000,000
adult transit riderst, nearly 33,000,000
make 5 or more round trips a week.
Another 19,500,000 riders average 3 round
trips weekly. It is possible therefore to
reach this audience once or twice a day,
once or twice a week — as frequently or as
infrequently as desired. Dick Evans,
president of WIZZ, Wilkes-Barre, Pa., has
estimated that in any average metropolitan center, the average number of
transit riders daily approximates the
population of that metropolitan center.
Women are induced to buy while on

■*l*Mr^ other advertising mediumtransit broadcasting. Physically, it's speech can be higher than the music.
music and selling brought to users of
The transit audience is a "captive"
audience. Once the fare is paid, each
public transportation while they're travel' rider is available to be sold until his
ing. Merchandise-wise, it enables advertisers to reach, via the spoken word, a destination is reached. The pre-tuned
segment of the public that has never been receiver cannot be turned off by passenreached before the riders of public
ger or driver. It is controlled 100*^^ by
service vehicles.
electronic impulses transmitted by the
Transitradio, as the new medium is FM station.
generally known, guarantees the size of
The composition of the transit audience
the new audience. The people who pay to is known, hour by hour. The advertiser
ride are subject to audit daily, weekly, who is interested in reaching the lunch
and monthly. Over 18,000,000,000 one- pail market, can schedule his commercials
way trips were taken in 1947 by adults for the early half of the 6 to 9 a.m. rush. their way to shop. Commercials are sell(15 years and over). Every time a fare is He can impress the workmen with his
ing them dressest, shoes, gloves, men's
dropped into the box, another prospect brand name for such items as work shirts, ties, candy, baked goods, kitchen
for transitradio advertised products is clothes, shoes, tools, cigarettes, soft utensils, woolens, bakery products, hoavailable for an average of 26 minutes*. drinks, etc. During the latter part of the
siery, children's clothing, practically anyListencrship in a transitradio equipped go-to-work hours the advertiser reaches
thing and everything that milady or the
bus or trolley car is theoretically 100%. white collar workers and executives alike family needs.
Since 82% of all women
Reading of newspapers, conversation, and with reminders for clothing, office supday dreaming cuts the impact down to
plies and equipment, men's toiletries, 'Studies in 10 mnjor Amrrican cilirs by Adxrrtiiing
Research Foundiilioii stioired average public Iransil ride
85%. Attention to transitradio commer- cosmetics, leather goods, and similar listed
1'6' niiiiiiles.
cials nevertheless is remarkably high. products. From 4 to 6 p.m., the same
^Eighty
of the
nalion's
population.
15 years
older,perare cent
Iransil
rid'rs
( \ATA)
.
Each announcement comes out of music, group, returning from work, can be sold and
iOreck's. Duluth. using only transitradio for three days.
and has no competition.
The single products that contribute to relaxation.
two or three spots a day, sold 'I'l cotton dresses at f5.95.

Chicaso leiturctimc audiences wait for but transportation in midtown areas

Daytime shopping audiences also use public transportation

SPONSOR

^

In a transitradio installation one speaker usually alternates between two lights to bring riders an equal volume of sound without blasting at any point

use public service transportation to reach
shopping centers, an advertiser buying an
announcement between 10 a.m. and

theater, and night club customers. Metropolitan centers of the rest of the nation
have a nighttime transit audience that is
4 p.m. reaches 11.7%* of every 100 more nearly a cross section of the populawomen on their way to shop in the aver'
tion. It's the family audience visiting
age metropolitan center (93% of all friends and relations. It is relaxed, and
shoppers in Chicago, and 92% of all can be sold products that usually involve
shoppers in Wilkes-Barre use public trans- family discussion — refrigerators, furniture, fur coats, books, rugs, automobiles,
portation facilities).
electrical
appliances, and so forth.
After six o'clock at night, transitradio
Transitradio is currently in operation
reaches a different segment of the public
family. The after-six-o'clock audience in ccmmerciaily in three cities: Covington,
New York City is cc mposc d of diners-out. Ky., Cincinnati, and Duluth. Before any

rkaday public transportation travelers number n-any millions of buyers

SEPTEMBER

large scale transit installations were made,
rider reaction was tested. The tests were
made in Baltimore, Houston, Washington,
Wilkes-Barre, the three cities operating
commercially and in St. Loufs. A limited
use of commercials was made during the
tests in the form of public service an(Please turn to page 84)
*Eighlv-luo per cent o/ alt ironieri shopping use Iransil
facililies. The shoppimj hours are from 10 a.m. to
6' p.m. This Hi' [ make the round trip in the (i hour
shopping
average
:'6'
minules. I.pericd.
7 of all Since
shopperstheare
using rider
Iransil Irarels
facililies
ul any one minule (going or coming) during an aniiouncemenl period.
One-serenlh of Ii2'^( is t1.7'^(.

Great majority of transit users are idle while traveling and like to listen
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aamtiilT

Coutei«tS!$ and Offers
PROGRAM
CHRrSlER CORP
DE SOTO OIV
ClUB

ALUMINUM

CirAluiiiiiiuin

CO

products
Pens, raiors
Old Cold Cigs.
CouRh dropH

EVERSHtRP
INC"
P lORIlLARO CO
SMITH
IPEIOELBROS
CORPCOGENERAL

ITHACA

MOTORS

j Watch Imnds
COIir

IlUtitutional

luiuiidry
wTvice

LAUNDRIES

Hit the
Jackpot
Exchange
Women's
Stop the
Music
Henry J.
Taylor
Ithaca
laundries
Jenny
Aunt
LuxQuit
Radio
Theater

Tuesday
9:30-10 pm
MTWTF
10:IS-10:30am
Sunday
8H) pni
(16-mln ea.)

MAIL POUCH

TOBACCO

CO

$18,000 (minimum tl.OOO) in various
cash, merchandise prizes

Listeners called, must identify tune played plus

$3 worth of laundr>' service; $1 worth
as consolation daily

"Mystery Melody"

WHcr,
Ithaca,
MBS

Non-active customers of firm phoned, asked
N. Y.
CBS

quiz questions

MTWTF
12:15-12:30 am
Monday
9-10
pm

CBS
CBS

Call the
Police

9:30-10 pm

Chesterfields

So Vou Want
to Lead a
Band?

Wednesday
7-7:15 pm

Fishing &
Mail Pouch
Tobacco

Hunting Club
of the Air

Monday
10-10:30 pm

Send 25c and 2 boxtops to sponsor, N. Y.

35-piece model circus set (promotional
tie-in with Ringling Bros)

NBC

NBC
Various merchandise prizes

Listeners called, pick best amateur band leader
MBS
Listeners send in unusual fishing, hunting yams.
Best items used on air win prizes

only)

Health booklets

Free on request to program, c/o local CBS
station

CBS
DooLe«

Tour folders on all-expense Greyhound
vacations

Free on request to program, c/o local Don Lee
station

KXI.Q.ft
(CaUf.
Oregon stas

Listeners end in name. age. birthday. Oldest
person having birthday receives prize

Several

prizes of hard-to-get 6shing
and hunting equipment

6-6:15
pm
MTWTF
Sunday

Travel
service

PACIFIC GREYHOUND
BUS LINES

CBS
PitUburgh
KQV,
ABC

Free on request to program. N. Y.

9:30-9:36 am
MTWTF

Mondav
10:30-11 pm
Tuesday

Eric
Sevareid

Bes^ letter offering to
"swap"
gram wins
weeklyarticles on pro-

Copy of evening's talk

My Irnia
Friend

Institutional

METROPOLITAN LIFE
INSURANCE
CO

$25 set of Club Aluminum kitchenware and cleaning niateriaU

7:30-7:45 pm
Mon-Fr

All product!.

LIGGETT ft MYERS

Listeners called, compete with studio contestants in musical quiz

Cumulative stockpile of high-price<l
merchandise prizes

Cunimander
Scott

10:15-10:30 am
PDST

Montana
Boosters

MTWTFS
3:30-4:15 pm

\'arious merchandise prizes

Everybody
Wins

Friday
10-10:30 pm

$20-$10Uin cash prizes

N'arious
PARTICIPATING

Cigarettes

PHILIP MORRIS t CO

Howdy
Doody
PIONEER

PET

MILK

Polaroid
TV Lens

SCIENTIFIC CORP

Pel Milk

SALES CO

Drift

II gamble

Joyce
Jordan

Twenty
RONSON ART
WOKKS

U

S

Lighters

METAL

10:30-11 pm

besi, Tweed
Model.
DiU's
tobaccos

CO

Send list of 5 questions with P-M package
wrapper to program.
Cash for use. more if
contestant misses

Booklet : "Parlor Tricks with Polaroid"
autographed by mc Bob Smith, plus
"magic" picture of Smith and Howdy

CBS
• NBC-TV

Viewers send in dealer-obtained booklet to program. Smith autographs, returns with photo

Take a
Number

Free on request

Recipe booklet; babj' care booklet

CBS
NBC

to program, c o local CBS
station

MTWTF
10:45-1 1 am

Send 75c and one Dreft top to program. Cinci.

4-piece "Lustro Ware" refrigerator set
of plastic food containers

MBS
8-8:30
pm
Saturday

Questions

TOBACCO

Mont.

Saturday
Mary Lee
Taylor

PROCTER

Thursday
5:45-« pm

Bozemaij.

Saturday
5-5:30 pm

Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Send subject about which 20 questions may be
a.sked, to program, N. Y.

$5 for questions used.
$50 for correctly-answered jackpot questions;
contents of jackpot if missed

Listeners send quiz and jackpot questions to

MBS

program. N. Y.

f

WIIOROOT

Wildroot
Cream
Oil

CO

'Ih llenrjl
WILLIAMSON

CANDY

CO

1
'Staru apontorabip Septembc
"Surt« •ponauniiip .'Vpi^iiilx

What's the
NameSong
of
That

Wednesday
8-9:30 pm

True

Sunday

Detective
Mysteries

4:30-6 pm

Lee
$5 co^h prizes

Send list of any three songs to program for ^

Don

program use
MBS
$100

reward

from True
Magazine

.Awarded weekly if person correctly identifies [
wanted criminal described on show to FBI,
then contact magazine

Detective

'

1

r J

r 1"
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MORE PROOF!
The KMBC-KFRM

Team

Is Doing

A Job

July 12, 1948
Mr. Arthur B. Church
KMBC-KFRM
tionsCity
Stasas
, Mo.
Kan
Dear Mr. Church:

y pleased
4„*,+ >,- Interested to know that I am highl

Being in thehat^^|j[|||||l 1^ i^^JixlL lul^WSl

^

I

I

BC-KFRM

^ ' *s!lperior t; any other media we have used.

Csales
co^g ^^And ^%rd
ZV^ZTr.TJT^X^r^^
laxly gratifying.
I would say, '^^"^"
^ ^s myself
y
advertiser ^ch^^
Team is ta^or-made for^n
UIkS
Kansas oiT.y v
who wants to cover the entire
lours very truly,

\7nly the KMBC-KFRM Team delivers complete coverage of the actual Kansas City trade
area— coverage specifically designed to provide
the advertiser with an economical means of

P^
Xf^^^€
Fred 0. Boehm
Bel ton Hatcl

reaching those who are in the habit of looking
to Kansas City as their trading center.
Programmed from Kansas City, The Team
likewise renders an invaluable service heretofore unavailable to trade-area listeners . . • market broadcasts direct from the Stock Yards,
grain, poultry and produce quotations right upto-the-minute, informative broadcasts of a practical, understandable nature direct from the
KMBC-KFRM Service Farms, area weather forecasts direct from the area weather bureau.
To this, add one of the largest and most
popular talent staffs for stations this size . . . and
you have a well-rounded combination that is
doing a job!

The KMBC-KFRM

Team Serves 3,659,828 People!

7th Oldest CBS Affiliate
Represented Nationally by
FREE & PETERS, INC.

OWNED
SEPTEMBER

AND

OPERATED

BY

MIDLAND

BROADCASTING

COMPANY

1948
47

■■rl€M*-ramj*«» of TV
|irodii«*f!>« riiiiK tli<' ^aiiiui from

results
UKSW

SKY

>I'(»NS()1{: Oiiw

NomIin

8125.00

lo ilmnor

roadliouso

SWAP
A{;KNCY:

Co.

Placed Dired

(M'Sl I. K CASK IIISIOK^; Onv.v \<n(tt\ C.<>m}Hin\ lunl a
(Irlit.xv desk svl mmposvd of a specially built radio, lifeliiiir (ttlfiiditr. "lijc-tinic pvu." and desk lamp. This set.
(iilli-d " The li\<-<nlii(:" retailed at SI 25. After only 2 onemi mile partieipations on If t HI ys "Doorwav to Fame"
{one on \on'mher 10 and one on \oreml)er 21. 1947) Onyx
nteived riiHi iiujuiries h\ mail. Results the entire Christmas

SPONSOR:

lu

at a

llii.s

ri^porl

SHOP

Sustaining

CAPSULE CASE HISTOR'i : Jack Steck brought his "trading />o.s/" to WFIL-Tl about ten ueeks ago. In that short
time hundreds of items have found new owners after being
lelevieued on his "Sivap Shop." Amazing d<fils such as
Consolidated-l ultee Army trainer plane plus $1,000 for a
new liuick. an Frcoupe for any neiv car. a $ 1.000 Italian

sliH-k. totaling WO sets and grossing $50,000. uas sold.

carved marble fireplace for a grandfather's chnk. have Imh-u
offered and. in many cases, found takers.

W \HI). N.U

WFIL-TV, Philadelphia

York

PROGRAM:

TELEVISION
SPONSOR:

"l).)or«a%

lo Fame'

FILTER

I'ioiieer Scientific Corp.

AGENCY:

Cay ton. Im .

FLOOR
SPONSOR:

PROGRAM:

"Swap Shop"

COVERING

Charles Stoum.n

& Son

AGENCY:

Ralph A. Harl

CAPSULE CASE HISTORY:
Stoumen retails better carpels
and. folloiving the f<>eling established in the early days of
telecasting, decided th<it 11 set oivners were in the upjx'r
income brackets. I he budget m//.s limited, so he could

CAPSULE CASE iriSTOR^ : Several months ago. Pioneer
Seientific Corfioralion inlrodueed the Polaroid Television
liller {designed to sharpen the television pieture and increase eontrast u ilhoitt glare). I o reach the television market I'connmicollv. Pioneer concentrated primarily on 11 .
using, ihcy helieve. the first open end one-minute films ever
made {plus slides) over IVABD and ff CBS-TV. Up to
August, over 35.000 fillers, ranging in price from $6. .50
to S25. have Ixvn sold.

first l.'i iveeks he rejxirled that, in actual sales. T\ had
topped any other media he had eivr used. Stoumen also is
iniftressed by the ivord-of-mouth advertising he receives
from viewers of his minute scannings.

W VHI). W ( BS-TV.

^ FIL-TV.

Ne«

RATIILVC*
>l'n\>(»R:

York

PROGRA.M:

1-minnt.- (ilms

SITTS
Plaro.l Direct

SPONSOR:
CAPSULE

<: M'SL LK C\SK IfLSTOR^ : ts part of its regular "Lit's
Have Fun." the department store scanned a nightmare skit
of a neulyiv^fl ivearing an old-fashioned bathing suit.
Si.x girls in Jantzen suits participated in the playlet, and
the ihiy after the daytime airing many shopfH'rs asked
sfn^ijically for one of the sitils ivorn by the girls. The
program is telecast direct from
Hestaurant.
WCAU-TV.

Phil«.Jrl,.hia

Lit's S<'v<-nth Floor

PR«m;RAM:

Philadelphia

PROGRAM:

Spots

RESTAIRAXT

\<;KNCY:

Lit Hrothrr-

afford only lico spot announcements per ux-ek. IT ilhin the

Sustaining
CASE HISTORY:

'There ivere only 3.500
"LitV Have Fun*

During the early days of -

CliS-Tl "This IT eek in \eic ) ork' teas a regular !^fitur</«\ night feature. \Ientioned on this program as a good
eating place was the Outpast Inn at Ridgefield. Conn.
Time devoted lo this mention was 15 seconds. The folloiving day five parlies visited the Inn and mentioned they had
learned about it over Television. A number of other Tl introduced parties visited the Inn during folloiving u^eeks.
WCBS-TV

T\' sets in the areti then.

PROGRAM:

"This \i eek in New

York'

TV'S MAJOR ADVANCE IN 1948!
Instantaneous Transcriptions
of Television Programs
on
35-mm or 16-mm Motion Picture Film

On December 10. 1947. Paramount Pictures Inc. gave the
Television Broadcasters Association (assembled at the \^ aldorf-Astoria I a first-showing of transcriptions of various
types of programs recorded off the air on 35-mm film in tln:booth of the Paramount Theatre. New York.
It was explained that tiiese recordings could be used for
simultaneous theatre projection, for television program
syndication, for reference pur]>oses and in many other ways
which will improve television programming. Since that
time, the use of television transcriptions has grown extensively. \^e have recorded shows for networks, advertisers,
advertising agencies and package producers. These transcriptions have been re-broadcast over stations in New York.
Chicago. St. Louis and Los Angeles. Transcriptions of the
recent political conventions were telecast in Chicago and
Los .Angeles a few hours after their recording.
Paramount recordings were designed to meet the competitive test of theatrical 35-mm motion pictures. .\nd when
broadcast to the smaller TV screen the quality is even better.
Similar apparatus will soon be available in Hollywood and
Chicago.

VIDEO TRANSCRIPTIONS MEAN BETTER PROGRAMS
editing.
You can add pacing and sparkle through
You can use a rehearsal recording for audience-testing.. . for study, timing, polishing
and planning retakes.
You can be sure your commercials are
broadcast exactly as okayed by the sponsor.
You can schedule shows when and where
you need sales pressure . . . repeat shows as
audiences grow . , , amortize costs over many
markets . . . forget time differentials and the
lack of coaxial networks.
You'll save audition time . . . speed up
policy decisions . . . get quick approval from
distant executives . . . settle client-agencytalent differences of opinion and recollection.
You can copyright your tele-show (it's the
only form in Mhich it can be protected in its
entirety under existing law).
You'll have an impressive new promotional tool in your sales kit for use at sales
conventions, product exhibits, business
luncheons and gatherings of dealers, salesmen and employees.

You can share this advancement noic.
GET
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liLJiroailcasI meriandin!
A scoring and reFerence book, authored by

Jimmy Dudley, W JW's (CIcvclandj sportscaster is being given away by Standard
Brewing to baseball fans. The book contains a diagrammed method of scoring,
and enough pages to record every Cleveland Indian game. A lucky number gimmick wins portable radios for holaers.
Requests topped 130,000 at midseason
fX)int.
Toni Company dramatized its radio schedule

WMT
opens new vistas
in Alta Vista
(IOWA)

to salesmen at their national sales meeting
in Chicago last June. A Toni model wearing a nurse's cap, stethoscope, and legrevealing dress appeared before them and
asked the question, "What radio program
do 1 represent?" The correct answer,
shouted in chorus, was "Nora Drake."
Telephone and switchboard operator listeners
were added to Art Scanlon's disk jockey show

. . . lieu vistas for listeners
and new

vistas for sponsors.

Listeners ride high on WMT
radio waves of information and
entertainment. Advertisers enjoy
important coverage in another
rich Iowa community.
There are a thousand areas like
Alta Vista in WMTland, small in
themselves, large in importance
to radio advertisers when considered as a whole. Reach them via
Eastern Iowa's only CBS outlet —
WMT— the station with a 2.5 line
that includes 1,131,782 people.
Ask the Katz man for details.

WMT
CEDAR

RAPIDS

5000 Watts
600 K.C.
BASIC COLUMBIA
50

Day & Night
NETWORK

(WINS, New York; by his "Miss Hellocontest. Contestants could only be nominated by friends sending in a description
of their favorite "hello girl's" voice.
Descriptive words had to begin with successive letters in Art Scanlon's name (A
for Alert, R for Resonance, T for Thrilling, etc.). Prize for the winning telephone
operator was a free trip to Bermuda.

advertised products. The cooperating
stores also distribute Key Notes, a WKRC
listener-shopper publication, to 95,000
persons each month.
National magazine will be built around ABC's

"Bride and Groom" show. Tentatively
titled Happy Marriage, the Bride and
Groom Magazine, the publication will be
launched in October with a $50,000 prize
contest. The publishers, Farrell Publishing Corp. (also publishers of Tom Breneman's Magazine), will angle the monthly
toward young housewives— one-sixth directed to the program, and the rest to
young homemakers.
A spin-prooF Ercoupe was the prize Lutheran
minister Norman E. Kuck won in a
Mutual network quiz show, after submitting 13jingles. (He also won a home
air conditioner and a radio-phonograph
combination.) At first, the Boyne City,
Iowa, parson was intent on selling the
plane, but after a demonstration, changed
his mind. Now he's an aerial circuit
rider, flying his Ercoupe between his
church in Boyne City and a nearby
country church.
Local station promotion oF NBC's "Fred

Waring Show" was achieved by playing
recorded interviews of hometown person-

The "straw hat" theatre circuit gave WTAG,
WTAC-FM's (Worcester) Julie '»'
Johnny show a boost this past summer.
Julie sparked her listenership by calling
in actors making personal appearances
around Worcester to take interview bows
on a program feature named Curtain Calls.
Larry Parks, Esther Williams, Guy Madison, John Payne and Joan Caulfield were
some of the stars that appeared.

the Music Workshop's operations, and a
discussion of microphone technique. Each

Money savins food recipes rang the bell with

recording
carried
Fred will
Waring's
theme
that a singing
America
be a happier
America.

housewives
listening
to BillNewLeonard's
This Is New
York (WCBS,
York).
He mentioned, one morning, that free
copies of the U. S. Department of Agriculture's booklet, containing 150 economical and nourishing main dishes was available for the asking. Within a week, he
had 6,000 requests.
Over 2,000 independent grocery and drug
stores joined to help WKRC (Cincinnati)
celebrate the second anniversary of its
Key Item plan. Each week, under the
plan, the stores display program and advertising fHJstcrs which promote both
listenership and sales for the station's

alities that attended Fred Waring's
Music Workshop at Shawnee-on-theDelaware, Penna. Each week during
August, three NBC affiliates received
transcriptions of the interviews. The 15minute disks contained a brief outline of

Thousands oF spectators jammed the sidewalks

of the Minneapolis Aquacentennial parade
route to see themselves televised during
the Flour City's annual festivities. A
Twin City Television Lab mobile unit,
believed to be the first self-contained
mobile unit ever to televise while moving,
appeared as a float in the parade. From
the roof of the bus, a oimera man took
pictures of the crowd which were instantaneousl) reflected on two 15-inch Dumont television screens mounted on each
side of the bus.
(Please turn to page 90)
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5000 WATTS -
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is the newest radio station to serve Northern New Jersey
and Metropolitan New

antenna system of five

York, its strongly directional

towers is so designed that there is no wasted power
areas.

scattered over unproductive

Its 5/000 watts are so concentrated that it will blast into

the great Essex County area (richest income tax county in the entire country) as well as
the FIVE other rich commuting
Beamed

as it is

toward

New

counties of North Jersey.

York/ sponsors are assured of strong THRIFTY

coverage of the world's greatest twin markets — Northern New Jersey and New York City.
Our rate card is thrifty — our Scotch laddie and lassie are our
symbols of thrifty buying to reach lots and lots of people who live within
the confines of our STRONG

DIRECTIONALIZED

signal which eliminates the open spaces

where few people live and just as few buy your
products.

For

complete

information

on

how

your thrifty radio dollar can be used to advantage
will be listening to OUR

to reach your thrifty prospects who

thrifty radio station write, phone, wire, or drop in to see

0n ^/le tJ^

IVON B. NEWMAN
^

General Manager

45 CENTRAL

AVENUE,

MITCHELL

NEWARK

2, N. J.

3-7600
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Those
Mr. and M
duos
They're alirays
themselves and their faithful
andienees buy and buy
The formula is sure-fire.
Mr. & Mrs. programs sell an almost unbelievable
variety of products and services. Breakfast with the
Fitzgeralds (WJZ, New York) has sold 95 items or
services. The capacity to gather an audience and sell
so great a spread of products isn't peculiar to the FitZ'
geralds. It's a trade mark of the Mr. & Mrs. formula.
When pioperly produced with the right personalities,
the wedding-ring duo is one of the most effective ever
created by radio.
Husband and wife breakfast programs have much in
common with the typical a.m. women's participating
sessions (See Women's Participating Programs, AprilMay 1948). Both have relatively small but loyal audiences. In both, the stars are the show; and broadcast
primarily for women listeners; in both it's the personal
endorsement that sells products. The differences, however, are sharp.
It's not surprising that a star of a successful morning
women's participating session and her radio-wise husband should have perfected the Mr. & Mrs. formula
and launched the cycle of husband-wife breakfast
shows (and their variations). WOR, New York, was
presenting Pegeen Fitzgeiald in August 1942 in Pegeen
Prefers. On this show, as on most of the better participating sessions, the announcer was a vital part of the
(top) as the sponsors see Dick and Dorothy at breakfast
(middle) as listeners visualize the WOR
breakfast pair
(bottom) as Dick Kollmar and Dorothy Kilsallen see themselves
SEPTEMBER
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'''^
^"^"''^'"Orbach's
'^'''^sponsor,
meeting customers press
IIIIg
mnHDllnrr
IllUUC

colic
ObllO

and that's always
store
the
antstaff:
in retail advertising
import

sponsor's
outfitting junior C e real
|and

intrnHllPilKT
IllUUUUvlllg

Ct^ff
Oldll

helps make Jinx a resuiar shopper who sounds
it gives the program (Tex and Jinx) air copy

°^ ^^°'^ °" show has the tendency of making Mr. and Mrs.
seem part 'of the sponsor's "family" on "Tex and Jinx" airings

The "FitzGees," Ed and Pcgecn, have sold over 95 products since first "Mr."
wandered onto the "Mrs." prosram on WOR, N. Y.
They're on WJZ now

"Mr.
and
at WKYW,

Nothing private about married life for "Mr. and Mrs." broadcasters. Mary and
Bill Reynolds
(WBMD,
Baltimore)
broadcast
from
sponsor's
window

air with their foursome at Chicago's beaches for station WBBM

production. It was therefore a short but
inspired step to draw Ed Fitzgerald
briefly into the conversation whenever he
visited the studio, as he sometimes did,
after winding up his own midnight-tC'
dawn show.

Mrs."
formula
helps add
flavor to disk-spinning
Louisville,
Ky.,
with
Stan
Hayes
and
wife

Wire recorder permits Mr. and Mrs. Clif Johnson to sun and

and scored a success. Breakfast with
Yet this hasn't been true of the husband
Dorothy and Dick moved into the time and wife breakfast sessions. Development of breakfast with the family on staslot with a different approach to the same
tions throughout the country has been
formula. Applications of the husband'
wife treatment to other programs, such as slow. Many who have tried it with apparently all the ingredients have landed
shopping, disk jockey, musical clock, etc.,
on their faces.
began
to
evolve
and
are
successful
—
ore
The reaction was sh'ghtly amazing.
The answers to success with this forHere was a simple new ingredient in a of the first indications a program type
mula involve more than the standard instandard format that did something is making the grade.
gredients ofa married couple indulging in
startling to the audience — they liked it.
It's traditional that a formula which
conversation
over morning coffee and
Every time Ed got in on the conversation succeeds with the speed and impact of the
with Pegeen he swelled the mail count. Mr. & Mrs. at breakfast spreads quickly. toast — with or without guests, with or
without kids, with or without a menage.
As a result he and Pegeen proposed that
This was true of the earlier women's parWOR let them do a show together, and
ticipating formula, of disk jockeys, and There's plenty of evidence that producers
the breakfast'Couple cycle was born. currently of g've-aways; they are to be of husband and wife shows that didn't
(Please turn to page 57)
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When the Fitzgeralds switched to WJZ found everywhere, in all communities.
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100 VERDICTS
for The Housewives'
Protective League
V

rl if~

II

u«n«

.the "Program that Sponsors the Product"
Look at the one hundred companies

...Because they have found that The

listed on the right. You'll agree it's a
blue-ribbon panel of smart national

Housewives' Protective League is the
most sales-effective participation pro-

spot advertisers. You'll agree, too, that
each of these advertisers sets an ex-

gram in all radio.

ample that pays — and pays to follow!
All 100 of these profit-minded advertisers have been sponsored by The

The dollars and sense testimony of
EACH of these 100 advertisers proves
conclusively that this unique radio

Housewives' Protective League during
the past twelve months. They pay for
this privilege.

program can write a unique sales success story for you ...if — like these 1 00
advertisers— you can qualify. For more

...Because they know that listeners
know every product sponsored by the
HPL must pass a rigid consumer test by

information about The Housewives'
Protective League, get directly in
touch with any of the eight stations

the HPL Testers' Bureau (a panel of
housewives in each station's listening
area) before being approved for
sponsorship.

spot representatives, or "The Program
that Sponsors the Product"...

...Because they know that every
HPL commercial is adiibbed in an
interesting and sincere manner into
the program format ... is certain to get
complete audience acceptance.

carrying the program, their national

HPL MARKETS: los Angeles (50,000-walt KNX)
Chicago (50,000-watf WBBM) • St. Louis (50,000-waft
KMOX) • San Francisco (5,000-waft KQW) • New York
(50,000-watt WCBS) • Washington, D. C. (SO,000-watt
WTOP) • Mlnneapoli$-St. Paul (50,000.watt WCCO)
Seattle-Tacoma (SO,000-watl KIRO) and more great
markets and stations to be announced later in the year.

THE HOUSEWIVES' PROTECTIVE LEAGUE
A division of CBS, Columbia

Square, Hollywood
or 485 Madison Ave., N. Y.

DURING THE PAST TWELVE MONTHS
THESE 100 ADVERTISERS WERE SPONSORED BY
THE HOUSEWIVES' PROTECTIVE LEAGUE PROGRAMS
I
1
I]
r
I
I

1.
il
a
9

Macaroon IVIix)
(G. Washington Coffee)
Meats)
Ctieddar Cheese)
Ballard and Ballard Co. (Ballard Oven-Ready Biscuits)
Beatrice Foods Co. (Meadow Gold Butter)
Beltone Hearing Aid Co. (Hearing Aid)
Birds Eye-Snider Inc. (Birds Eye Frozen Foods)
Book-ot-the-Month Club
Blue Moon Foods Inc. (Cheese)
Bordo Products Co. (Citrus Juices)
E. L. Bruce Co. Inc. (Bruce Floor Cleaner)
California Almond Growers (Diamond Almonds)
California Fig Institute (California Figs)
Allied Food Industries (Holiday
American Home Products Corp.
American Packing Co. (Sunrise
Armour & Co. (Miss Wisconsin

California Prune Growers' Ass'n (Sunsweet Prunes)
California Spray Chemical Corporation (Insecticides)
California Walnut Growers' Ass'n (Diamond Walnuts)
Campbell Soup Co. (Soups)
Canada Dry Ginger Ale Inc. (Carbonated Beverages)
Clean Home Products Inc. (Apex Insecticides)
Clorox Chemical Co. (Boon Household Cleaner)
Comfort Mfg. Co. (Craig-Martin Toothpaste)
Consolidated Dairy Products Co. (Darigold Cheese)
G. N. Coughlan Co. (Chimney Sweep)
Curtis Publishing Co. (Holiday)
D'Arrigo Bros. Company (Andy Boy Broccoli)
L. DeMartini Co. Inc. (Roasted and Salted Mixed Nuts)
Dennison's Food Company (Dennison's Food Products)
Doubleday and Co. Inc. (Book League of America)
August E. Drucker Co. (Revelation Tooth Powder)
Durex Blade Co. Inc. (Durex Razor Blades)
Electric Household Utilities (Thor Washing Machines)
Frito Company (Fritos)
General Foods Corporation (La France)
General Petroleum Corp. of California (Tavern Waxes)
Golden State Co. Ltd. (Golden-V Vitamin Milk)
Gold Seal Company (Glass Wax)
B. F. Goodrich Co. (Tractor Tires)
The Great China Food Products Co. (Canned Foods)
Griffin Manufacturing Co. Inc. (Shoe Polish)
Hills Brothers Co. (Dromedary Gingerbread)
Hubinger Co. (Quick Elastic Starch)
nois Meat Co. (Canned Meat)
Inland Rubber Corporation (Tires)
luice Industries Inc. (Sunfilled Whole Orange Juice)
Kerr Glass Manufacturing Corp. (Canning Supplies)
Kretschmer Co. (Happy Harvest Wheat Germ)
an-O-Sheen Inc. (Cleaner)
eeward Products Ltd. (Threads)
ever Brothers Company (Breeze)
indsay Ripe Olive Co. Inc. (Olives)
Jte Soap Co. (Lite Cleanser)
OS Angeles Soap Co. (Merrill's Rich Suds)
faggi Co. Inc. (Maggi Bouillon Cubes)
lanhattan Soap Co. Inc. (Blu-White)
larljn Firearms Co. (Marlin Razor Blades^
Icllhenney Co. (Tabasco Sauce)
lichigan Chemical Corp. (Pestmaster Products)
lichlgan Mushroom Co. (Dawn Fresh Mushrooms)
llckleberry Food Products (Mickleberry Meat)
puis Milani Foods Inc. (1890 French Dressing)
sh-Underwood Co. (Donald Duck Peanut Butter)
ational Biscuit Co. (Shredded Wheat)
aticnal Carbon Co. Inc. (Krene)
'Brien's of California Inc. (Candy)
mnibook Inc. (Magazine)
rr Felt and Blanket Co. (Orr Blankets)
ark and Tilford (Tintex)
syne Furnace Co. (Furnace Sales and Service)
ser Food Products Co. (Peer Brand Pie Dough )
nick & Ford Ltd., Inc. (MY-T-FINE Desserts)
srfex Co. (Perfex All-Purpose Cleaner)
srk Foods Co. (Perk Dog Food)
llsbury Mills Inc. (Pillsbury's Pie Crust)
)mona Products Co. (New West Raw Apple Juice)
ie Procter & Gamble Co. (Prell)
irjtan Company of America (Realemon Lemon Juice)
idbillOilCo.(Renuzit)
nd, McNally and Co. (Institutional)
muel Goldwyn Productions Inc.
hulze and Burch Biscuit Co. (Biscuits)
otwell Mfg. Co. (Hi Mac Candy Bars)
^e Silex Company (Silex Glass Coffee Makers)
non & Schuster Inc. (Books)
■)ux Honey Ass'n (Clover Maid Honey)
Sl-Off Manufacturing Co. (Soil-Off)
luthern California Citrus Foods
leclal Foods Co. (Jays Potato Chips)
E. Staley Mfg. Co. (Cream Corn Starch)
[indard Brands Inc. (Royal Puddings)
•wart and Ashby Coffee Co. (Coffee)
ets Co. of America (Tootsie Fudge Mix)
^lor-Reed Corp. (QT Pie Crust)
iuum Foods Corp. (Quick Frozen Orange Juice)
ider Company (Ovaltine)
d Baking Co. (Tip Top Bread)
hington Cooperative Farmers Ass'n
Welch Grape Juice Co. (Welch Grape Juice)
tern Stationery Co. (Ball Point Pens)
ith Radio Corp. (Zenith Radionlc Hearing Aids)

click never realized the secret of the
special fascination in this type of program.
The typical session is produced for
women listeners around the breakfast
hour. While some men listen to these
broadcasts, or a portion of them, before
leaving for work, the number is negligible.
The cartoonist's caricature of the American breakfast scene, with Mr. buried
behind a newspaper, Mrs. glaring at him
while their Junior pours oatmeal over his

Remember the
story about . . .
The Apple Blossom

own head, doesn't literally define the
average scene, but it's suggestive. To the
average woman listener, breakfast simply
isn't the dream interlude she hoped it
might be when she gave heart and hand to
her only man. Breakfast realities, for
most women are pretty humdrum.
Recognizing this "secret" of their
listeners, every morning Ed and Pegeen
proceed to enact a little drama, in the
course of which they talk about openings
of shows and plays; interesting places and
people they visit; their menagerie of dogs
and stray cats for which they try to find

that grew into

homes; the day's news, etc. This is the
grist. They use their own lives as the
source of material. Their treatment of it
is not stereotyped, but is individualized
and flavored by their own personalities.
The "magic" element in the successful
Mr. & Mrs. formula is not a tangible ingredient. It's the fact that the interlude
gives the housewife an experience with
which she can identify herself and so
enjoy vicariously the kind of morning
interlude that will never be her's in
reality. It's a rule, too, that nothing c?n
be a part of the production that seriously
mars the idealized sense of what a congenial breakfast with the Mr. should be.
The formula is a highly specialized form
of escape.
When WOR had to set about the exact'
ing job of finding a couple for the time
slot of the departing Fitzgeralds, they had
some specific qualifications the couple
would need to fill. The quality of escape
in presenting a program which imitated
Mrs. Average Housewife's (with a liltle
pleasantness and good humored talk
thrown in) could be thin stuff. The audience's dreams and longings couldn't be
vicariously fulfilled with watered-down
pabulum
The couple had to have a background
involving £ life quite inaccessible to Mrs.
Average Housewife, but a life attractive
enough to listeners to make identificaticn
with it desirable. They had plenty of
candidates with the right backgrounds.
WOR tested some 50 couples before discovering one who could relax before the
{Please turn to page 62)

A Big Red Apple?
That's just like the story
of WWDC in Washington. It
started out small . . . and
then it blossomed

. . . and

finally it ripened into the
station that smart

adver-

tisers depend on for lovsrcost sales. To see your own
sales message bear fruit
in this rich market, use
WWDC— AM and FM. It's
the station that produces
results — economically.

WWDC
AM-FM— The D. C. Independent
REPRESENTED
FORJOE

NATIONALLY
&

BY

COMPANY
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There was little deviation from annual trends in July spot placementNationally it hit the low of the year as it did in all sections of the
nation except the West Coast and New England areas. In the former
placement was up 4.7 over June. The North-East areas dropped from
June but were still higher than August 1947. Current (AugustSeptember) spot business is showing improvement over a year ago due
in part to political broadcasting and better than normal activity in the
automotive and tobacco fields. Anticipated shift of Kaiser-Frazer
100% to network broadcasting will hit spot automotive classification

spot
trends

but business placement by automotive's "Big Three" is expected to
offset K-F deflection. Beverages and Confectionery continue higher
than sponsor's base month, September 1947. With a year's reports
behind, sponsor will use 12 month base starting August.

Based upon the number of prosrams and announcement: placed by sponsors with stations
and indexed by Rorabau3h Report on Spot
Radio Advertising. Spots reported for month
of September 1947 are used as a base of 100
Pel cent
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no matter how many divcrte

divisions it may

include.

In the industry reports, however, the same sponsor may

SPONSOR

WHEN

YOU PICK

an NBC affiliate

BEAUMONT^

PORT ARTHUR
IIOUSTON^
OF MEXICO

OF*KPRC

min sBMBi

msT

\n HOOPER

FIRST
inFirst
the Marlcet
South*s
NOTE:
This
B«
This
Beaumont-Port
Arthur
port tevaals only
.,KP( one
segment
o(
of InKPRC'
segment
coverage.
sis I
K R P C
reaches
67
exas
and
Louisiana
counties
according
BMB reports.
ng to
re-

does have a tremendous audience. Yet Standard Rate an

Data shows KPRC time costs are
less. Asdivision
for listeners,
here's
how ana
actual
between
KPRC
independent survey reveals theirir actual
division between
KPRC
the second Houston station, here named "B".
index in
in Beaumont-Port
Beaumont-Port ArtI
Artliu
Hooper Station
MorningListening Index
sre named "B".
11.4STATION
7.4
KPRC
"B"
Afternoon
27.9
7.1
OO
Q
1 /C 1
Evening
29.8
16.1
7.1
Sunday Afternoon
20.2
Port Arthu
All you buy is Houston, yet we deliver Beaumont7.6
and in tonnagi
ioston
ports. (Beaumont exceeds Boston in tonnaj
. • . important shipping ports.
Port Arthur exceeds Los Angeles).
KPRC also leads all but one of six local static s in Beaumontleads all but one of six local stations in Po
Port 'irmly
Arthur.
KPR«
establishec
dominance in this vast area is obviously and

950
NalieiMl Represantotlves, Edward

Petry and Company

KILOCYCL
• Affiliated with

meral Manager
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For the sponsor interested
in sales, Singin' Sam presents a unique
I
opportunity.
Fc »r never in radio's history has there been a personalityrT^
like ham . . . ne
ver before a program series with such an outstanding
' -IT ► Ly
_„„
1 oie major
."„_ s,
record
»ales successes unbroken by a single failure.
'
Inese are strori
.
ig statements
that carry tremendous
weight
with
',
And facts
prospective prop ram purchasers ... if supported by facts.
wc 1nave m• aniii
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idance . . . high Hoopers, congratulatory letters, ex\ T ~I
•
f
al appreciation
by advertisers
themselves,
actual
stories backed with the concrete figures.
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MR. AND

MRS. SHOWS

Continued Jrom page 57)
microphone and talk for eavesdroppers.
This difficulty in finding a married couple
with both the necessary background and
"mike" presence is one reason more stations have not developed this type of
program.
In Dorothy and Richard Kollmar, WOR
discovered an "ideal" couple. Dorothy,
daughter of famous newspaperman Jim
Kiigailen, was herself an ace reporter and
Broadway columnist. She had her own
radio show of Broadway gossip. Dick
was ? Bioadway play producer and actor
who also recreated (and still does) Boston
Blackie in the radio whodunnit of the
come name. There were a couple of neat
bonus participants in Dickie and Jill, the
young Kollmar offspring.
The Kollmars move in that exciting
circle of New York life that most of their
listeners will never experience except
through the eyes and ears of Dorothy and
Dick. Their breakfast guests are people
whose names are in the news; people

• ON THE DIAL
• IN LISTENING
IN NETWORK

WSJS
LEADS
DAY

AND

NIGHT

NORTH CAROLINA'S
RICH TRI-CITY
MARKET
• WINSTON-SALEM
• GREENSBORO
• HIGH POINT
WRITE

FOR OUR

BMB

FOLDER

whose activities mean "good story" to
Dorothy and Dick. Women listening in
on breakfast with Dorothy and Dick have
a second major satisfaction — in their
hearts few of them would trade places
with Dorothj' if doing so meant they had
to learn what she has learned, develop the
skills of her trade. To step from the mold
of their own lives into that of Dorothy
Kiigailen Kollmar would be a self-evident
impossibility. Yet with a twist of the
dial they can share some of its fruit. And
the fact that most of what Dorothy and
Dick share through the microphone is a
by-product of their work is important.
It's easy to offend an audience by talking
down. It's easier not to talk down when
all are aware that the pattern of the
performers' lines is a part of their jobs.
The distinctive contribution of the Mr.
& Mrs. escape formula is that it adds the
Mr. to the fantasy. No matter how well
the announcer of the typical women's participating program fits the format, he cannot substitute for a husband. Hence the

(^ WINSTON-SALEM
TH E JOURNAL-SENTINEL

AFFILIATE
HEADLEY-REEO

62
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STATIONS

COMPANY

flavor of the women's participating program, though no less authentic when
properly produced, is less intimate than
that of the Mr. & Mrs. 11 is this intimate,
down-to-earth feeling that is prized by
listeners.
One of the tricks of the Mr. & Mrs.
production is to create the illusion that
the broadcasting family is like that of the
average listener's, with the same problems. For instance, Dick may complain
to Dorothy about continually getting a
wash cloth with a hole in it so that he has

"Musjc and women," Sam Pcpvs told
his diary, "I cannot but give way to,
whatever my business." And whatever
their business... there are more than half
a million NewYork families that cannot
but give way to the music they love...
as it comes to them over WQXR and
WQXR-FM.

They listen so steadily

... no other station in this biggest and
richest of all markets can reach them
so effectively. These families love good
things as they love good music . . . and
can afford them, too. So whatever your
business... business can be better if you'll
let us help YOU reach these families —
and reaching them, sell them— with
the music they cannot but give way to.

May wc?

AND WQXR-FM
RADIO STATIONS OF THE NEW YORK TIMES
SPONSOR

Still another reason why WBBM

has been

Chicago's most sponsored station Jor 22 years!

ii

WBBM

sweeps up 75% more dollars"
. . . say C. A.
most modern
they KNOW!
started using

Boushelle & Sons, Chicago's
rug cleaning company. And
Twenty-two months ago, they
a typical WBBM origination

— the Housewives' Protective League, conducted by Paul Gibson. Ever since, Boushelle & So7is have been cleaning up big
(and steadily increasing) profits — the biggest in their history— at an advertising cost
of oydy 13^ per dollar returned!
Specific restdts:
75°/o TOTAL INCREASE
NESS IN ONE YEAR!
22 CONSECUTIVE
VOLUME
26%

MONTHLY

OF BUSU

INCREASES

IN

OF BUSINESS!*

BIGGER

51% MORE

IN VOLUME

ORDERS

PER

CUSTOMER!

CUSTOMERS!

Significant sidelight: in a trade subject to
sharp seasonal slumps, Boushelle & Sons
are now doing a bang-up business all year
'round. Thanks to 50,000-watt WBBM,
Delivering high returns at low cost —
scoring measurable results — is a WBBM
habit, and has been for the past 22 years.
That's why advertisers place more business
on WBBM than on any other Chicago station. That's why YOU belong on WBBM.
Over corresponding months in previous year.

WBBM
Chicago's Showmanship Station

SO.OOO WATTS ' COLUMBIA OWNED ■ REPRESENTED BY
RADIO SALES ■ RADIO STATIONS REPRESENTATIVE. CBS

to wash his face with his finger (the light
touch). Other husbands get wash cloths
with holes in them, too.
Mr. and Mrs. Joe Doakes (WHBQ,
Memphis) make a point of certain spontaneous differences and arguments which
add to the feeling of reality — but they
never get out of hand, and scenes are
always rounded off so as to conform to the

WIP

escape formula.
Ed and Pegeen Fitzgerald, whose
sophisticated, calculated treatment of the
formula has been completely misinterpreted by consumer stories, don't violate
the requirements. Despite their emphasis
on avoiding "company manners" and
their shrewd heckling of each other, the

Mnroduees

basic appeal is still escape to never-never
land (for the listeners). Ed may insist it
isn't the mint (they got on the subject of
mint while plugging Life Savers) that he
likes about Mint Juleps, "but the booze,"
thus embarrassing Pegeen in the middle
of a commercial. But it's all good fun,
and come a bit later Pegeen is properly

January 1911 saw llx- beginning of a 15niinutc inid-inorning news roundup for a
local sponsor. Today that same sponsor
is very happy, having for the past seven
years allowed this program on WIP to
carry the heavy responsibility for their
radio sales success. In the intervening years
they have withdrawn programs from two
other stations in favor of the greater,
provable sales power of "Philadelphia's
Pioneer Voice."

things that come up for discussion, including, often enough, his darling Peggy.
Peggy bounces right back at Ed defending
the conventional approach to things.
Any woman who listens long enough to
size up the session can tell you the guy
adores his Peggy. Even those women who
write Pegeen advising her to get rid of the
bum before the next broadcast would
Why?
miss
Ed like the dickens.
Because all the skirmishes are only
their individual paraphernalia to dress up
the escape formula the Fitzgerald way.
The morning Ed retired in a huff under

WIP

Pegeen's heckling and hied him back to
bed only went to prove that life is basically, ifonl>' occasionally, wonderful —
wasn t Mr. Fitzgerald on hand as usual
Honey?
the next morning with Mrs. FitzGee

M^hUadelphia
Basic 3Iibyitnal
tteprvHonted

putting him in his place. Ed stars in a
role of satirizing most persons, places, and

It isn't necessary to the program's appeal that children take part, or even that
the family have children. The Fitzgeralds don't. Neither do the Brooks,
who've built a remarkable following on
WGY, Schenectady. But children do
create a distinctive appeal, especially

\aiiunaily

where they punch out the commercials.
Seven-year-old Dickie Kollmar isn't an
authority on Van Raalte hosiery. But

EDW

AII

D

PET

RV

A- CO.

J

take Colonial House Candy — there's
something else! He bleated unexpectedly
into the microphone one morning there
were no more Colonial lollypops on hand.
And how can a fellow keep the selling
points in mind without samples? (Colonial sent samples, but quick.)
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THE TRIO OFFERS ADVERTISERS
Concentrated coverage

•

AT ONE LOW

Merchandising assistance

Listener loyalty built by local programming
—

IN GEORGIA'S

COST:

FIRST THREE

• Dealer loyalties

MARKETS

TheGeargioTriD

Represented, individually

THE KATZ

and as a group, by

AGENCY,

INC.

Wev» York • Chicago • Detroit • Atlanta • Kansas City • San Francisco • Los Angeles • Dallas
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^-SUN

THE
A.S. Aliell Coinimny

• • • Hultiniore 3, Md.

WMAR
TY&FM
—the stations
with the prestige
From the first hour that
The Sunpapers' stations
were on the air, they carried
the prestige of a great Maryland institution. WMARTV, Maryland's pioneer
television station— is on the
air every day (Channel 2),
with programming in the
public interest and to the
people's taste.
WMAR-FM is catching
on fast, and operates daily
on Channel 250 (97.9 Mc).
Together, these are the
stations with the prestige —
an extra ingredient that
gives extra pull to your
advertising.

FLASH!
Station WMAR-TV,
now affiliated with
CBS, is the only
station in Maryland
carrying the CBS
television programs.

Represented

by

THE KATZ AGENCY
INCORPORATED

500
FIFTH
NEW YORK
66

AVE.
18

The Kollmar's never know which one of
their current 24 sponsors Dickie may
start plugging on his own (granted there
are plenty of samples of everything). If
the product interests him he quickly picks
up the selling points from listening to his

Channing

parents work.
Colonial House Candies, Irvington,
N. J., started using one participation a
week on Breakjast with Dorothy and Dick,
in October, 1946. The objectives, accord'
ing to their agency, A. W. Lewin & Company, Newark, were to build good will,
sell particular candies, achieve a longrange expansion program. During the
first 34 weeks participation (one a week)
the company expanded their retail outlets from six to ten.
Colonial tested the immediate impact
of a Dorothy and Dick recommendation
» by alloting one announcement to their
new cocoanut bar, with no other promotion. They sold over 5,000 pieces in two
days. In August, 1947, Colonial increased
their participations to three per week.
Polly and Perry Martin (WLOL,
Minneapolis-St. Paul) daily have an interesting selling record. They talked about
Cinco Company's built-in Stone windows
and sold five the first day at $250 each.
Within three hours after their first mention of Sterling Motors' used autos, one
car had been sold and Sterling had talked
cars with 30 housewives. These instances
are typical of Mr. and Mrs. results.
Like the conductors of participating
shows, the Mr. and Mrs., in most cases,
use the products and services of their
clients, investigate their quality and production. Therefore — unlike the familiar
"Don't take our word for it, try it yourself" approach they say, in effect, "Do
take our word for it, we've used it and
like it." So agencies and sponsors let
them handle the selling in their own way.
Transcribed commercials are of course
taboo. Their use, even with a lead in and
out by the Mr. and Mrs., would be like
stopping in the middle of a trapeze act to
say hello to a friend in the stands. This

• ••

of YELLOW RIVER FARM
In a state whose

primary

econ-

omy is agricultural, Channing

Cope

renders

invaluable

service.

conservation

na-

and

soil building —

Mr. Cope's counsel Is sought after
and his advice followed by Georgia farmers.
Channing Cope speaks direct
from his Yellow River Farm twice
a day — from

6:00 to 6:30 A. M. six

days a week; from 12:45 to 1:45
P. M. five days each week. He is
presently sponsored
Feed Company.
The
A. M.

period

from

by

6:00

six days a week

I

Standard

to

6:15

Is available

for a sponsor not competetlve to Standard
Feed Company.
We
suggest you contact
Headley-Reed
Com-

pany now.

objection naturally doesn't apply to disk
jockey shows that use the Mr. and Mrs.
technique, although even here it sacrifices
the most potent feature of the formula.
Disk jockey shows don't normall>' use
scripts. Those that do usually shout it.
But there are outstanding exceptions.
Mr. and Mrs. Stan Hays have done p
disk show on WKYW, Louisville, for a
year and a half. They have projected
their personalities through a script with
enough inspiration to sell so many Stoker
Tcndcrex Farms chickens and turkeys
that the company has opened three new

A

tionally recognized authority on soil

ABC
LAONT
ATC
IN W
NA it's
5000 WATTS

550 KC
SPONORS

I

sjfn its endeavor to bring Detroiters a diversity of entertainment, WWJ-TV,
Michigan's first television station, has added weekly televised broadcasts of
the Detroit Symphony Orchestra to its ever-growing list of program features. Complihients received from the thousands of television set owners in Detroit attest
to WWJ-TV's perfection in technique during the first broadcasts of the Symphony.
It marks another milestone in the progress of WWJ-TV, which, in its second
year of operation, has already become an effective advertising
medium in this multi-billion dollar market.

ATTMCTIfll
THE SYMPHONY

FIRST

IN

MICHIGAN

Nalioaal

Kepresenlatives:

Own»d
and
THE
GEORGE

ASSOCIATE

AM-FM

Op»ral»d
by
THi'DETROIT
P. HOLLINGBERY
COMPANY

STATION WWJ

NEWS

mmj-1^
NBC T»l»v!tioi> NHwork

ret£il outlets.
Billboards were the only
other advertising used.
Even a Mr. & Mrs. show like Hi! Jinx
(WNBC, New York), with a highly
sophisticated and intelligent metropolitan
flavor depends on strictly personalized
selling. The husband and wife combination isthe perfect device for creating that
feeling of sympathy and understanding
between listeners and performers, which
makes truly personal selling possible.
Jinx Falkenburg has a background of
modeling and Hollywood, after having
spent most of her life abroad. Her husband, Tex McCrary, is the former editorial director of the New York Mirror,
and, when the show went on the air two
and a half years ago, was editor of
American Mercury.
The McCrarys sat down with James M.
Gaines, then manager of WNBC, and his
program head, Tony Provost, and
thrashed out their own version of the
Mr. & Mrs. idea. The heart of the
format, as it eventually emerged, was an
interpretive commentary on the news by
Tex, with Jinx as the foil; a guest, or

ADVERTISIN<; should pay off . . . and it
does for advertisers using 50,0()0-\\alt
WGY , . . the only major station in eastern and
central New York.
WGY has an enviahle record of achievement

in pulling mail response and in producing tangible sales results. Today . . . that record is
better than ever. In the year just past, WGY
received more mail than in any previous year
in its history*. In the last few weeks eight announcements produced orders for 38, 100 strawberry plants . . . 1483 mail orders were received
by an early morning show, at a cost to the
sponsor of only 15 cents per order, for an article
costing $3.98! These are typical examples of the
kind of selling job which has made WGY one of
the nation's most -used stations.
Results are the fruits of planned programming . . . and programs which produce results
are available at the General Electric station in
Schenectady.
*Ovcr 200.000 ranis and IctWrs.
REPRESENTED

WGFM
FREQUENCY

MODULATION

NATIONALLY

BY

WGY
50,000

GENERAL

SPOT

SALES

WR

GB

TELEVISION

WATTS

SCHENECTADY,

68

NBC

N. Y.

M ELECTRIC

guests, in the news (they don't mind
having guests who have appeared on
other programs, since it is their belief
they can develop interesting angles not
touched by other interviewers); fashions
and feminine interest items, which Jinx
is specially qualified to handle from the
woman's viewpoint.
The show was designed to be what
critics like to call "literate" (a term
chosen to indicate their belief that an
object so labeled has some significance).
WNBC gambled that it could find its own
audience in competition with morning
rivals. It did. Selling it was another
matter. Both Tex and Jinx and the station were looking for sponsors — the halfhour show was to be limited to one sponsor for each 15 minutes. Numerous requests to buy participations on Hi! Jinx
were turned down.
In September of 1947 WNBC signed
what it felt was an ideal sponsor for a segment of the show. It was Ohrbach's,
Inc., New York City and Newark, N. J.
Ohrbach's
Before
department
came
into thestore.
picture,
Literary Guild,
Bond Clothes, and Trans World Airline
had used Hi! Jinx. Campbell Soup Co.,
Consolidated Edison and Savarin Coffee,
followed. Savarin tested the show this
past summer and recently indicated their
intention of renewing it in September.
Ohrbach's dropped all but their Sunday
12:30 p.m. sponsorship during the heat
wave, but will again sponsor the show
across the board in September.

Tex and Jinx deftly personalize OhrSPONSOR

f

WXYZ
and only WXYZ offers you a complete
merchandising service in the great
Detroit market . . .
Here's how it works: A noted
citrus packer wanted to introduce
his line in the Detroit market.
Because WXYZ has a reputation
for complete merchandising, WXYZ
landed the complete assignment:
jobbers, distribution, etc. In the
FIRST year, sales zoomed from
At present, WXYZ

66th place to T2th place!
\i you have a product to sell in
Detroit, remember: i) WXYZ
has tremendous sales power . , .
1) only WXYZ in Detroit offers
a complete merchandising service ... 3) at WXYZ the emphasis ison sales efficiency!

has available

Abbott & Costello, 9:00 pm, Wednes-

America's Town

elays. This popular network show, star-

8:30 pm, Tuesdays. Famous personalities, vital issues, exciting debate on
America's favorite radio forum.
Mr. President, 2:30 pm, Sundays.

ring Hollywood's top comedy team, is
available locally over WXYZ.
Baukhage

Talking, i .oo pm, Tuesdays

and Thursdays. A prestige news program
from the nation's capital, in an ideal
noon time spot.

Meeting

of the Air,

Starring Edward Arnold. The protjram
that has everything: history, patriotism,
drama, thrills, suspense!

. . . your best bet — both ends of the alphabet
1270

KC — 5,000

WATTS

Call the ABC spot sales office nearest you*f or information about any
or all of these stations :

ABC
SEPTEMBER

1948

WJZ— New York 50,000 watts 770 kc

KECA — Los Angeles 5,000 watts 790 kc

WENR— Chicago 50,000 watts 890 kc

WXYZ -Detroit 5,000 watts 1270 kc

KGO— San Francisco 50,000 watts 810 kc

WMAL— Washington 5,000 watts 630 kc

ABC Pacific Network

American

Broadcasting C-ompany
69

THE
ENTERTAINMENT-STATION

' bach's largely institutional campaign by
interviewing the store's personnel on the
program. The> talk about Ohrbach's
newspaper ads and the items described.
Jinx actual!) does a lot of her shopping
there and can and does — speak from |
experience.
Although specific prices are not mentioned on the program, the shopping response to announcements <yf specific items
or features has been immediate and resultful in sales. The president of the

BILLION

company has stated his belief that Ohrbach's "is reaching its desired audience
jand increasing its acceptance throughout

Take

aIVj
DOLLAR MARKET
spread over two sfofes
our BMB Audience Coverage Map, match it with the
latest Sales Management "buying
power" figures, and you'll see
that KWFT reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our "reps" will bring ,
you all the facts, as well as current availabilities. Write
today.

! theMr.
metropolitan
area."often fail to realize
& Mrs. shows
the full potential of their selling power
because they tend to forget the program
formula is ultimately only a device which
puts them into specially favorable rapport
with listeners for the purpose of selling
something. The best husband and wife
teams pursue their thinking on personalized selling much further than making a
mere
personal
recommendation.
You'll
find them
in their
spare time analyzing
each product for more effective ways of
relating it to the lives of their listeners.
When the Dolcin Co. was first ''ntroducing their product, an arthritis analgesic,
into the New York market, they approached WJZ and the Fitzgeralds. After
both the station and the Fitzgeralds had
independenth satisfied themselves on the
ethics of the product and its claims, Ed
and Pegeen obtained samples of Dolcin.
The>'d noticed that frequently people
who wrote them in a cramped hand explained that arthritis was the cause. They
mailed samples of Dolcin to a group of
these people, including some relatives who
suffered from arthritis, and asked their
cooperation in testing the product for its
helpfulness in relieving pain (it is not
supposed to effect a cure). Most of the
group wrote enthusiastically about the
product and wanted to know where to
purchase a further supply. With this
response the Fitzgeralds accepted Dolcin
as an advertiser, being able to report to
arthritic listeners the actual experiences
of other listeners. The company continued to use the program until a change
of policy at WJZ forced its withdrawal.
In common with most women's participating programs, Mr. & Mrs. programs
refuse to accept a competing product for a
certain length of time (up to a year, in
some instances) after dropping a previous
item. In tackling this problem, the Fitzgeralds have come up with a solution
which has worked satisfactorily so far.
If they can find a new feature in the rom(Pleasc furn to fmge 92)
70

KWFT

1

THE TEXAS-OKLAHOMA
Wichita

Fall*— 5.000

STATION

Watli— 620

KC— CBS

Represented by Paul H. Raymer
Co., and KV^FT. 801 Tower
Petroleum
Bidg., Dallas
-WlKWIF^

WDEL

wga[
WKBO
WRAW
WORK
WEST
Htprtitnttd

^

Established 1922
LANCASTER,

PA.

Established 1922
HARRISBURG,

PA.

Established 1922
READING,

PA.

Established 1932
YORK,

PA.

Established 1936
EASTON,

PA.

kY

ROBERT
MEEKER
ASSOCIATES

Chicago

Son Froncisc*

N«w Torh
Los Angclei

SPONSOR

sponsor will be crazy about
n
CRAZY JOE MAIHIS and his "Korn Krackers
It's 7H minutes of contagious corn, by the
cream of talent from WRVA's sensational "Old Dominion
Barn Dance" success. It hits the air at 11:50 A.M.,
Monday thru Friday. It's top-flight entertainment by Virginia's
tip-top hillbilly group. It's a show of your own with
frequency. And it's on Virginia's only 50,000 watt station,
covering 70 counties (out of 100!) and our
latest diary study tells all! Call Radio Sales.

WBVA

SEPTEMBER

1948

Richmond and
Norfolk, Virginia
71

Mr. Sponsor Asks
^•W In <l<> most iK'twork slrai<;!it iiiusical projiraiiis
lia\<' <>(»iii|)ara(iv<'l y low ratiii*^^. even though
imisic is a vilal liU'Ior in inaiiv types of |>rojiraminjj;,

and

the

iiiainsla>
Jules

II

Tho
I*i4*k4^€l I*aii4'l

siiiKwor^
31 1*. Kiikiii^iioiii
The tendency
today is for music
to become more
and more depend'
ent on the co-operation of other arts
or even the "gimmicks" ofmere entertainment. The
unadorned performance of concert music is enjoyed by a limited audience in person, where the visibility of the
artists adds enormously to the appeal of
the program. In radio this visual appeal
is eliminated, and the percentage of
potential listeners therefore becomes
smaller.
To some extent this is true of popular
music as well. Dancers will stop to
watch the technique of a spectacular jazz
performer, but the same performance on
the air attracts a comparatively limited
audience, as also the less exciting interpretation of "sweet jazz" or symphonic arrangements. The most successful band
leaders have managed to find some special
material to make their broadcasts more
attractive and entertaining. Even disk
jockey programs depend on highly publicized personalities rather than pure music,
and their steady alternation of records and
commercials represent an abject surrender
to convenient and lucrative routine.
Concert music is today giving way to
opera, ballet, and the screen, where the
music always enjoys some visible assistance. M(xlern composers of serious or
"absolute" music find it difficult to com-

Kubinstein
1 •
D L-

pete with the established classics of the
past, for their music itself is not strong
enough to stand on its own feet. Even
words are a help, and in general it may be
argued that vocal music is more popular
than instrumental.
It would seem that television has the
answer to radio's problem. Here the
audience can enjoy not only an excellent
musical performance but the close-up of
conductors and soloists and perhaps even
some visible cooperation in the form of
action, scenery, and costume. The purely
incidental music that radio has found so
valuable is even more important to television, but the new medium is by no
means limited to such use of the "common
language." Television can show its audience at least the performers themselves
and far more if necessary. With such
added interest, a straight musical program may well become as popular as any
other type.
SiGMUND

of

Spaeth

"The Tune Detective"
New York

hhu-k

projiraniiiijLti*"

| Teen-Timen, Inc.
I President

as compared to ratings, music program
are therefore a luxury.
The success of music programs on independent stations such as New York's
and WNEW is due to the cumulative effect of listeners who like a lot of
music of one kind, without having to
twist the dial. Network stations give a
broader variety of programs, and often
music programs get lost in the shuffle.

WQXR

Music lovers are not "selective tuners."
Good time spots are at a premium on network stations, and the constant reshuffling ofsustaining music programs to
make way for commerciall>-sponsored
shows leaves listeners not knowing all the
time when and where to expect music.
While there has not been any visible
drop in the interest in instrumental music,
there has been a drop in the past three
years in the performing of music. The
whole music business is in a postwar
slump, and many fine musical organizations have suffered. There has been an
upswing
of listener
in "gimmick
musical shows
like interest
Three for
the Money. "

Sing It Again, and Stop the t\4usic. Although the attraction is primarily the
Over a period of
give-away, this kind of programing
years I have found
that about one couldn't get along without music.
Programs built around individual performers in the music field often get lower
person in ten is a
^^
lover ofTheserious
AT 1'^F^Ipf music.
per- ratings than programs built around the
centage runs high- recorded selections of the same performer
er on popular on local stations. In large part, this is due
music. But I have to the fanatic loyalty of the following
found also that these stars have built. The fans want the
these listeners are
pure article, the performer's music, which
very un vocal- that is, they seldom sit usuall\- comprises about SO-90'7 of a recorded show. A live network version
down and write letters to music prousually
has many more production gimgrams. This is one of the factors which
and the actual music is only about
less.
lead many people to believe that straight 50'"f or micks,
music programs are entirely unsuccessful.
Ratings are comparatively lower than,
say, comedy-variety programs because
radio programs of the latter nature have a
wider appeal. Because of their high costs

I'd like to see more good, regularly
scheduled straight musical shows on the
air, even if they have to be carried as a
financial loss. They build prestige and
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good will with a select audience for a
sponsor. Also, they provide an outlet for
the talents of composers and performers
which widens public acceptance of music
while improving the form.
1 also think television will bring a
definite revival of listener interest in
straight music programs, both serious and
popular. Just as televised baseball
created many new baseball fans, the televising of music performance will create
many new music lovers.
Sylvan Levin
Musical Direcior
WOR, Neu York
If 1 could
answer that question once and for
all, 1 might be inclined to lay down
my baton, give up
radio and theater
appearances, and
hang out my
shingle as a radio
authority. (I presume your question concerns musical programs not inter-mixed variety acts, such
as Philco's high-rated Bing Crosby show.)
The success of music, whether in radio
or concert or theater, depends on programing. Ihope you will pardon a personal
experience or two in this connection.
Some years ago, to the dismay of many
staid individuals, I combined my orchestra with the Philadelphia Orchestra in a
program of concert numbers. The success of this concert was amazing. At
another time, it was my privilege to commission the late George Gershwin to
write Rhapsody in Blue. I gave that
then-unknown work its world premiere at
Aeolian Hall. Today, it is a popular
American classic. These were experiments in "programing" but they paid off.
In the matter of ratings of musical programs, I'll admit that some of them are
very low. But, there is one interesting
fact which is overlooked. A very high
percentage of audience mail concerning
music comes — not from the metropolitan
centers where surveys are conducted — but
from outlying sections not generally included in Hooper, etc. In other words,
many listeners don't get a chance to express (in rating form) their liking for
music.
From my experience in show business.
I feel that successful music programing is
a matter of studying the pulse of the entire public, and giving it what it wants.
Paul Whiteman
Vp and director of music
ABC, New York
SEPTEMBER
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More than one million three hundred thousand
listeners can hear WFBM with their ears stopped

ik

up! (That's our half-millivolt coverage. )
When watery eyes can't read fine print, WFBM
announcers can pour your sales message into
400,000 loud speakers— in bell-shaped tones.
More than 600 drug stores within the range of
WFBM's transmitter provide easy access to your
radio-advertised product.
WFBM merchandising service helps with pointof-sale displays and personal contact with the manbehind -the-counter.
Build profits that aren't to be sneezed at! Take advantage of WFBM's listener loyalty, convincing
oral delivery, consistent circulation, and sales-aids
where they count most.
WFBM

I'mjJl^
Associated with: WFDF

is "First in Indiana" an>f way you look at it!

BASIC AFFILIATE: Columbia Broadcasting System
Represented Nationally by The Katz Agency
Flint— WOOD

Grand Rapids— WEOA

Eianstille
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MAKE

CAPITAL

OF

I

I NCIE BOJ. JENKINS

stays put ivith

"Corn Stjucvzin' Time." And no icondcr. With
33'^/'< more listeners than any competing station
from 6:00 to 7:00 a.m. (Crossley, March 194H).
Jenkins gets results advertisers can bank on.

ARTHl

R GODFREY,

tops on WTOP

(the station that disroiered him) for more
than 13 years. And still tops. At building
large and loyal audiences. And at building
big savings accounts for advertisers.

r

OUR

SMALL

CHANGE

There's been a small change in our morning schedule ... a small change
which can bring you big returns. W

L OP

—already first in Washington

between 6:00 and 9:30 a.m.* —now has these four capital personalities who
are giving a good account of themselves (and of their sponsors) in the
billion-dollar W

X OF^

market. Call us or Radio Sales for details.
*CHS -WTOF List.ner Diary. Spring 1918

MARK

EVANS gives the right local touch to

the Housewives' Protective League-Sunrise Salute
combination —"the most sales-effective
participation program in all radio'' — and
delivers big returns for a small outlay.

EDDIE GALLAHER, last }>iit not least.
Local music dealers credit Gallaher with
"upping record sales more than 607cV
Sponsors credit him with the same kind of
percentage increase for their businesses.

signed and unsigned
New Agency Appointments

(Continued from pa^e ]8)
PRODUCT

SPONSOR
Sdiiihii-ili' Koods. Norfolk
Slrintirr-Drivor. S. F.
Supvr-Starch Inc. N. Y.
SupiT \iilu Food Stores. I)es Moines
Toxiis Citrus Fruit Cirowcrs Exchanfto. Mission Tex.
ThiTniodyne <:orp. N. Y.
Tip Corp of .\merica. .Marion Va.
I'. .S. PriK-ess Corp. .\. Y.
Wliiti-liall Pfiarniacal Co. N. Y.

(or service)

Red Mill Peanut Huiter
Movinft. storage
Liquid
stanh
Food stores
Citrus fruits
Air conditioninfi
.Soft drink
Sanitized, bacteriostatic process for
shoes, textiles
Hill's Cold Tablets

AGENCY
\V. Wallace Orr. Phila.
(ierth-Pacific-.
S. F.
Shaw.
N. Y.
Meneoufth. Martin & .Seymour.
H. M. .Stahl. Mission
Van Diver & Carlyle, .N. Y.
Courtland I). Ferftuson. Wash.

I)es Moines

Ewell & Thurber. N. Y.
I>uane Jones. N. Y.

Sponsor Personnel Changes
NAME

^ORMER

Kdward A. Allshuler
T. R. Chadwick
Mctor Kltin|> Jr
Harry (^erling
.\rthur N. lioskinfi Jr
R. N. Hove
Herbert H. Hyman
Paul P. Johnson
llu)lh K. Kent
(ieoriie B. Koch
David l.anti
Uarrv T. Lei t head
William K. Macke
Joseph A. Mihm
K. L. Morris
John M. Otter
llenrv <;. Riefener
Nil. SchUfttl
Wa.vne R. Sphar
John (Marke Whitaker
Ruslinti Wood Jr

NEW

AFFILIATIONS

Snowden Chemical Co. L. .\., adv dir
Cory (;orp, Chi., ften sis mfer
Same, adv mftr puffed grains. Pack-O-Tens. specialties
Parkview Drugs Inc. Kansas City Mo., adv mftr
Byer-Rolnick (;o. Garland Tex., exec vp
Cory Corp. Chi., adv mftr
International Latex Corp. .\. Y.. in chfte radio adv, prom
Same, pres
Same, vp in chfte sis, adv
Same, adv, sis prom mftr
Swern & (;o, Trenton, adv mftr

Ross. Gardner & White. L. .\.. radio dir
Quaker Oats Co. Chi., new prods div mfer
John B. Stetson Co, Phila., vp
W'altham
WatchLtd.
Co. Toronto,
Waltham'Mass..
exec vp
Bromo-.Seltzer
asst to pres
B. F. Cioodrich Chemical Co, Cleve.. publ dir
Zenith Radio Corp. Chi.
C. R. Rollers C;o. Pittsb.. gen sis mftr
Pahst Sales Co. Chi., vp in chfte adv
Trans World .\irline. N. Y.. eastern reft sis mftr
R. J. Reynolds Tobacco Co. Winston-Salem,

AFFILLIATION

vp

(bluett. adv
Peabody
Same,
mftr & Co Inc. N'. Y.. pres
.\nchor Distributing Co (Phiico div). Pittsb.. ften sis mftr
Los Anfteles Brewing Co. L. A., vp. sis. adv mftr
Phiico C;orp. Phila.. vp. gen sis mgr
Same, adv mgr
Cory <;orp. Chi., vp in chfte sis. adv
Freidom-\'alvoline
Oil (;o. Freedom Pa., adv mftr
Same,
pres
Central Paint & Varnish Works Inc._N". Y.. adv mftr

Advertising Agency Personnel Changes
NAME

FORMER

Robert 1). .\mos
Clark Brown
Robert Buckley
Clair Callihan
John Archer Carter
( :harles Curtain
J. Nye Delman
llerschel Deutsch
IlKinias P. Doufthlen
Paul Forrest
Don F. Gardner
H.rb.ri II. Hyman
K.duard K. Kash
Albert Kaye
Peter \ . Keve.son
I. II Klaus
llouard Korman
James B. Lester
Fills Lind
Scotty Macftrefttir
Charles A. Mason
Ford C. McFlliftott
(.eorge R. Nelson
Betiy Powell
Fleanor Reasoner
Joe Rines
Rav SimniH
Sidney Slon
Charles 11. Smith
Charles Stark
I.. T. Steele

SEPTEMBER.

I<>4«

AFFILIATION

Harry B. Cohen, N. Y.. media dir
Dancer, Fitzfterald & .Sample. N. Y.. acct exec
Olian. Chi., acct exec
J. Walter Thomp.son. .N. Y.
WMTW, Portland Me., mgr
Grey, N, \.
Lenncn & Mitchell, N. Y., radio dcpt mftr
Mitchell-Faust, Chi,, radio dir
Knox Reeves. Mnpls.. radio copy superv
Rensie Watch Co. N. Y.. adv dir
(Jeorfte Baker. .Salt Lake City, radio dir
Benton & Bowles. Il'wood.
Lennen & Mitchell. N. Y.. radio copy chief
Donahue

& Coe, N. Y., mdsft dir

KYA, S. ¥.. chief announcer
Alrqulpment Co, Burbank. sis. adv mftr
BBD&O. N. Y.. timebuyer
Brisacher. Van Norden & StafI, S, F.
Keny<m & Eckhardt, N. Y.. aiwt timebuyer
RuthraufT & Ryan, N. Y.. radio writer
CB.S. N. v.. mlil research counsel
WMC.\. N. Y.. vp. ften mftr
Benton fit Bowles. N. Y.. vp. radio dir

NEW

AFFILIATION

F. H. Hayhurst. Toronto, radio dir
Gardner. St. L.. radio. T\ dir
Benton & Bowles. N. Y.. radio dir
Leo
Burnett, (^hi.. radio.
Mc(U>nn-Erickson.
N. Y.. T\'
radioprodn
scriptmftr
superv
John
Boston,
radio.
Flint. C.N. Dowd.
Y.. admin
superv
TV T\'
deptdir
.Same,
.Small &vp .Seiffer. .N. Y.. radio oper superv
Same, acct exec
Luther Weaver. Si. Paul, acct exec
International Latex (^orp, N. Y.. in clige radio adv
Same,
vp FA-ans. Salt Lake City, radio dir
David W.
.Same,
vp
Dana Jones. L. A., research, media dir
Blow. N. Y.. acct exec
.Smith. Bull & McCreery. L. A., acct exec
John M. (iailafther. S. F.. acct exec
Yorker. N. Y.. TV dept head
L. W . Roush. L<iuisville. acct exec
John II. Riordan. L. A., acct exec
Cieorfte R. Nelson (new). .Schen.. head
H. B. Humphrey. N. Y.. chief timebuyer
.Same, timebuyer
.Sherman
& Marquette.
H'wood.. radio. TV dir
Erwin. Wasey.
N. Y.. timebuyer
.Same, script ed
BBD&O. Mnpls.. ften counsel In radio
Blaine-Thomp.son. N. Y.. radio. TV dir
.Same. H'wimmI.. gen mftr

Ud Man

River • Wiffenpoof Song • Ail the Things You Are • Long Ago and Far Away

• Calm as the Night • You Rhyme W

ling That's Beautiful • The Spirit Flower • Long, Long Ago • Water Boy • On the Road to Mandalay

jae Moonlight • Invictus • Go Down
Kentucky Home
Chariot

Moses • Stardust • In the Blue of Evening • Nancy Lee • You Tell Me Your Dream

• I Love You Truly • Kentucky Babe • Down

• At Dawning

• Marcheta • In the D

by the Old Mill Stream • Summertime

• Cool Water • Swing L
lold Ground

• Wht

• In the

-— t

Z^y Caravan Has Rested • Sw<

mnts

Z^Jenevieve • You'll Never Kn«
r^tear Old Girl

•

•

oil On,

•

y Evaline

•

[argie

•

Roll

Sweet and L<

•

Waiting for the Sun
usaruiah

Never before in the history of radio broadcasting
has any transcribed feature earned such consistently
high ratings in all markets as the THE EMILE
COTE GLEE CLUB!

•

The L

ongs of the Sea
ack to Old Virginny
ucia

• Trees

ogabonds

• S

• Bury I

T

30.6 in Halifax ... 31.0 in Portland . . . 32.3 in

• Steal Aw
*
• When Good Fello

Manchester . . . "Highest-ranking local show" in
dozens of small towns and major cities throughout
the country.

te Lone Prairie • Old

This all-male Glee Club is an exclusive Lang-Worth
feature, with a repertoire of over 200 well-known
songs, performed with warmth and friendliness.
Heretofore, THE EMILE COTE GLEE CLUB has
been restricted to local advertisers only. Today it is
released for sponsorship to national and regional advertisers inNetwork Calibre program form by 600
Lang-Worth Stations — 15 minutes, 5 times weekly.

ncholy Baby

tmg Day Closes

}t Together

• Shadow

Mar

y Gal Sal • Peg O' My He<
le Old Oaken Bucket • Josh
: de Battle of Jericho

• Wh

/ Baby Smiles At Me

•

R

vex Valley • Honeysuckle Re
d Sails in the Sunset

•

T

d That I Marry • Man^
3wn Bird Singing
ver Walk Alone

For complete listing of the 600 Lang-Worth Affiliates,
call your favorite station representative, or contact
Lang-Worth Feature Programs, Inc.

•

J^etwork Calibre Programs
at Cocal Station Cost

• Meet I

light in Dreamland
♦

mm ®i]Q

• Come Ba

he Lord's Prayer • T
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|e Sun Shines Nellie
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eorgia on My Mind ♦ Wait 1

Dream
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Mississippi,

• Eos
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tietimes I Feel Like a Mot
re

You • Absent • The MinSfBoy

1

layed at Twilight

O Promise I

^hite Christmas

obert E. Lee • When

Moon 0\

liami • Drink to Me Only W:
hine Eyes

Want A Girl • Waiti

LAM
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NEW

• The Drum • Ole Uncle Moon

YORK

19.

• Mex

aper Doll • A Perfec
xetty Girl is Like «
/hen You Were Swe<
U

Take

You

Horn

athleen • How Are
locca Morra

• Sol:

ot Plenty O'Nuthin' •
umbleweeds * Dc
loha Oe

• Take N

ty Boots and Saddle

PROGRAMS,

FEATURE

moke Gets in Your E

NEW

IIVC.
YORK

here the Cotton Bios:
Is of St. Mary • Whi

• Hoil, Hail the Gang's All Here • On the Sea • Sunday

"Always • If Your Please ♦ Old Man River • It's Always You • The Lust Roundup • The Sleigh • Regimental Song • Bac
lana
. Wagon Wheels • Hymn of the United Nations • Forsaken • In the Time of Roses • Songs My Mother Taught ^
I'ere
a Sorr
My Love Lies Dreaming • Rose in the Bud • Meet Me Tonight in Dreamland • When You're Smiling • Toma
\
is ^
\\ in the Lighthouse Tower • Listen to the Lambs • De Coppah Moon • Heavenly Music • Mah Lindy Lou • The Night

Sold
ll're so Beautiful • Soldier's Chorus • Barbershop Ditties • Silver Threads Among the Gold • Parade of the Wooden
rv ' Ida ' Empty Saddles • Svlvia «
A Wild Rose - Sweetheart of Sigma Chi » Home on

YOU MIGHT RUN
THE 220 YD. HURDLES
IN 22.5-

an "average minute" of listening, the
time actually consumed by an interviewer checking on a "listening home."
, The diary figures which are reported for
the full- 15 minutes of a program period

if you want to reach the buying public of this important segment of the Slate (as who doesn't!) the stations ivithin the
wall are your best bet. Of these, certainly WKZO, Kalamazoo, and WJEF, Grand Rapids, have by for the best combined
listenership, as well as an exceedingly attractive combination rate!
Mondays through Fridays, from 12:00 Noon to 6:00 p. m., for
instance, Vi KZO shows a 55.2 Share of Audience — 36.5 above
its best competition. W JEF shows 26.7 — 1.5 above its best
competition. The combination is invincible, and at bargain
rates. (Hooper Report of January-February, 1948.)
The new Hooper is yours for the asking. Avery-Knodel, Inc..
can supply you — or just write us direct.
Hnrritn,, Ihlhirfl r„r, ,t ■••.fl mI hnrdlr rirrf nl IMnunrr,

Ohio. June

S. t9'if;. in ??..^ seconds.

IMfJEF
^A^^
IN KALAMAZOO
A GREATER WESTERN MICHIGAN
OWNED

■

^Adt m GRAND RAPIDS
AND

AND OPERATED

BROADCASTING

KENT

COUNTY

BY

COMPANY

Avery-Knodel, Inc., Exclusive National Representatives
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ported as 9V,[ of U. S. Hooper's 100%.
Only one non-serial program is included
in the tabulation. It is Cornell's contention that even Hooper's figures deflate the
actual daytime audience. In explaining

The coincidental ratings are based on

As far as outside radio is concerned, the "wall of fading" that
surrounds AXestern Michigan is almost insurmountable and
impenetrable — so much so, in fact, that hardly anyone in the
area even tries to listen to an outside station!

FET2ER

grams are rated lower by NRI than they
are in the U. S. Hooperatings. NBC,
with 15 serials checked by Cornell, is re-

than they have in the metropolitan centers. Hoopers adjustment is liable to
underestimate the noncoincidental surveyed audience in the rural and small
town areas.

DON'T TRY TO
HVRDLE THE WALL
AROUND WESTERN MICHIGAN
WITNODT WKZO-WJEF !

BOTH

{Continued Jrom page 41)

this "deflation factor, " Cornell points out
that Hooper obtains his information by
adjusting the ratings obtained through
the diaries, by which he covers the U. S.,
to coincidental ratings in 84 cities. If,
therefore, as is generally believed, serial
dramas have proportionally larger audiences in the small towns and rural areas

BUT...

*

NRI vs. U. S. HOOPERS

are adjusted to the "average-minute"
figures of the coincidental reports. NRI
figures indicate that the holding power of
a serial drama is greater in rural and
small town areas than it is in big metropolitan areas. Thus the "average minute" rating in the former would be
greater than in the latter. Therefore, the
Cornell belief that Hooper's ratings of
daytime programs, since they depend
largely on the city-town base, are very
liable to be deflationary. The NRI daytime figures tend to inflate ABC and MBS
ratings, which indicates that the NRI
sample favors these networks.
When ratings of types of programs are
checked between U. S. Hooperatings and
NRI, the tendency for the latter to overrate the programs that interest the
metropolitan audience, despite the adjustment byCornell for this bias, is again
in evidence. Mystery programs, with
their followings largely in cities, are rated
by NRI as 1 32''; of Hooper's U. S.
figures. The fact that MBS and ABC
have more masteries that are comparable
(NRI and U. S. Hooper) than they have
any other type with big enough networks
;ind high enough ratings, tends also to
-iush up the NRI figures.
Although MBS contributed a total of
only five programs to this study and ABC
only 13. other programs of MBS yielded
differences between NRI and U. S.
Hooper figures which were similar.
SPONSOR

Why Build It From Scratch
When You Can Buy It — For Less?

WHEN you want to talk to vast numbers of people
about your product, in sucli a way that they will

Day" sells for Philip Morris, Miles Labs,
t ional Milling ; "Juvenile J ury " and "House
are doing great jobs for General Foods;
Candy and Shotwell Mfg. are getting big

buy, you first need their attention — not just once, but
regularly . . .
One way to gain that attention is to build a radio

"True Detective"' and "True or False" respectively ;

program — and let the program build an audience. That
takes time and money— lots of both.

"Twenty Questions" is moving Ronson Lighters; "Take
A Number" pays out for U.S. Tobacco; and so on.
You can repeat their successful performances Ijy

Another way (and it's much easier, surer and less
costly) is to buy from Mutual the attention which Mutual
has already attracted through some fine programs.

sponsoring a Mutual program. ..of which we list fifteen.
You'll be buying ready-made audiences— of people who
will pay attention to your message and will swell your
volume and profits.

Many of the nation's top advertisers have done just
that; and they find it pays. For instance, "Queen For A

THE

FALCON

LIFE BEGINS AT 80

Under former sponsorship, this program's
Hooperating was frequently over 10.
It should easily repeat this performance
for a new sponsor.

MUTUAL

Octogenarian
Jack

Barry

WHAT'S

NEWSREEL

wit brings new

"problem-panel"

formula

of "Juvenile

THE NAME

TALENT
zip to the

— M.C.'d by
Jury".

OF THAT

potential": Netv York Times. Has every
element necessary for good rating under
sponsorship.

'45 to 11.1 in '48 for Pacific Coast sponsor. A proven buy.

CASE BOOK

OF GREGORY

Under sponsorship averaged 7.1 Hooper;
later hit a high of 9.2. Top writing and
powerful plotting make it an effective
sales vehicle.

MYSTERIOUS

TRAVELLER

"THE
SEPTEMBER

Hollywoo
forpri
probi

in audience potential.

ADVENTURE

SECRET

MISSION

listener's heart

Dramatizations based on secret files of
Admiral E. M. Zacharias, wartime deputy

ympathy.appeal.
Ideal
eminine

chief officer of Naval Intelligence. Stroiii;
masculine appeal.

HEART'S

ACADEMY

Riding upsurge of tremendous nationwide interest in old-fashioned American
spell-down. Spiced by Stoopnagle's
"daffy definitions" and $250 "tougheroo".

NETWORK"

PARADE

Story-telling narration of juvenile
classics, slanted to both tots and teenagers. Offers strong merchandising tie-up
with kid market.

•

studio groups. Pulls 50.000 letters weekly.
Outstanding buv.

WORLD'S

1948

DESIRE

Brings happiness to listeners whose requests are judged most deserving by

BROADCASTING

500-STATION

dishes

Features odd and unu>ual occupatioiiamusingly described by people in them.
Good human interest. Low in cost, high

LEAVE IT TO THE GIRLS

COL. STOOPNAGLE'S

Average Hooper, summer 1946, 4.2. September 1947 rating went to 6.3. March
1948 to 8.2. Under sponsorship should
pay off handsomely.

MUTUAL

^^HEARD THIS
^
radio's funniest
comics.

Featuring four of
Pulling up to 10,000 letters weekly. Exceptional chance for ad lib product mentions and high sponsor identification.

HOOD

contestants vie for

IT'S A LIVING

ME IF YOU'VE
■

STOP

where

bankroll plus bookings. "Program

SONG

This popular quiz program climbed from
a yearly average of 3.9 Hooperating in

Transforms studio into suspense-filled
courtroom. Now pulling thousands of
letters weekly. Dramatic in concept; wide
in appeal.

Variety show

JACKPOT

up nothing but good entertainment":
Variety. Strong rating-stealer.

"A true realization of radio's journalistic

OPINION-AIRE

and Inlcniaof Mystery"
Williamson
results from

SYSTEM
LARGEST
79

WSflbt ACCOl/NTSl
SELECT

i
A
R
G
O
R
P
E
G
I
T
S
E
PR
C. F. SAUER

CO.

. . . manufacturers of Duke's
Home-Made Mayonaise. and
fine flavoring extracts, which
have repeatedly won grand
prize awards for excellence,
sponsors . . .

and Hooper's U. S. figures are practically
non-existent. NRI's ratings on variety
programs were 99' ^ of Hooper's. Popular
music was 103%; audience participation
and quiz, 104%. The average of the
entire 92 programs compared were 109%
higher in NRI thjin Hooper.
Audience turnover information is of
particular interest to the advertiser using
Monday through Friday shows. Since
five p)ersons listening once a week to a
five-time -a'Week program are reported on
any coincidental-based repxjrt like Hooper's the same as one person listening five
days a week to the program, it is vital
that a sponsor have information on his
audience turnover. Hooper's turnover
information is obtained 100% from his
diaries. Most diary research authorities
state that a diary in the home is bound to
stimulate listening to shows broadcast a
number of times a week more than they
stimulate listening to any other form of

. . . distinguished author, historian, Pulitizer

programing. It's logical to assume that
the mere fact of recording listening to one
episode in a serial inspires the tendency to
hear the next broadcast.

prize winner, and editor of one of the South's
great daily newspapers,

Comell's check, on information readily
available, indicates that turnover is

DR. DOUGLAS

S. FREEMAN

underestimated by Hooper's U. S. figures
to an important degree. NRI's turnover
factor on the programs checked was 1 18%

6 DAYS WEEKLY

of Hcop)er's and every program checked
showed a higher NRI turnover figure.
Eighteen per cent is not a figure to ignore.
Although Mr. Hooper, himself, at first
decided that turnover had nothing to do
with frequency of listening, and had
planned to state so in his August 15th
"highlights," which are issued as part of
his semi-monthly report, he later withdrew his statement. The facts are that
the more a dialer tunes a program, the

. . . on his immensely popular
NKWS and COMMENTARY projrani. 8 to 8:15 A. M.

YES I Prestige accounts
select prestige programs
on a prestige station
when they want definite
results. W R .N L serves

less the turnover figure. As Cornell reports, the higher the rating of a program,
the lower its turnover.

\irginia's

rich, depression-proof industrial and t oh areola nd .
W RNL can serve vou too!

Ill im L
RICHMOND,
COWARD
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Where the type of program appeal may
be said to be universal, such as variety
shows, the differences between Nielsen

In order to ascertain just how NRI accented the coverage of ABC and MBS,
Cornell prepared, and sponsor herewith

WATT8
910

VIRGINIA

PCTRY
R E r R E S

KC

reports, a comparison between BMB's
apxl NRI's
coverage figures*
network
sample distribution.
The accent on ABC
and MBS in NRI's sample is evident from
the chart labeled on NRI coverage according to BMB. In considering this
chart it must be kept in mind that NRI's
sample is based upon current ABC and
MBS coverage, while BMB is based upon
these networks' coverage in 1946. Both
networks
have expanded
considerably
• Thf' HrtxidmtOMfntiirfnirnI Burrau figurft arr aerrpl<•(/ nuirtirrrrl otitnrtimrk listfning nt nf Srplrmbrr 19'ifi-
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ratings) and his diary studies still left a
great deal to be desired.
Latest information from the Nielsen

during this two year period.
Neither NRI nor Hooper are currently
delivering a rating service which truly
reflects U. S. listening. The NRI sample,
according to Cornell, is "not sufficiently
representative of the entire U. S. for
accurate presentation to all U. S. homes."
The U. S. Hooper figures have research
holes in them which must be filled before
they are accurate pictures of nationwide
listening. Although Cornell visited the
Norwalk (Conn.) headquarters of Hooper,
he came away from the visit with the feeling that Hooper's correlation of coincidental (his semi-monthly
"popularity"

organization indicates that he plans to report on the entire U. S. on or about 1
)anuar>' 1949. However, most research
men doubt his ability to deliver a true
sample at that time. It took NRI two
years to prepare to survey the West
Coast on an area, rather than a group
sample basis. Research men use this
time factor in determining what they feel

report starting 1949, but feel that it will
have to be on a group (representative)
basis rather than on an area standard.
The rumor that NRI will also report 48
times a year, rather than the 24 times
which is its current frequency, raises less
eyebrows. Since the tape in every audimeter measures every minute of listening
every day of the year, the frequency of report isonly based upon the willingness of
the industry to pay for them. The NRI
operation is slow — is costly. What the

will be NRI's hurdle in delivering an area
U. S. report by 1949. They do not dispute the fact that NRI can deliver a U. S.

industry wants is the equivalent of NRI's
involved reporting with the speed and
low cost of Hooperatings.

\

Recently, Oscar Katz, research head of
CBS, requested that Hooper make a
simple check. He asked that Hooper take
eight of his big city reports and with the
diaries placed in telephone homes which
are comparable with the coincidentalchecked sample ascertain the relationship
between coincidental and diary reports
for these eight cities. Then asked Katz,

1
I

I

MBS

"take the diary reports from the rest of
the coincidental cities, and, using the
equations developed from the eight cities,
see if the adjusted diary rating checks
with the actual coincidentals in these

^ .During tho first .six
iin>iith>i «>•' 19UJ. tht'fiross
revomio of KMAC.-KIS.S

towns." In an amazing number of cases
they did check. In a number of cases
there was very little relationship between
the adjusted diary-developed rating and
the coincidental. However, even if this

Mas .'$2.6% uiicad of any
prfvi<ui.s year I That is
what K.MAC-KISS are
doiii^ with the iMiitiial
.Net\»«»rk in San Antonio,
the 27th market of the
nation.
9 The new ."i.OOU-wal t
KM AC. at 6:{0 on the
dial, with unlimited

discrepancy
can questions
be explained,
doesn't
answer all the
raisedit by
Jim

O'SNS
ONITIO
SANUALANTSTA
MUT

Cornell — and the annoyance which his
questioning
has his
raised
doesn't any
for one
moment make
questions
less
valid.

time, will reach 1,2.'^0.(M)0
listeners.

Broadcasting has the best research in
all media history — but it still isn't good
* * *
enough.

9 ''«'l Pearson tell yon
what we ean di> for you.

AD-MANAGERS'

TSN

(Continued from page 33)

#

LAMENT

because we feel that the line is a natural
boundary for the area a district manager
should cover.
"When I don't require market information, it's offered me. When I need it, it's
the tobacco man seemed to be
notAlthough
available."
saying that market information was and
wasn't important at the same time, he
asked that his stand be made clear in the
following words: "I feel that stations and
networks should make available basic
marketing information concerning the

Howard W. Davis
OWNER

Represented Nationally by JOHN
82

E. PEARSON

CO.

territory they serve. I don't think that
the>' should set up economic research departments tohelp advertisers do business.
When
I want week-by-weck
business
SPONSOR

index changes, I'll find some way to obtain the information, not expect my advertising media, broadcasting or any
other, to do the work for me."
"The networks use too much gold braid
in selling," summarizes the lament of a
number of advertising managers who have
had the buying of network time and
talent taken right out of their hands by
their direct superiors (usually the sales
managers) or by the presidents of their

Nearly all t)thers admit that this year, of
all years, they arc representatives of the
sales department. The latter group had a

course) a district sales-manager's request.
From almost the first broadcast on the
station the ad-manager chose, the district
manager found fault— fault with the announcer, fault with the copy slant, fault

consistent gripe. "What frequently produces immediate sales returns may be the

with the station's signal ("we couldn't
hear it when I was visiting the manager of

worst type of advertising for us," explainedcoming
one drug season
executive.
no
choice this
but to "I've
schedule
copy and media with which I am not

our key customer in thisarea"), in fact he
found fault with everything from "inept"
station promotion to pronunciation of a
product name.
Only the advertising managers of
firms. "I go through all the motions of
buying a time period on a web where I multi-product, multi-million dollar corporations claim that they are free agents.
think it will do us the most good. Once
or twice, before I understood what happens in network selling, I've even told our
agency to prepare contracts for the time
period, only to discover that our president
and a network president (whose facilities
I had previously decided against) had
other ideas. I don't question the judgment of our top executive. He came up
through the ranks and headed our advertising operations for a number of years. I
can't question a network president's
fighting hard for business for his own
chain. I do, however, object to being regarded as an office boy, to not being told

what's going on. I feel that our agency
and my department should be kept informed of the special pitches which are
made by broadcast top management to
our top management." For the record,
the salary of this lamenting advertising
executive, last year was $46,500 including
his bonus.

r

Afl

WDBJ
*
iii«« •

1I
\Vl«0 IM«
WDBJ alone covers Roanoke
and
most
of Southwest
Virginia, a rich and rapidly
growing market with Billion Dollar Buying
Power! (S.M.) • Now in its 25th year of
y**^ service, WDBJ represents preferred entertainment for its listeners and effective

slight. The advertising managers' lament
on spot advertising is the constant
pressure under which they are placed by
district sales managers, big wholesalers,
and even local and chainstore outlets.

selling for its advertisers.

SOUTHWEST VIRGINIA

The agency's timebuyer has checked
availabilities. The account executive has

with the following notation, "n.g. district manager wants us to use another

Because WDBJ's market represents
35.73% of Virginia's (and 7.90%
of West Virginia's) total buying

ASK
power!
You

West

can

reach

SEPTEMBER

111,500

radio

FREE & PETERS/

lionies in ;i8 \ irgiiiia and

alone.
with WDBJ
counties
Virginia
another good reason
why to buy WDBJ

station for 'political' reasons."
Naturally the station recommended by
the district manager is used. If the a.m.
wanted to make an issue of it, the station
that he and the agency decided upon as
the correct outlet for the firm's message
would be bought. One advertising manager explained what happened to him
when he decided to ignore (politely of

punchy copy which I don't approve."

SOUTHWEST VlRGIMAS^OJ/iee^ RADIO STATION

The interference of top management
with the placing of broadcast advertising
on a local market basis (nonnetwork) is

double-checked the timebuyer's suggestion and turned it over to the advertising
manager. The advertising manager notes
that the station has the greatest coverage,
best prestige, and an outstanding selling
record. Before okaying the recommendation, he checks with the sales department.
The inter-office memo comes back to him

100% in sympathy. I've 'immediate
sales' on the brain. I want to keep a
number of our network p.ograms running,
yet in order to do this I will have to use

CBS

. 3000

Owned

WATTS

and
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TIMESWOBLD

ROANOKE.
FREE

& PETERS.

• 960

That's
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by the
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When asked, "Don't you think that
clever, well-written copy can produce
sales as well as irritant commercials?" he
answered, "no." The fact that he had to
say "no" also griped him. He blames his
"need" for irritant copy on the broadcast
industry. He has virtually no radio drug
success stories in his files which aren't
based upon irritant or, at least, punched
commercials.
A few advertising managers have a
special gripe directed at station representatives. Says one, "Once I buy a
schedule of spot announcements or programs on a station, I'm stuck with it.
Not once has a station representative
come to me or our agency with a suggestion that better announcement or program time had opened on his stations. I
know that station representatives have to
sell time, but I also feel that a good cussatisfied.tomer should
,^ be serviced, should be kept
The advertising managers' lament is
long and lusty. Despite this, it can be
summed up, for the 1948-1949 season,
with "won't someone help us to sell better
via radio advertising -and what are we
going to do about the give-away problem?"

Editor's note: The fiive-away
problem
is discussed in this i.ssue starting with pafte M

TRANSITRADIO
{Continued Jrom page 45)

He Puts Pieces Together
To Picture the National Scene
He doesn't accept pictures ready-made, as prepared by
someone with a ready-made point of view. He, or a
member of his staff, digs out facts, fits them together
piece by piece. If a vital part is missing he phones a
Congressman or a Bureau head — or someone who ought
to know. If necessary he'll send a fact-finder direct to
the source — to Alaska — or Mexico — or wherever it may
be. He ends up with a clear, complete picture for his
radio audience.
His program rates high with listeners and advertisers.
Currently sponsored on 302 stations, the Fulton Lewis,
Jr. program is the original news "co-op." It affords
local advertisers network prestige at local time cost, with
pro-rated talent cost.
Since there are 502 MBS

stations, there may be an

opening in your city. If you want a ready-made audience for a client (or yourself), investigate now. Check
your local Mutual nutlet or llic ('o-opcrative Program
Department. Mutual Broadcasting System, 1440
Broadway,
84

.\^C

18

(or Triliunc Towci,

Chicago

11).

nouncements for Red Cross, CARE, and
U. S. Treasury Department. The transit
users voted 95. 9*^^ in favor of music on
bufses and streetcars.
Starting August 15, the St. Louis
Public Service Co. is experimenting with
20 radio-equipped busses. Every ten days,
the busses will be routed over a different
route (complete test, which began August
4, will take 60 days). This survey of rider
reaction, the most extensive ever to be
made, includes commercials, 35 words
every five minutes, and frequent time and
temperature announcements. There will
also be two minutes of news, every 30
minutes. Programing is t^'P'^al transitradio formula: Muzak-type recordings, no
vocals. In the mornings the music will be
a little brighter than that used the rest of
the day. Rider reaction is being tabulated
by Edward Dood>'s (midwest research organization) interviewers the first time
that personal interviews have been conducted in any transitradio city —and results, after the opening ten days, are
highly favorable. Out of the 3,633 persons
interviewed, 92.6' ,' like transitradio programing, and 90.9^(. the commercials.
WIBW-FM. Topeka. Kansas, is experimenting in programing with two transitSPONSOR
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pany which provides for the station's exclusive rights to install transitradio equipment in vehicles. Payment for the rights
are made either as a flat monthly fee, p>ercentage of net time-sales profit, or percentage of gross time sales. A second
contract is made between the broadcaster and transitradio operator which
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provides for the station's purchase of receiving units (costing about $160 each).
Installations costing approximately $15
per vehicle are made by the station. TTie
operator provides supervisory personnel
at its own cost. This contract usually
appoints the transitradio operator as exclusive national advertising representative for the sale of station time during the
period the station is programed for the

Eddy Howa^-Col^ 37995
y GoVd;:an^ol, 36067
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YOU WALK BY

In establishing a local transitradio operation, the FM station usually enters into
a five year agreement with a transit com-

Kaye— Vic. 80-308

SOMEONE

were equipped with receivers and loud
speakers (5-8 per vehicle) during August.
On July 20, 35 buses of the DuluthSuperior Transit Co. began receiving
transit broadcasts. This operation (a
co-op effort between Murray & Malone
Co., Minneapolis, transportation advertising, and WEBC-FM under the corporate title of Riders Radio, Inc.) is a full
scale test operation with 17 local advertisers (the 1 July rate card states that no
broadcasting will be scheduled beyond
September 30, until further notice).

IT'S SO PEACEFUL IN THE COUNTRY Resen.)
Jan Sayilt— Vic. 87464
T TO CRY .Excelsior)
I WAN
'r.
L rs... ,,1.111
Man
1189
.
Chris Cross — Sterling 4004
8082

(commercials are free to the station's old
FM advertisers), and that broadcasts are
scheduled Monday through Friday.
The first regular use of transit broadcasting was inaugurated on 10 July, in
(x)vington, in 100 vehicles of the Cincinnati, Newport and Covington Railway
and the Dixie Traction Co. — known as the
Green Line- which serves northern Kentucky and communities adjacent to Cincinnati. Transit Radio, Inc. and FM
Station WCTS, Cincinnati, worked together— Transit Radio selling time, and
the station purchasing and installing the
equipment, as well as programing for the
service. Three hundred more vehicles

19, N. Y.

HOLLYWOOD

traveler.
Rates established b\' the pioneer organization. Transit Radio. Inc., are based
upon one dollar per thousand guaranteed
listeners (the home audience reached by
the FM station is a bonus for the advertiser) and vary with the number of announcements contracted for. In Cincinnati, Class A denotes time during the
commuting
with ofa 23,000
"guaranteed"
instantaneoushours
audience
riders,
Class B, the shopping audience delivering
S,200 riders at any given moment, and
SPONSOR
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Classic, the evening audience with 4,400
riders. While 260 announcements (5
announcements per week for 52 weeks)
cost 70 cents per announcement per
thousand riders in Class A time, the same
number of announcements cost 98 cents
each in Class B time, and 92 cents in Class
C time. Riders' Radio, Inc. rates are also
based upon the cost of an announcement
jxT thousand riders, and lor 260 announcements inall classes (A, B, and C)
the average cost is $1.80 per commercial.
Programing by Transit Radio is basically music, from 6 a.m. to 7 p.m. daily,
Mondav
through
Saturday, and from

noon tc 7 p.m. on Sundays. A music and
news block-program formula is used.
Each 1 5 minutes consists of three minutes
of news (sports results, time, and weather
included), and three 20-second announcements, spaced about three minutes apart,
coming out of music. No song titles are
identified, and no vocals are used. The
news and commercials stand out in bold
relief. Riders' Radio features popular and
light classical recordings, 20-second spots
every 5 minutes. No musical jingles are
allowed, and all continuity is subject to
acceptance by Riders' Radio.
Dick Evans of WIZZ,
VVilkes-Barre,

has done considerable research on what
transit riders want to hear. Despite his
affiliation with Transit Radio, his programing isquite individual. He claims
that while people dining in hotels and
restaurants like background music, it's
incorrect to assume that the riding audience want the same musical fare. He says,
"Diners, eating and conversing, want soft
background music, but people in a bus are
impatiently waiting to get to their destination; they have nothing to do to
occupy their minds, and the transitradio
program eliminates this boredom. The
difference between the dining and traveling audience is important, but few people
have learned it." WIZZ uses block programing you hear the same musical program every hour of the day, every day of
the week. The announcer talks just

<J/it ccidte/utj

enough to establish the mood, and identify the orchestra — "he does not run off
at the mouth." The Wilkes Bane FM
station gives the transit audience the same
kind of programing it delivers into the
home: music, sports, and news summaries, and play-by-play descriptions of
baseball or basketball games at night and
on Sunday afternoons, when passenger
traffic is light. As much commercial copy
is used by WIZZ as by other broadcasting
stations, but the listeners think they get
less, because idle program chatter is
eliminated.
The commercials used for transitradio
must be straight selling copy, no tricks,
no irritants, no jingles, and run between
35 to 40 words. A local advertiser over
WCTS-FM, Cincinnati, uses this commercial: "Five o'clock temperature
degrees. Wlien you get home make a
quick trip to the icebox for that wonderful
hot-weather drink — French-Bauer Golden
Flake, the best buttermilk in town. Keep

Tulsa's only excilusive radio center. Only CBS outlet in the rich
"Money Ma^et" section of prosperous Okliilioma. Write KTUL,
Boulder Jn the Park, Tulsa, Okla.

a supply on hand." A national advertiser says: "May I offer you a seat ... in
a 1948 Crosley, America's lowest cost
transportation? It operates on less than
one cent per mile. Immediate delivery.
Payments only eight dollars weekly. Buy
tonight at American . . . one eighteen
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HowEighth."
do car card and transitradio costs
East
compare? The National Association of
Transportation Advertising, whose members' car card business grossed $23,000,000
last year, is keeping a weather eye on
transitradio progress. The Duluth transit
broadcasting experiment, as indicated
previously, is a joint operation, with
Murray & Malone Co., Minneapolis, a car
card advertising company, joining
WEBC-FM in the service. In Detroit,
Transportation Advertising Co. (NATA
member) is testing transitradio.
When
SPONSOR

BOSTON

Food sales in WOAI's daytime primary area* amount to $247,370,OOOf . . . more food sales than in the city of Boston, "home of
the bean and the cod."
Texans are hearty eaters . . . also hardy workers. Texas, for instance,
leads the nation in the production of wool. WOAI's primary area is
largely responsible for this leadership. According to the 1945 census
of the Department of Agriculture, 37,838,409 pounds of wool were
shorn in WOAI's 67 daytime primary counties during 1944.
Production such as this helps to make up a net effective buying
income of $1,282,729,0001 . . . and food sales such as this help to
build your business.
See your Petry man for further details showing how WOAI
help you sell this tremendous market.
* BMB 50% to 100% counties
t Sales Management 1948 Survey of Buying Power

can

WOAI
NBC • 50000 W> CLEAR CHANNEL 'TON

Represented by EDWARD

PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, San Francisco, Atlanta, Boston
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m

More Proof That

No. I Salesman
in North Carolina
tlie South's

No. 1 STATE

the car card people have satisfied themselves on transitradio, it is understood
that they will not delay getting into the
business.

selves, the new form of broadcast advertising will be operating in most metropolitan centers.
The transit facilities in these centers

The average cost of placing standard
I II X 28'in.) car cards is about 4.2 cents
per thousand riders. A study of 117 car
cards in 10 major American cities indicated that the average cost per thousand
readers for leading cards in each city was
$3.14. At this time, both Transit Radio
and the Transportation Advertising Association feel that transitradio and car cards

carry 33,000,000 regular adult commuters
and another 19,500,000 that average
three round trips a week. This audience
is bigger than the average daytime adult
audience to any one 1 5-minute broadcast
period and few nighttime programs exceed
it even during the height of broadcast
listening. The audience is there. The
facilities can be made available. Transit-

are not competitive. A tie-in of both
mediums will give an impact close to TV.
Transitradio was originated by Transit
Radio, Inc., Cincinnati, whose president,
Hulbert Taft, Jr., is also executive vice
president of Radio Cincinnati, Inc.
(WCTS-FM, WKRC). But the idea of
transitradio was conceived by Dick Evans
in 1940, shortly after he was fired as commercial manager of WBAX, WilkesBarre, because of his interest in FM. He
went to General Electric, and interested
them in manufacturing the receiver.
Then the war came, and stopped all
progress. After the war, GE and all the
other large electrical manufacturers were
too busy getting mass appliances on the
production line to bother with a specialty

radio's future as a national medium depends only upon proved selling ability and
the economic condition of the nation dur-

item.
In August, 1946, Evans went to John
Caraway, Jr., vice-president and general
manager of Electronics Research, Inc.,
Evansville, Indiana, and explained the
kind of equipment he required to bring
FM reception into buses and trolleys.
Caraway took fire over the idea, and contacted leading broadcasters to invest in
the enterprise. In May, 1947, after
enough capital to start the project was
collected, Hulbert Taft, Jr., was selected
to head up the enterprise.
Transitradio is obviously not a national
medium today, but potentially it is.
Practically every city of 15,000 or over
has a transit system carrying advertising.
During the past two years hundreds of
independent (nonnetwork) FM stations
have been licensed. Transit broadcasting,
like storecasting, represents to these stations adefinite income which at present is
not available from regular broadcast advertising sources. It also represents a
potent public relations medium for the
stations since the call letters of the outlets
will be heard at half-hour intervals in the

FREE & PETERS JSr.

RrprettntttivM

transportation facilities. Since FM stations arc ideally equipped to transmit the
programs required for transit advertising
and since transit companies are constantly
in need of new sources of income, it is
logical to conclude that once the regular
operations now in progress prove them-

90

ing the next few years. If a buyers'
market continues to grow and if other
economic factors do not conspire to curtail advertising budgets drastically, transitradio should prove to be a great selling
force.
TTie fight for a share of the advertising
dollar for any new medium isn't going to
be child's play during the next few years
but transitradio may prove that the portion of the nation that pays to travel daily
can more easily be led to the cash register,
than any other, save storecasting's.

BROADCAST

* * *

MERCHANDISING

{Continued from page 50)
Independent magazine wholesalers and publishers oF the masazincs buy broadcast time

to sponsor Johnny Murray Talks It Over,
KFI (Los Angeles). In the past nine
years, Johnny Murray had been using
magazine material, but always for products unrelated to magazine publishing and
distribution. Advance information on
articles to appear in independent!) -distributed magazines will now be included
in his airings. The campaign will stress
the economic, informative, and entertainment value of magazines.
Prize winner WGAR

(Cleveland) rated four

to three favorite in local programing over
the second place Cleveland station for the
second successive \ear in the Cleveland
Press' third annual Local Radio Poll.
WGAR totaled 44 points, and the runnerup, 31 points. The 50 000 watter was
also first in signal strength, locally and in
the markets of Canton and Akron.

Sammy Kaye proved that a summer replacement can hold on to an audience established
for its regular promotion. On the July
27th broadcast of the Chesterfield Supper
Club which he took over for Jo Stafford
and Perry Como he read a poem. For
What You Are, by George Dingcll. Requests for copies totaled over 1 1 ,000 —
more requests than he has ever received
previousl>, either on his o\^ti program,
Sunday Serenade, or the Supper Club.
SPONSOR

• In one short year, Kaiser-Frazer became one of the
four largest producers of automobiles in the world!
It took sales to build a record like that . . . and KaiserFrazer gives Spot Radio a big share of the credit!
In the past twelve months alone, 63,000
announcements on 296 stations from coast to coast
have been building Kaiser-Frazer sales.
Kaiser-Frazer has found Spot Radio gets
results fast! It can be rushed to bolster weak points in
some areas . . . while giving extra support to strong
markets. It can focus a lot of selling in a concentrated
area, or make a limited budget cover a lot of
territory. And, with Spot Radio, Kaiser-Frazer can
buy the right times on the right stations
in the right markets . . . without wasting
money or effort on unprofitable areas!
Spot Radio pays off for KaiserFrazer! Ask yourself whether this powerful,
flexible medium will pay off for you.
Then ask your John Blair man for complete
information and advice.

JOHN
BLAIR

* spot Broadcasting is radio advertising of
any type (from brief announcements to
full-hour programs) planned and placed on
a flexible market-by-market basis.

Offices in Chicaeo • Niw Yorli • Detroit • St. Louis • Los Angeles • San Francisco
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"MR. and MRS." SHOWS

etc." It seems to work

{{.MiUnmed from page 70)

Company, distributor, reports they've
sold man) Blackstones.

px-'tinj; product which sufficiently sets it
apart from the first one. thc>' accept it.
For example, they discovered that the
Blackstonc automatic washer did not require bolting down to the floor, as did the
previous one they sold. They felt the advantages of this difference justified their
selling the Blackstone on top of the previous washer. They always remind listen-

While it's the object in ever) instance
of the Mr. & Mrs. formula to promote
personalized salesmanship, the variety
possible in handling the formula is as unlimited as the personalities involved. In
every case, however, you will find the

ers they were recently selling "another
washer" — or whatever it might be "but
we have discovered another one that . . .

the Ben Ciross

principals don't fit into one little pocket
in the community — the) are engaged in
activities which, even lacking other resources, would set them apart from the
mass of dialers.
This is true of David and Martha

T«E PAY«OJ.i:S
GITTIN BIGGE9,
SUSIE!

Brooks (Breakfast with the Brooks, WGY,
Schenectady). Their audience is conscious of them as professional people and
homemakers — close to themselves. Automatically looking to see what contributes
to the formula in their case- -since they
are an outstanding success it is discovered that in addition to being a mathematics teacher in a local high school,
David is active in local amateur theatrical and musical productions, church
activities, appears regularly with Martha
on television, etc. Martha, as well as
sharing her husband's varied interests,
has appeared professionally in the Saratoga Spa Theater.
Some stations, finding themselves with
a show and a personality lending themselves to the Mr. & Mrs. treatment, have
revamped long standing successful formats to cash in on the extra potentialities
of the husband, wife, mike set-up. When
Cliff Johnson, star of numerous local and
network shows, returned to Chicago and
WBBM last )ear, he was assigned to revamp his old musical clock show.
He conceived the idea of moving the
whole operation into the Johnson kitchen
in Oak Park, where he now holds forth at
breakfast with his wife Luella and their
four little girls ranging from Vicki, 18
months, to Sandra, 7. As in all shows

rx^fh

typical of the formula, the Johnson situations are unrehearsed. On a big blackboard on the kitchen wall are printed a
few "topics for the day" for their guidance. And it takes what Cliff is— an expert showman — to handle situations in
the "anything can happen" atmosphere
generated with four small children. Sometimes the kids read the plugs and the
family discuss them, and vice versa.
Breeze (Lever Bros.) and Broadcast
Brand Products each underwrite 15minute segments.

X lir(>ii<!hoiit North Dakota,
larminf: is KIC HI SINKSS.
81.1% of North Dakota farms
have tractors (against 'M.2% for
I . S.) — }{5.59<; have aiitoinohiles
(against 62.0% for I . S.) — average farni-procluets value is S566.3

The Johnson lives are geared to feed the
show. Trips to the beach. Museum of
Science tours, picnic outings, and all
other jaunts are wire recorded and portions played back the next da). This
gives them new ideas for the program, r s
well as showing off the family to hundreds

(against S'il t» for I .S.). .4n(i Red
IHkt I alli'Y farmers are definitely
more prosperous than North Dakota
farmers as a whole!
Ill the Red River ^ alley, everybody listens to WDAY.
This
shows

up in our

Kargo Hoop-

era tings (send for them!) — also
in our mail-pull. On one local
program re<ently. for instance,
we offere<l a photo of the cast.
I5,(HM) requests came in. Write
us — «>r phoiu' Free X Peters — or
rjs/,- vmir laciil rrftrvscniolire!
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FARGO, N. D.
NBC

• 970
5000

KILOCYCLES
WATTS

■^QJ>—

FREK&PfcTEIl5.IW.

of potential new listeners. What's true of
women's participating shows is equally
true here — promotion through pubhc appearances ofvarious kinds is important in
building the show. Of course the routine
lives of many husband-wife teams p)erform
this promotional function automatically.
The family formula boosted this
WBBM time segment from just another
show to a 5.6 (Pulse of Chicago) rating,
fourth highest of all locally produced daytime programs.
[Please turu to page 1 16^
SPONSOR

W
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A news feature page comes to life on the air!

A new fast-moving production that has every element
of good radio . . .
FYI features a galaxy of renowned columnists
who appear regularly in more than 700 daily
newspapers. Peter Edson, prize-winning Washington columnist . . . Burton Heath, Pulitzer
prize-winner . . . Erskine Johnson, top Hollywood reporter . . . Alicia Hart, well-known

sports writer . . . head the list. Three or four
of these noted personalities are featured on
each program.
FYI is produced in collaboration with the

women's

members

expert . . . and Harry Grayson, ace

editors of NEA, the world's greatest news feature service, and also includes reports from
of NEA's famed foreign service.

FOR TH£ WHOLB FAMUy
Sponsors will grab for the family appeal of
this fresh, vital new program. Three transcribed 15-minute programs a week. Both
ends open and a middle commercial. Released the first week in September.

TRANSCRIBED 3 TIMES A WEEK
Viire for Audition

Ed Hart & Associates, Inc.
1737 H Street N. W.

Washington 6, D. C.

REpublic 4312

Producers of Admiral Zacharias' "World Intelligence Report," and Ed Hart's "Is Congress Doing Its Job?"

1/1

^%^
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TOBACCO

ON

THE AIR

Hunt ( 'rosily
.Metropolitan Op«ra

{Continued from page 29)

RedTraiU
Hit Parade

sparkplug that accelerated the entry of
women as cigarette smokers.
Seldom has advertising been so roundly

Kdwiu r. iiiii
Hollywood Parade
Dorothy Thompson

damned as Hill's. Seldom has advertising
been so effective. It was always Hill's
boast that he spent less than any other
leading tobacco firm, and obtained greater
results. His advertising virtually built
Lucky Strike to the in-and-out position as
industry leader in cigarettes. It also reduced his selling costs enormously. When
he became president of American Tobacco, the firm had some 2,200 salesmen.
When he really got started with radio,
he found that they onl> needed 250.
During Hill's reign at American, the
firm tried a little of everything in its air
advertising in the way of programing.
The commercials, however, remained
pretty much the same. Programs ran the
gamut of entertainment from grand opera
to comedy. The American Tobacco Co.'s
network case history has included:
Show

Product

Year

Lucky Strike Dance Orch.
L.S.
Vincent Lopez Orch.
Chancellor
.Arthur Prvor Band
Cremo
Baron Munchaiis^'n
I. S

1929
1928-33
1931

Net
NBC
NBC
CBS

iv:!2 s:*

Cremo

Man to Man Sports

L.S. &
L.S.
Pall Mall
RoiTan

ben Bemie

L.S.

Sophie Tucker
Kay Kayser
Eddie Uuchin
.Melody Puzzles
Muddy Clark
Music Ijy Malaeck
Information Please
Grade Fields

CBS
CBS
NBCNBC

1937 3S
3>>
1937 3N

.NBC

1937-38

RedPacific
4 Blue

1938-40
1938-39
1938
1938-44
1938-39
1938
1939
l<)42-43

years at Foote, Cone & Belding. Principally, the irritant technique has been
toned down a lot.
American Tobacco is currently sp>ending some $7 10,000,000 for advertising,
with more than half of it going into three
network shows, Jack Benny and Hit
Parade on NBC for Lucky Strike, and

NBCCBS
CBS
NBC
CBSNBC

in to replace the late Mr. Hill, and the
account moved to BBD&O, after man\'

COMMERCIAL

IN SALT

CBS
RedBlue
& Blue
NBC

Big Story, also on NBC, for American's
subsidiary product. Pall Mall. American
is also an extensive spot advertiser, both
in
radio and TV. A six-week campaign
CBS
MBS
NBC
^costing over $1,000,000) in 1947 used
Blur
PallL.S.
Mall
• L.S.
1940-43
some 900 stations to blanket the nation.
1943 44
.Ml Time Hit Parade
NBC
Jack Benny
MBS
There
are Lucky Strike spot campaigns
L.S.
1944-date
1943-44
1944. 45
Phil Harris (summer)
L.S.
NBC
1945
periodically, but none so large. In TV,
NBC
Wayne Kin(?
NBC
the firm used some unusual film spots,
Dr. Tweedy-Frank
PallL.S.
Mall
.Morgan
NBC
1946-47
and
recently a whodunit (live), Barney
C
NB
Big Story
P.ill .Mall 1947-date
Blake, on NBC-TV. This fall, at will
sponsor several TV sportscasts, including
Not all of the Hill-dominated air adverIvy League games on WABD.
tising was successful. But, the hits were
Close behind American Tobacco in
many, the errors few. Lucky Strike, and
over-all
sales rank is R. J. Reynolds,
the other air-sold American products
fPall Mall, Cremo, Half-and-Half, etc.) whose last year's sales were $708,494,186.
have shown a steady rise.
Prince Albert tobacco, and Brown's Mule
There have been changes in much of the chewing tobacco, both Re>nolds products,
Lucky Strike and American Tobacco air are leading saleswise in their respective
product fields, although Camels are the
advertising since Vincent Riggio moved
RojTan
L.8.
L.S.
L.S
L.S.
Pall Mall

NBC

/P^-

1932

L.S.
1933-34
Half A Half 1935
L.S.
1935-36
1936-47
194:-date
L.S.

LAKE

CITY

firm's sales topper. Reynolds spends between $10^$ 1 2,000,000 for advertising
(it is the leading tobacco advertiser
in dollar volume), more than any other
member of the "Big Three." About onethird of the Reynolds budget goes for
broadcast advertising. Currently, it
has three radio shows, Vaughn Monroe
(CBS), Bob Hawk Show (NBC) and
Grand Ole Opr y (NBC).
Reynolds, like American, is something
of a believer in variet> -musical shows.
Monroe has a large appeal to the younger
set, and Reynolds (like Liggett & Myers
and Philip Morris) promotes this show
widely among college campuses, with
publicity, stickers, and promotion pieces.
Since the first Reynolds air show (June
1930-May 1931. A one-hour musical on
Blue) it has had 27 shows. Of these,
1 1 have featured popular music. Monroe's
rating is nothing tremendous, since the

W'i7t', write or phone
for details

National Representative:

JOHN
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& CO.

July 15-21 Hooper gives it 5.9. But.
Re> nolds believes that the medium-priced
musical is creating sales among college-age
smokers.
Bob Hawk is a family-appeal audienee
participation show, with a rating ^in the
same July 15-21 repxjrt) of 5.6. Reynolds
believes Bob Hawk is a good balance to
Monroe, in that it attracts a different, and
older, audience. Both shows use the
Camel copy which runs along the lines of
"More doctors smoke Camels . . .' and
generally plugs the fact that Camels are
supposedly less irritating to the throat.
P. Lorillard has recentiv run a series of
SPONSOR

REXALL
KNOWS
BEST
Again in 1948, Rexall sponsors

the complete schedule of L. A. Rams'
football games on KAIPC.
Last vear on KAIPC, Rexall with their Rams'
games av^eragcd a whopping 20.3% of
the radio audience for 63 hours
of broadcasting. Average Hooperating
for the 2 1 games was 5 . 3

TAKE A TIP FROM
OWL ' SONTAG - REXALL
...PUT PC ON YOUR SCHEDULE

}. GUARANTEED TIME: Pick your own program and keep it-58% of all KMPC
advertisers are program advertisers.
2. POWER: Most powerful independent in
the West -5 0,000 watts days, 10,000
watts nights.
3. COVERAGE: Los Angeles plus 189 other
communities.
4. MORE AND MORE LISTENERS: 6 consecutive Hooper gains in 6 months.
5. MAIL: One program averages more than
4,000 letters a week.
6. SPORTS: L. A. Open, Big League Ball,
Coast League Ball, Joe Hernandez, L. A.
Rams, Pacific Coast Conference Football.
day.
7. NEWS: 16 sponsored news programs every
8. PUBLIC SERVICE: 74,811 phonograph
records distributed free to hospitalized
veterans.
9. on
RECOGNITION:
You're in good company
KMPC.

*Pays Consistently

\
ads which do everything but refute
Reynolds' claims. Even so, it is just
another example of the never-endinji; hunt
b>' tobacco firms for a new advertising
hook on which to hang their selling
approach.
Reynolds' Graml Ok Opry sells Prince
Albert tobacco via Saturday night hillbilly music. Opry was a success from the
start, particularly since both the appeal
of the program and the sale of the product
are greatest in non-metropolitan sections.
Its rating of 5. 1 is misleading, because the
heaviest listening, in proportion to population, isin areas where ratings are not

definitive. In terms of the sales results on
Prince Albert, Opry does an excellent job.
Reynolds, like many of the leading
tobacco firms, believes that TV will be
increasingly important in its advertising
plans. Some months ago, Reynolds signed
a deal with NBC and Fox-Movietone
News which resulted in Camel sponsorship of the 10-minute, Monday-throughFriday Camel Newsreel Theater on NBCTV.
The last of the "Big Three" firms,
Liggett & Myers, makes no snuff products
but has a varied line of cigarettes (Fatima,
Piedmont,
Picayune,
Home
Run, and

TRY to IGNORE THE STATION THAT DELIVERS
MORE LISTENERS PER DOLLAR IN MEMPHIS!
REPORT

FROM

C. E. HOOPER,

INC.

HOOPER

"STATION LISTENING INDEX"
MEMPHIS, TENNESSEE

SETS-IN
USE

TOTAL
RATED
TIME
PERIODS

Network
Sla. B

24.8

20.7

S6.4

19.8

Network
Sta. D

Indie
Sta. F

Indie G
& Others

8.0

is only 1.6 points behind

Station B . . . has 29' ^ more

HOMES
CALLED

S.8

30,938

7.1 <

Network

hsteners than

Network Station C . . . has approximately 15*^0
MORE
listeners than Network
Station
D and
Network

FORJOE

Station

E

COMBINED!

Patt McDonald,

A CO., REPRESENTATIVES

Manager

— -WHHM
MEMPHIS,

TENNESSEE

INDEPENDENT-BUT
MEMBER
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ASSOCIATION

OF

INDEPENDENT

than the others by a year or so. L&M's
first show was the Chesterfield Program on
CBS. It was an across-the-board, 15minute musical show featuring Arthur
Tracy, the Boswell Sisters, and Bing
Crosby. In it, L&M found a formula that
is still working for them today — the strip
musical show.
Between 1933 and the present L&M
has worked it in several forms, first with
the Philadelphia Symphony, later with
Fred Waring, and more recently (since
1944) with the Chesterfield Supper Club.
There were other programs — Alexander
Woollcott, Professor Quiz, Glenn Miller,

good job. Cop)' use does not harp on an>'
particular theme, rather, concerns itself
with stressing the tobacco qualities.

*Ad)usled to compensate for the fact that Sta. F does not broadcast in the evening.

Note: WHHM

"Big Three" tobacco firms. It has
had fewer programs, and had them longer.
Its entry into radio, in 1932, was later

program and cop>' are slanted somewhat
in this direction, and Supper Club, with an
average rating between 5.0 and 6.0 does a

Network
Sta. E

13.6

The firm's radio advertising is not as
varied as the other two members of the

reason lies in the fact that Chesterfield's
best sales records are in large cities. Both

OF AUDIENCE
Network
Sla. C

receive, proportionately, very small advertising support.

Harry James, etc. — but the daily musical
has proved itself as Chesterfield's best
evening selling vehicle. Part of that

JUNE-JULY, 1948

SHARE

Spur) and several smoking tobaccos. Net
sales for 1947 were $513,771,422, some
10'^/( higher than the previous year.
LAM concentrates its big selling push
behind Chesterfield. The lesser brands

air-expressed e.t.'s. Godfre>- is a topnotch air salesman, and L&M has already
charted increased usage of Chesterfields
among women smokers.
Spotwise, L&M uses name disk-jockeys
in New York, Chicago, Holh wood, and
on the Texas State Network. Last >ear
it tried a wider campaign with local
disk-jocke\ s, but decided that it was not
overl) productive and rather hard to
manage. L&M also uses televised sports
(N. Y. Giants^ on New York's WNBC
and W'PIX (as well as radio pickups on
WMCA and WNBC). It uses radiocast
baseball in Washington on WWCC.
Philip Morris & Co. uses more network
radio time than an\ other leading fimi
aJvertisng one product. Saleswise. it
ranks behind the "Big Three" with 1947
net sales of $170,105,550. Prior to 1934,

NOT ALOOF
METROPOLITAN

L&M took a leaf from Philip Morris'
book and is now in dajtime radio as well,
using the across-the-board Arthur Godfirey
(CBS) show on weekdaj- mornings, plus a
4-station Alaska network a week later via

ISTATIONS

all PM's cigarette brands were manufactured to order for them bv other firms. In
SPONSOR
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HARTFORD
compared
$4,309.

t0

$7,560

th s

per

U.S.A.'s

BUYING

POWER!

According to Sales Monagement's 1948 Survey of
Buying Power, Hartford has the highest Effective Buying

/hartfordV
\
k$4309|A^
/u.S.

M40 tlC

Income per family of any city over 100,000 popula-

■

tion. Advertising moneys

Q

invested

on

WDRC

in spot

schedules v/ill pay dividends for a long time to come.

fomily

BONUS
—
IN EFFECTIVE

average

\7REATER
WDRC-FM
programs,

at

$3,251
BUYING

EXTRA
INCOME!

CIRCULATION!

broadcasts the full schedule of WDRC s
no

increase

in cost

to

the

advertiser.

WDRC-FM, operating from atop Meriden Mountain,
also

gives the

advertiser

a

large

additional

Primary

Area of coverage throughout Southern Nev/ England.
With AM and FM,
dozens of cities and
necticut and Western

WDRC covers
towns in ConMassachusetts.

BONUS

—

^Estimate from

50,000

FM

distributors'

SETS*
reports

Connecticut's
Pioneer Broadcaster
William

F. Malo

Commercial

Manager
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FM BROADCASTING
WMBD advertisers can now reach
more homes with FM sets in rich,
prosperous Peoriarea than ever
before. WMBD now gives the EXTRA coverage of full power full
time FM . . . full duplication of all
AM programming. A bonus to advertisers at no added cost and a PLUS
service to the many thousands in
Peoriarea with FM sets.

Hew HeUMes
For AM and FM. New power . . .
new transmitter . . . new location!
Result: 20'; more daytime AM
coverage; lOO'Po more nighttime
coverage. To be announced soon.

Advertiser
Bonuses
REMEMBER
WMBD
in all
cases gives network advertisers a
bigger Hooper than the national
ratings . . . gives a bigger share of
the audience than all other Peoria
stations combined.

PEORIA
CBS Affiliate • SOOO Walt* |
Fr«« A Pticrt, Inc., Nal'l. Rcpi
98

1934 it bought a plant in Richmond, sional spot campaigns in radio, is now
Virginia, and, since then (it has added using spot radio in city-by-city introductions of its newest product. Embassy
other plants, including a $9,000,000 purcigarettes.
Altogether, about two-thirds
chase of Axton-Fisher Tobacco Corp.
facilities in 1944), has made all the of a $3,000,000 budget goes into broadcast advertising.
cigarettes they sell.
Brown & Williamson, alone among the
After a postwar slump in sales (it
flooded the market with non-cellophane- leading tobacco manufacturers, is currently out of network radio. It has
wrappcd packs in 1946, took a terrific
beating when other firms came out with dropped the Red Skelton show it had
cellophane wrappings) Philip Morris has since 1939 on NBC, in the choice time
made a strong showing. Its sales in- slot following Bob Hope, and has not
announced any further plans. The firm,
crease is running 6',',' higher than the
a
subsidiary of British-American Tobacco
average increase (W'/c) f"r the industry.
About two-thirds of the $8,000,000 Co. and an aflfiliate of the Imperial
Philip Morris ad-budget goes into radio. Tobacco Co. Ltd., is using only occasional
There are five shows now, although one, radio spot campaigns on Raleigh and the
Heart's Desire, is due to bow out on new Life cigarettes, and the Kool Sports
September 20th. The others are Horace Report, a weekl>' 5-min show on NBC-TV.
The sponsorship by U. S. Tobacco Co.
Heidt (a high-Hoopered talent quest on
ABC's Sunda>' night line-up), Everybody on Mutual of a marginal-time quiz show.
Wins (CBS), Mel Torme (NBC), and, the Take a Number, is an interesting example
other daytime show, Queen for a Day of how radio can be made flexible. From
(MBS). Copy on all shows stresses the 1933 to 1944, U. S. Tobacco sponsored a
reduced throat irritants of the blend.
series of variety-musical shows (Pick &
Philip Morris, after several years of Pat, Fields & Hall, Gay Nineties, etc.) on
fooling around with various music and NBC, and later CBS. U.S.T. found that
variety shows, now buys its shows care- its network radio, which proved to be
fully on the basis of the audience it expensive, was producing limited results.
can expect to get. The current crop of A check-up showed that more women
shows, all of which are doing fairly well, than men were listening to its shows
with the possible exception of Heart's
Desire, were bought on that basis. It
was the first cigarette company to go
directly to women listeners in daytime
radio with across-the-board programing.
Philip Morris checkups at supermarkets
show sizeable increases over the usual
sales to women, and the firm intends to
continue in daytime radio. Spot radio is
sometimes, but not often, used, since the
firm prefers network coverage. PM is
currently running spot schedules in TV,
and plans to do more.
P. Lorillard, oldest U. S. tobacco firm
and maker of Old Gold (as well as an
extensive line of cigars, tobaccos, and
chewing tobaccos), is the smallest of the
leading five domestic firms, with 1947
salesof $127,919,655. Like Philip Morris,
its radio advertising has been of a particularly varied sort. Lorillard has sponsored everything from Old Gold Character
Readings to the Texas Rangers since it
first went on the air with Old Gold on
Broadway, the original backstage candidmike show, in 1927 on NBC. Currently,
It "s sponsoring a segment of the
highly successful Stop the Music on ABC,
and is due to start soon with an hourlong revival of Original Amateur Hour on
the same network. The same show will
be seen on TV, where Lorillard is alread\sponsoring Dodger g;mies i with Ford) on
WCBS-TV.
Lorillard also runs iKca-

. . . and the women didn't buy pipe
tobaccos. U. S. Tobacco switched to
posters, newspapers, and spot radio.
Most of the emphasis in spot was changed
to U.S.T. 's snuff products, where, below
the Mason-Dixon line, U.S.T. was spending some $40,000 yearly to sell Rooster
and Banjo snuff.
This year, the thinking of U.S.T.
changed again to network radio, provided
it could find the right show. It was no
small order. U.S.T. needed an inexpensive
show, with a male audience that could
sell four brands of tobacco (Model, Dill's
Best, Old Briar, and Tweed) with equal
effectiveness.
The solution was found in a low-priced
quiz package. Take a Number. Contestants pick numbers from four boards
on stage, each now headed with the name
of one of U.S.T. 's tobaccos. Thus, each
product is mentioned frequently on the
air. (Since most contestants start reading
from left to right, the boards are rotated
week-to-week.) U.S.T. also wanted to
make dealers aware of their advertising,
so dealers get prizes as well as listeners
sending in usable quiz questions. They
get extra money, plus certificates if the
listener's question is used with the jackpot.
Since questions must come in with a
package top (mail pull is several thousand
a week) dealers often hear the name of the
(Please turn to page 106)
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100,000 TICKET HOLDERS JAM-PACK
WFBR'S MODERN STUDIOS YEARLY!
The ticket-taker at WFBR's big Studio A is a busy fellow. He collects
free admission tickets from over 100,000 loyal WFBR fans that
throng the station every year.
What does this mean to you? Plenty! This big crowd is the only "plus"
of its kind that you can get in Baltimore. It's a home town listener
loyalty that is just one of the reasons why WFBR is first in the
nation's sixth largest market.
This year over 100,000 Baltimoreans will visit WFBR, get their copy
of "Let's Listen"(WFBR's program highlight guide), see great
shows, look at interesting merchandise displays and generally have
a swell time.
it'splanning
. . .
In
your fall time buying, please remember
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Yeah, but can he liff a
CBS keeps pulling programs out of its hat which continue to amaie

rvev

1

the critics.

Last winter Variety callecl CBS Package programs "the swiftest payoff in network annals."
The other day Newsweek

saicJ CBS had "the most successful show packaging operation

in the industry." Shows that earn such praise can lift your sales curve.

The Columbia

Broadcasting System
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HOW THEY LISTEN IN ROCHESTER
O

SETS IN USE?.... For Exceed National Average!
NATIONAL
AVERAGE

Q

Mon. thru Fri.

SAM

to

Mon. thru Fri.

6 PM to 1 0 PM

Sunday

1 2 N to

Sunday

6 PM to 1 0 PM

Monday

6 PM to 1 0 PM

Tuesday

6 PM to 10 PM

Wednesday

6 PM to 1 0 PM

ROCHESTER
AVERAGE

19.2

6 PM

32.4
23.9

6 PM

37.7
33.3

ROCHESTER'S
PLUS

24.4

5.2

39.9

7.5

25.3
42.8

1.4
5.1

43.8
39.4
38.8

10.5
6.6
6.6

Thursday

6 PM to 1 0 PM

32.8
32.2
31.6

37.8

6.2

Friday

6 PM to 1 0 PM

31.9

39.3

7.4

Saturday

6 PM to 1 0 PM

31.1

38.3

'

7.2

FAVORITE STATION?.... IVHfC By A Wide Margin!
Combined morning, afternoon and evening Share-Of-Audience — WHEC-35.7 —
Station B-28.6 — Station C-10.7 — Station D-10.6 — Station E-9.4 — Station F (Daytime oniy)

Q

NETWORK

PR0GRAMS?..Raf;n9S loom In Rochester!
NATIONAL
RATING

RATING
WHEC ON

Lux Theatre

25.8

Godfrey Talent Scouts

19.1
13.8

38.0
33.4
25.5

10.2
12.6

15.0
20.9

12.8
12.3

19.8
17.6

Helen Trent

16.8

Wendy Warren
Grand Slam

PROGRAM

Big Town
Blondie
inner Sanctum
Fannie Brice
Crime Photographer

Old Gold Show

BUY WHERE

8.1

PROGRAM

NATIONAL
7.5
7.0
RATING

Lowell Thomas

8.5
8.3

Beulah
Jack Smith
Bob Crosby
Edward

Murrow

1

RATING ON
WHEC

15.3

16.8
16.2
16.6

7.6
7.4

14.1
18.0
16.1
15.6

6.1
All Data From Winter-Spring 1948
Hooperatings
5.1 Reports.

THEY'RE LISTENING:-

o/^f^f^
N. Y.
5,000 WATTS
RepresenfohVes: J. P. McKINNEY

&

SON,

New

rorfc, C/i/cago,

HOMER

GRIFFITH

C O ., Los Ange/es, San Francisco
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TOBACCO

ON

THE AIR

{Continued Jrom page 98)
show from pipc'smokers.
The ad money used in spot to sell snuff
is now part of the show's $400,000 budget
(time & talent), but 30-second local
hitchhikes are used in many Southern
markets to promote the sale of snuff.
Although the show is a family-appeal
type, the listeners are predominant!)
male. U.S.T. chose its time carefully.
Its time slot (Sat. 5-5:30 p.m.), according to Kudner, U.S.T. agency, has the
highest percentage of male listeners in the

audience composition of any hour during
the week. Only 8 9 p.m. on Sunday is
higher. Thus, U.S.T. buys its 470-station
Mutual network at marginal-time costs
and gets the audience it wants.
There are other tobacco firms who have
discovered that brc^adcast advertising can
do a good job for them. Bayuk Cigar Co.
has used its across-the-board, quarterhour sports review, Inside of Sports, successfully on Mutual since 1938. General
Cigar Co. does well in New York with
Yankee baseball games on WINS, splitting the costs by alternating with Ballantine. Mail Pouch Tobacco has built sales

successes with Hunting and Fishing Club
on Mutual since 1942. The old Penn
Tobacco Co. (now owned by Block
Brothers Co.) uses regional baseball
broadcasts and newscasts, spending nearly
$1,000,000 yearly in spot, to build a successful distribution and sales demand for
Kentucky Club Tobacco.
Broadcast advertising works well for
the large or small tobacco advertiser. It
is just a matter of reaching the right
audience at the right time with the right
sales talk.

NOBODY

♦ * ♦

TOPS SKIPPy

I Cyuntinued from page 39)
hour at which families wanted to stop
everything to listen to dramat. However, Skippy "had" to be in the New York
market as a matter of prestige, since many
food distributors throughout the country
ask "How is it doing in New York?"
To make certain that New York knew
Skippy Peanut Butter, Rosefield ignored
his usual procedure and bought car cards
and later Galen Drake (WJZ). One thing
the entire Skippy organization is is realistic. It knows that Skippy Hollywood
Theater can do the entire job, if it is

San Fraiici8caii8
Have Mure Spendiiiy Money
Than Almost Anj^bodi/'^
*Of the nation's 200 largest cities, San Francisco
is first in per capita net effective buying income.
Source: SALES MANAGEMENT'S
Power elated May 10, 1948.

Survey of Buying

spotted at the right hour. If it is scheduled at a low-audience period, it isn't
important enough to increase listening to
a station. In New York, dissatisfied with
its Saturday evening spot, Rosefield
shifted Skippy Hollywood Theater to
WOR. After being heard on that station
for a while, it was decided that the shift
had cost too much listening and plans
were made to return to WEAF. A conference was held with NBC production
executives and suggestions were made for
the improvement of the program. The
station inferred that if the program were
improved it would put extra promotion
behind it and find a good spot for it.
The recommended changes were transmitted to MacCregor, who didn't see eye
to eye with NBC's program thinking and
by mutual agreement MacCregor resigned the handling of the production.
As far as the listener was concerned there
was at first little change in the program,
since Les Mitchell, who had been directing
it, took over its production. The trend
under Mitchell has been less stress on the
mc, better-known name performers, and
better tionsscripting.
Now thatthere
it's is
on more
stain over 34 markets
money to play with. An interesting sidelight on the MacGregor-Rosefield situa-

■•p»»ii

f»t

k, I4wa.<

r.<

S«n JoM. C*l^eMM»

f 41 the height of the 19'i7-'t8 radio season (February ?/
Hooper) ?0.f.
setr-ln-use (or Saturday 6:l5-6:i5 P.M.
icereonly
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Market

VtOVI-^M^

• •

3,445,100
946,200

Total Population
Families

$3,056,288,000
$ 700,524,000
$ 102,535,000
$4,792,195,000

1947 Retail Sales .
Grocery Sales .
Drug Sales .
1947 Effective Buying Income

M

.

$

Average Net Effective
Buying Income Per Family •

1947 Net Farm Income

...

$ 1 ,975,95

Average Per Farm

...

$

4,348

1 # 000

j^ m ^m^

(All figufet boied on 1948 So/n
Mono^mcttt Survey of EHt'clive BwvinS Income, iswcd June 15. 19481

w

RADIO

NO OTHER STATION SERVES THIS AREA

590

STATION

OMAHA, NEBRASKA
KC • NBC • 5000 WATTS
Owner and Operator of

Write

For

WOWs

1948

Coverage
Presentation — ■■.
most
complete
brand-new
fifty-page study.

TY-FIFTH

KODY
iOHN
J.
OIlllN.
JOHNtlAII.

ANNIVERSARY

AT NORTH PLATTE
J*.,

riis.

YEAR
10T

SEPTEMBER

1948

story of Skippy Peanut Butter to market
after market, its growth has been based

butter is the cheapest food that can be
purchased. Considering its high protein

five years that C. P. produced and mc'ed upon the fact that it's unlike any other
the program. J. M. Rosefield and C. P. jDeanut butter. Millions of adults couldn't
MacGregor are still good friends. There eat peanut butter as originally manufactured. The founder of the Rosefield
was just an honest difference of opinion.
Packing
Company patented a process
WNBC now schedules Skippy Hollywood Theoler in its choice Tuesday night which makes it digestible for everyone.

and vitamin content, Skippy's high food
value per dollar may be traced to the fact
that Rosefield has kept down its price to
the consumer. Despite processing cost
increases since the war with the cost of

line-up, at 7:30 p.m. The last MarchApril City Hooperatings gave Skippy
a 6.3 average. The competition, Bob
Crosby-Ed Murrow (WCBS), a much
higher budgeted duo, averaged only 6.5
for the same period.
While broadcasting
has carried the

up, Skippy is only 2.6^\ higher than it
was in March 1943. Manufacturing
costs have increased 35.41%. Ability to
cut comers, which a one-product business
and a rapidly-expanding volume make
possible, has been a major factor in Rosefield's holding the price line.
Like most foods, Skippy is handled by
food brokers. ( n the other hand the
Rosefields do their own merchandising.
They are constantly in the field ringing
doorbells to check consumer reaction to

tion is that there never was a signed
contract between the principals during the

Skippy's number one competition, Derby
Food's Peter Pan Peanut Butter, is processed under another patent which is also
said to increase digestibility. Its easy-todigest factor accounts for a large proportion of Skippy's repeat sales.
According to J. M. Rosefield, peanut

peanuts, glass, caps, labor, and freight all

Skippy. That's how Skippy Chunk-Style
Peanut Butter came into being. In certain territories, Skippy didn't seem to
move as it should. The Rosefields, with
a list of nonrepeat buyers, roamed the
area and asked, "Why don't you like
Skippy Peanut Butter?" Virtually all the
answers were the same — "too smooth."
To satisfy the consumers who wouldn't go
for creaminess, Rosefield took the regular
Skippy and folded in peanut chunks.
Chunky isn't as digestible, but it's the
best that can be done for that part of the
public which likes to crunch its peanut
butter.
You'd

probably

call a lot of

N\ lliW 's programs "corny." liut
our listeners like 'em. They
prove iIk'v do by buying the
sponsor's product.
And speaking of corn W IBW 's First
Families of A<iri<'idliirc raise a lot of it.
Corn will put about $120,000,000 extra,
spendable cash into the pockets of our
five-slate farm family au<lience . . . over
and above the money ihey gel for wheat,
livestock, poidtry. milk, eggs, and other
year 'round crops.

Skippy competes with from 50 to 125
peanut butters in a market and these
differ in practically every territory.
Many consumer surveys conducted
by newspapers point out how Skippy
dominates many areas and how it has
grown in a comparatively short time.
Since Skippy does not use newspaper advertising, itsstanding in these surveys is
the more amazing.
The 1947 Consumer Analysis oj the
Greater Omaha Market^ (where Skippy
Hollywood Theater is heard over WOW)
reported 44 brands of peanut butter in
sue there. Among the users, brand pref- 7-5
erences were indicated in the l')4.S
following
6
Skippy

Give us the opportunity and we'll show
you hoM' to make *cni pari >»ilh ibis cash
to buy vi.ur prodii<*t.

rank order*
:
Product
Peter Pan
P&G
Heinz
Real
Roaiit
Beverly
Holsum

Smrving fh»

First Families

of Agriculture

I Ua

L

^^O'

^^AS^

^^^

Planters
Creamery W'liip
Misc
Lunch-On
Don't Know
*fimiusr

Rep.: CAPPER PUBLICATIONS, Inc.
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wibw-kckn

57 656

46 2%

24
4
27
3

18 356
3 »%
3m47
8%
2
1
1
1
1

656
3%
856
»%
2%

356
056
156
b%
3%

3 b%

2 056

t

011 056
856
156

some faniilies report

brand, the total is orer iOC^'t .
M^ss
than
f^c "nd therefore
etllaneous.

t

t
using

more

included

than
under

one
mis-

SPONSOR

*J\iii ask your
Raymer representative

6.4%
4.4%
3.3%

NOBODY

TOPS SKIPPY

its appearance in the Milwaukee studyt
until 1944. During the four years that
have passed since that study Skippy has

(Continued Jrom page 108)

The growth of Skippy Peanut Butter is risen to 52.4'/f and dominates the field.
clearly outlined in The Milwaukee Jour^ Second is Peter Pan, the Derby Foods
nais 1948 Consumer Analysis Findings. product, with 19% of the users. It had
only \% consumer acceptance in 1938
The Journal's consumer studies are 25
years old this year. They first surveyed Today it's a network advertised product.
The Greater Milwaukee Market Study,
peanut butter buying habits in Milwaukee
in 1938. In that year 55.3% of the part of the Milwaukee Journal's consumer
families reporting indicated that they findings, indicated consumer preference in
used peanut butter. There were 109 the following rank order*:
brands in use. Beech-Nut was first with
Product
1948
1945
Skippy
52 4%
38 1 %
\0% of the panel. Ann Page and Sultana
tied for second place with 9^i ; Roundy's
was third with S'", . Skippy did not make

Peter Pan

10 0%

24

2%

fXfilwnukec.
'Skippy IloUyuxMd Theater" is heard over WTM.I

SURE,
some v^hicago stations
can "reach" South Bend
. . .but the audience

LISTENS

in

-Sultana
.•\nn
PageCrunch
Ilulsum
Heech-Nut

2 1%
13%
11%
1.1%

Heinz
llolsum Creme

S.7%
4.2%
12.4%
4 2%

11.4%

t
t
t

7 7%

Don't know

'lirciiuie some familiet report using more than~ane
brand the total is more than f(Mt' [ .
fLess than /' ; and therefore included under
miscettaneous.

Even
Misc- more remarkable are the consumer reports in California areas where
Skippy has been on the air for a longer
period than in most other sections of the
country. In Fresno, where Skippy Holly'
wood Theater is heard over KMJ, Skippy
is the choice of 82.7%c of the 87.8% who
buy peanut butter. The nearest peanut
butter in consumer preference is a local
product trademarked Laura Scudder,
with 5.1% of the buyers. The 1947 survey which revealed these facts was the
first one made by the McClatchy newspapers, one of which is the Fresno Sun.
In the two other areas surveyed by
McClatchy, Sacramento and Modesto,
Skippy was also voted first among peanut
butters, with a rating of 64.6% and 66.5%
respectively of the families using peanut
butters.
The Rosefield Packing Company is not
a spectacular operation. The Rosefields
are simple, direct businessmen with a
product they believe in, and a vehicle
with which they have discovered they can
sell it. They risk their own money all the
way. On the other hand they do not
think of broadcast advertising as a risk.
Having brought them from a "no business" level into 52.4% of the homes of all
users of the product in four years, as it
did in Milwaukee, it's an assured advertising tool.
Skippy Peanut Butter is one of national

to WSBT!

spot advertising's great proofs that it
pays to use programs.

GIVE-AWAY

You want listeners, not merely signal strength,
for your radio dollars. Listeners are what
you get on WSBT. This station is the overwhelming choice of listeners in the South
Bend market. No other station — Chicago,
local, or elsewhere — even comes close in
Share of Audience. Want proof? See Hooper.

SOOO

PAUL
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RAYMER

COMPANY

* ♦ ♦

QUANDARY

(Continued from page 31)

This paragraph reads:
— if as a condition of winning such
(4) such winner or winners are required
to answer the phone or write a letter if
the phone conversation or contents of the
prize: (or the substance thereof) are
letter
broadcast by the station.
If this is upheld at the hearings and
should it be enforced literally, it would

WATTS

NATIONAL

REPRESENTATIVE

make it impossible to tell the radio audience that a telephone contestant had
answered a question corrcctl). It is
pointed out, however, that there is no
prohibition on the broadcast of the studio
end of a telephone game contest, as long
as the mc does not repeat what the conSPONSOR

"

BECOMES MOST POWERFUL
INDEPENDENTLY-OWNED
RADIO STATION IN THE
BRITISH COMMONWEALTH!
T

akin£

effect with its September first switch-over to a completely new 50,000-watt transmitter . . .
Radio Station CFRB, Toronto, becomes
the most powerful independently -owned
station in the British Commonwealth!

50,000
WATTS

Effective from the same moment, the fre-

a new high

magazines, car cards, posters, air announcements, mailing pieces, give-aways . . .

in good
listening/

quency of this CBS affihate becomes 1010
on-the-dial.

CFRB's huge advertising
and publicity program shouts the news of
this new^ frequency ... in dailies, weeklies,

guaranteeing
CFRB's new
So it's truer
radio homes

full listener-recognition of
spot -on -the -dial!
than ever — you reach more
on CFRB!

5//// your No. I buy in Canada's No. I market!

'

judi

1010 ON YOUR DIAL

hai

It IS

is no
itiidio
sW
econ-

Representatives:
United States: Adam

J. Young Jr. Incorporated

Canada: All-Canada Radio Facilities Limited
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testant is saying or attempt to paraphrase
what is being said. Most legal authorities are of the opinion that this definition
will not be construed as "consideration,"
within meaning of previous ruhngs on
what is a lottery, by the courts.
There are three elements required
before an> game can be classed a lottery.
There must bt:

Another symbol of the NEW Alaska — a woman's world as we II as a man's — is
this smart, modern women's apparel shop at Anchorage. Whether it's the latest
Dior styled gown, a cake of soap, or a new electric dishwasher, Alaskan women
shop for if today in stores as up-to-date, and as fully stocked with the same
brands and labels, as the stores that serve their "stateside" sisters.

VOICES
NEW
Sold teparotely ... or in combinolion

of

the

ALASKA
at 20 %

discount

iMJSiirja^^^GILBERT
Wm^
JJS©^ID£5^§^iS^(§ (0(2).
A. WELLINGTON, Natl. Adv. Mgr.
A

L Lolhrep, Pr*t

1014 Am»ri<an Building

Alvin O

Bromitvdt. C*n. tAgt

• S«attl« 4, WoUiinglon

5OOO K^;0

1 : prize
2: chance
3: consideration.
The first is present in all giveaway programs. There is also an element of chance
in most of the air games, no matter how
great or how small the skill required to
play the game. Obviously the entire
radio nation can't play a game at the
same time, so the selection of the participants is bound to depend in part on
chance. Reference is made to sponsor's
report on the Program of the Year in the
Fall Facts edition (July) on how Truth or
Consequeyices was able to get around this
participant-selection hurdle.
Since chance can, in most cases, be
proved in the selection of the participants,
element three (consideration) assumes
paramount importance.
To avoid a long drawnout legal battle
on whether just being at home and
answering the phone constitutes consideration, the FCC has added "if the phone
conversation or contents of the letter (or
the substance thereof) are broadcast by
Washington attomejs and a number of
the station."
lawyers
on the staff of the Department of
Justice (off the record) do not believe that
any court will uphold this part of the
FCC definition of "consideration," insofar
as it applies to give-away programs.
This is the crux of the problem legally.
Most other sections of the proposed ruling
do not affect giveaway programs. For
instance, participants must not be required to furnish money or anything else
of value to play a game. They must not

SNOW

BALL IN AUGUST.'

The terrific audience response to KQV's afternoon disc
show, "Request Matinee" just won't stop snow balling!
During the show's first 68 days, listeners sent us 2,479
paid request telegrams. And our audience rating, noon
to 6 P.M., increased approximately 93% in June while
all other Pittsburgh network stations lost audience to
the independent station's baseball broadcasts. Latest
tallies show that "Request Matinee" is now averaging
better than 50 telegrams daily! There are still a few
spots
and
quarter
hours
available,
but wire
pronto.
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PITTSBURGH'S
RADIO

AGGRESSIVE
STATION

Basic Mutual

• Natl. Reps. WEED

Network

A CO.

be required to have the sponsor's product
at hand in order to play. They must not
be required to have been listening to or
viewing the program on which the call is
a part. The answer to the question must
not have been broadcast by the station
prior to the question's being aslced of the
participant.
The last regulation is directed against
stations that have, in order to increase
listening, been broadcasting both the
question and the answer before telephoning to asic the question of the home audience. In this case, the participant is being
"lured" 'nto listening to the station in
order to oI:t.~*n the answer to the question
abc It v'hich sl- ^ nc^ ■ s to be phoned.
SPONSOR

I
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IT'S THE

MAKES

A STATi

T

MONROE.

GREAT!

LOUISIANA

HAS MORE
LISTENERS

The immediate effect of the entire proposal has been to give pause to prospective sponsors of give-away programs. The
secondar> result has been for the program
producers to start eliminating the lotterylike qualities which man> of the shows
have. It has also given NBC a basis on
which to refuse a number of programs
which to its mind are questionable under
the prcposed regulations. It has definitel\ slowed down the amazing growth of
this form of programing, some of which
has little or no entertainment quality, and
practically all of which appeals to the
"something-for-nothing" yen.
Many policy executives at the networks think the give-away program is
morally indefensible. At the same time

in Northeastern Louisiana
Than All Other Stations

they also state that the "craze" would
shortly have been overdone and have
killed itself. Although there is a clause in

Combined!

the National Association of Bro?dcasters'
Standards of Practice which prohibito the

AFFILIATED Wittt

"buying" of audiences, the networks
themselves, in meeting with the NAB,
were not able to define the meaning of

AMERICAN

BROADCAtmNG

REflESENTED ir||[

CO.

(kYLOR-HOWE-SNdWDEN

Now . . .

regulations' objectives were approved, but
the fact that they had to be obtained via a
Uovenimental commission regulation of
program content has caused more than a
modicum of fear. This section of the
broadcast industry is of a mind that the
commission should have, if it felt certain
programs were lotteries, proceeded under
the Communications Acts to bar those

SeWS
Times

More
People!

5000
620

"buy" and thus forced the FCC into proposing its new interpretation of lottery.
Generally the industry has greeted the
FCC ruling with open arms. Even the
NAB, which, to state it conservatively,
dislikes governmental regulations orlgnally, thought that it was in the public
interest. In other quarters the proposed

programs from the air.
"There are ample decisions on the
books of the Federal courts as to what

WATTS

constitutes a lottery," stated a network
lawyer. "There is no need, as I see it, to
redefine a game of chance. There are
even state laws in many of the 48 states
which prohibit lotteries. Why then
should the FCC decide to define arew a

REP. PAUL
114

N.C
H. RAYMER

very, very expensive.
Mystery programs, which constitute at
least a third of evening radio drama,
would seem to be easier to do in TV as
well because of their faster pace. Not so,
say TV producers. Independent producer Charles Granzow, of Wynn Wright
Associates, states: "In our recent Barney
Blake TV whodunit for American Tobacco, we were trying to get the effects of
movies, not radio. I doubt if we would
have had as effective a show if we had had
to make many concessions to radio. Even
though the dialogue was fast, we would
have lost the value of our stage business,
a vital thing in visual mysteries where
clues are often seen and not heard."
TV-man Granzow adds that he recently
spent some time combing through his
library of radio mystery scripts, read 75,
found only two usable for TV.
Music programs, although few in number in radio, would stand a better-thanaverage chance in TV. Serious-music
lovers are used to the absence of constant
visual action in concerts, and will not feel
the lack of it in a simultaneous TV-radio
broadcast. TV's audio carrier (FM)
gives excellent music reproduction, and
music authorities (see Mr. Sponsor
Asks, page 72) have predicted that telecast music programs will build added acceptance for serious music.
Popular music shows are a different
story. There, the comp)etition is Hollywood musical comedies, where musical
numbers are elaborately costumed and
staged. Popular music programs, especially those featuring well-known movie
talent, would have to be done with much
greater staging effects than serious music
to be successful.
With the several straws in the wind
pointing to a widespread use of the simultaneous TV-radio presentation, man>
radio performers and stations have already started individual transitions from
radio to the visual medium. John Reed
King, who has been doing Missus Goes

The giveawa>' spiral has been slowed
down
by the publicity given the FCC proottcry?"
posals. Future games on the air will have
to be more fun and less chance. * ♦ ♦

A'Shofipin' in radio for some time, now
does a TV version (not simultaneously) as

TV-AM

well. Sportscaster "Red " Barber (until
his illness) has been making a mid-game

PROGRAMS

(hntinued from patie 37)

DURHAM,

stances, would get satisfactory listening
out of it. ' As another possibility, Qoley
adds that the use of film, plus skillful
editing, might keep a steady-enough flow
of words to satisfy soap opera audiences
in the two air mediums. But, it would be

fence and write successfully for both at
the same time. I doubt that the average
ladio listener, under the best circum-

transition from WHN's radio mikes,
where he calls the turn on the Dodgers in
rapid-fire manner, to a relaxed three
inning commentary for the mikes and
(Please turn to page 116)
SPONSOR

GOUCHMAN
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Mr.
Campbell
RadioMartin
Station
WFAA

Dallas, Texas

C

11"^"^,,.^ a^^^^c.^s

^^^^^^ 3^2, 191^8

Dear Mr. Campbell:
As you know, for the past three
years, our client, the Armstrong Packing Company,
has sponsored the 15-minute comedy program, "Hackberry
Hotel," - broadcast Monday through Fridays over station
WFAA -570, 12:30 - 12:^5 P.M., and locally created and
produced by your staff.
We are more than unhappy that a change
in policy by our client makes it necessary to drop
this program. We think, there is no better program of
its type on anybody's air, than Hackberry Hotel. It is
just plain amazing what chuckles, and what suspense, two
characters can keep in this compact little show. That it
drew 23,585 requests for "Little Willie's
all the proof you would need.

Joke Book" is

We always hoped this show would wind up
on a network; but changes in our client's distribution
patterns have always stood in our way. And we have shed
salt tears not to have another client ready to take the
show over. Someone is missing a whale of a bet.
ialiy yours.

C 0 U C H M iOi N
Advertising Agency

pm i^tp

•■e*

4

'"'<"-
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Y

?^0'.QH^
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Rodi
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.
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monitor screen of WCBS-TV.
the game for WHN.

In OMAHA and
Council Bluffs

He finishes

On the West Qiast, Don Lee's aggressive-minded KTSL has scanned Heart's
Desire, Queen for a Day, What's the Name
of That Song?, It's a Living, and Leave It
to the Girls. On this last, such Hollywood names as Constance Bennett,
Binnie Barnes, Sylvia Sidney, George
Brent, and Turhan Bey have been getting
their baptism of fire under the scanning
eye of studio orthicon TV cameras.

^f^t^
THROUGH
MEDIA

EFFECTIVE
TIE.UPS

•
, cor Cards

BASIC ABC -5000 WATTS
Represented by

IDWARD PETRY CO., INC

^

^WMR

This fall will see Bristol-Myers' Break
the Bank go before the TV cameras as well
as the radio mikes of ABC. It is the
feeling of both advertiser and agency,
after looking at several video packages,
that their best chance of establishing both
a time franchise and a sizable audience in
TV is with their jackpot-quiz radio
show. TV brass at ABC have been sounding the advantages of the simultaneous
show for some time now, and other ABC
advertisers are expected to make the

Newark

News -WNJR

correspondent-com entator, ismaking radio history with his
broadcasts from Milan, Rome,
Tfl Aviv and Cairo for WNJR.
NOW

AVAILABLE

Sunday 6:45 PMWednesday 7:45 PM
1430
Kc.
5000
Watts

IITII
ll

the

1 n

ll J

11

radio

91-93

Holfey

Street

New

Jersey

Newark,

station

of

the

Nnuark N^iua
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EFFECT
USE

RECORDS

• All 10-inch D»ubl»-faca, Lalvrol
Cut, 71 R.P.M.
• Recorded from life en Film,
then Waxed
• Quick-Cued

Wherever

Advon-

logeeut en any Phenegraph
' Playable
er Turntable

[CATAIOGUE
^DISTRIBUTED

TODAr
Bf ThomOS

VALENTINO,

J.

Inc.

1600 BROADWAY
NEW DEPT.
YORK, S.5N. Y,
CANADIAN
DISTRIBUTOR
Instontaneoui
Recording Service

transition to ABC's growing TV network
in the near future. ABC, like Mutual,
has no extensive backlog of well-established TV shows to peddle. The simultaneous show solves both a programing
and sales problem for the network.

56-SI Wellington SI, E
Toronto, Ont., Can.

The list of advertisers as well as performers desirous of making the change to
TV is growing. When video begins to
develop even greater audiences they feel
that they want to be ready. The simultaneous TV-radio show, when the radio
show is adaptable for television, is one of
the quickest, and least expensive ways of
bridging the gap. It is also a fine way of
holding down the time franchise in TV
that the sponsor has in radio.

Hetherington
...from Berlin
w" m. G. Hetherington, the

MAJOR
SOUND

* * *

MR. and MRS. SHOWS
(Continued from page 92)
So magnetic, in fact, is the Mr. & Mrs.
attraction when properly produced that
last September one of the rock-ribbed
landmarks of programing since 1926,
WOR's McCxmn Pure Food Hour, which
probabi) did more than any other single
factor to revolutionize the cooking and
eating habits of metropolitan New York,
went Mr. & Mrs.
Since WMCA, New York, adapted a
version of the famil\ treatment in December. 1946, to a disk jockey show featuring
Andre Baruch and Bea Wain (Mrs.
Baruch) as Mr. and Mrs. Music, numerous morning disk shows have followed
suit. The WBMD, Baltimore, wake-up
show (6 9 a.m.") is conducted bv Merr\

Nearly half Minnesota's retail sales are
concentrated in the Metropoliton Minne-

WMIN
it. Get

apolis-Saint Paul area. And thot's where
shines. But don't take our word for
yourself in your toughest frame of

mind; then, ask any Forjoe man

to prove

that WMIN does sell Minnesota's better
half at lowest cost. And ask about highpower

ST.

FM

no-cost "plus" coverage.

PAUl

• MINNEAPOLIS

SPONSOR

the favorite
of more listeners
titan any otiier
Boston station!
WHDH

is

the

Listeners than

WHDH

is

the

Listeners than

WHDH

Favorite
Network

Favorite

of

More

Boston

More

Boston

Station A!*

Station

Netv/ork Station

of
B!*

is the Favorite Station of More

Listeners than Network
D, and

Station

Station C, Network

Boston
Station

all other stations combined!*

If you are placing your advertising dollars in Boston and New
England, "ihe favorite" is available at the lowest cost per thousand
(Compare rates in SRDS).
*Special survey made by The Pulse, Inc.

CP 50,000
watts

BOSTON
Represented nationally by John Blair & Company
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and Bill Reynolds. Numerous

TIME . TUHES - NEWS - WEATHER

Monday

CLOCK

thru Friday 7:15—9:00

Logically enough, even a form of Mr. &
Mrs. that is a variation of the formula

//

pays dividends when carefully produced.
WTAG, Worcester, Mass., without a
bonafide husband and wife team, devel-

A. M.

oped Julie 'n' Johnny with writer-producer Julie Chase and announcer-actor
Johnny Dowell in the Mr. & Mrs. roles.
In addition to the typical conversational
gimmick, the hour show (8:15, Monday
through Friday) has a rotating schedule
of standing features. Mondays, for example, is travel day. In the summer,
actual places for vacations or week-ends
are plotted and described. Shell Oil cooperates with complete travel information. Supplementing the rotating features are regular daily features, all tied
together through the Julie and Johnny

PARTICIPATIONS AVAILABLE

CHATTANOOGA
Affiliated
'NBC

with

National Representatives

HEADLEY-REED

CO.

IN THE
"WfREHCl

QUAD

\Z^^Cce4DAVENPORT
I SLAND

MOLINE
MEMPHIS

EAST
MOLINE
The 40th
Retail
Market

A M

BASIC

5,000W..1420Kc.

F M

■'^ Kw., 103.7 Mc

— y.
IV

Q.9. 22.9 Kw, vij.
uolondoural.
Chonnel 5

NBC

DAVENPORT,
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10,000
W
Day
SOOO
W Night

Time
Time

'""C'OdSIHlDV

Affiliate
IOWA

National Repret«nlativ«t
Fre» & Pclsrt, Inc.

participation.
Tex McCrary's technique in explaining
the meaning of the news to Jinx is duplicated in a radically different format on
KXOL, Fort Worth, Texas, as Joe Wills,
news specialist, explains what's behind the
headlines to Paige Thompson, the "Mrs."
of KXOL's Mr. and Mrs. EiUertaimnent.
This 9-10 a.m. session serves up hillbilly
music with Joe and Paige discussing

FIRST

ROCK

give away the secret of the Reynolds'
popularity by asking, "Are you really
married? You seem to have such a good
time!" They've both had stage experience.

ON

"MUSICAL

letters

MPRfSCNTCO

TAYLOR

•

Sr

Jiadio SaleJ

what's going on in Fort Worth, what to
do, where to go, and so forth. Even dogs
(one is given away each day) and advice
to the lovelorn find a place in this format.
But their eighteen current sponsors
wouldn't have it different.
WJJL, Niagara Falls, is tr\ing an innovation with Budd (Stoopnagle and Budd)
Hulick writing script in a Mr. & Mrs.
disk jockey format for himself and his
wife, which features interviews with
hone\mooners visiting Niagara Falls.
This 10 a.m.- 12 noon period is building a
following, with more advertisers coming
into the fold.
Each variation from the basic t>'pe of
the Mr. & Mrs. breakfast program introduces new effects while retaining something of the original Mr. & Mrs. appeal.
Each individual program, as a blend of
the personalities of its stars and other
program elements, will attract its own
audience. But unquestionably the fundamental Mr. & Mrs. formula stands as one
of the hottest routines in radio for building and selling an audience. The couples
on the air do a great job but there's still
plenty to be learned on how to make
Mr. and Mrs. alwa\s sure-fire. ♦ « »
SPONSOR

in Cincinnati^

ONE

station

-can da- it

In 1922, Jonn and Ferd Hengehold opened a tiny tire anc
battery shop on historic MoKawk

Place in Cincinnati, a

semi-suburban location far from tne city s heavy shopping
traffic. Over the years, tbeir store became known as the
MoKawk
demanded

Furniture and Appliance Mart. Their new lines
more traffic than the location would normally

produce. In 1937, they inaugurated a modest 15-minute
Sunday afternoon

show,

"CANAL

DAYS"

over WSAI.

Since then, they have used no
otner meaium . . . no other
radio station . . . no other
program. Now a half hour, this
show began its 12th YEAR in
March.
Today, the Mohawk
store draws patronage from all
of the city s sprawling trading
zone . . . has 10,000 square feet
of selling space . . . inventories
1400 items. IN CINCINNATI, ONE STATION

CANDOIT.ififsWSAIl
A

MARSHALL

FIELD

STATION

REPRESENTED

UlSfll
^..,^.....

.^

C I N C I N N AT
BY

AVERY-KNODEL
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is legalized, but these' arc the exceptions,
not the rule. The something-for-nothing
philosophy is not American. Give-away
programs definitely appeal to, and nurture, a take-it-easy type of thinking.
There is scarcely a limit to what we could
give away on the air. Only recently a
program was suggested to us in which
$1,000,000 in cash would be placed in a
safe, and clues to the combination broadcast. That will give you some idea of how
far the give-away trend could go. I don't
think that give-away programs are in the
public interest, and broadcast stations are
licensed to operate in the public interest
There is every reason to believe that

SPEAKS
Morals and Business

give-away programs will run their course
ofonly."
popularity and that they will continue
despite any rulings of the FCC, no matter
how stringent. It is sponsor's opinion
that they should be judged both on moral
and entertainment grounds. If they
"buy" audiences, they should
Just as bakers and dairies
premiums win new customers
them to the next firm that

be shunned.
have found,
only to lose
offers bigger

A significant number of executives of
stations and networks feel that give-away
programs are not good radio. Some feel
and better premiums, so will a "bought"
that they are morally indefensible — that audience shift to the next higher bidder.
the giving of huge sums of money or goods It just isn't profitable business.
The legal aspect of give-away programs
for answering a phone call, if long continued, must weaken the moral fiber of the is not a great problem. Every hurdle thus
nation. They scoff at the element of far proposed can be overcome. The legal
"skill" required on most of the big give- departments of advertisers are well
away programs as mere legal gestures. equipped to weigh programs in the light of
The "skill," they claim, is added simply existing laws and proposed regulations.
to avoid Federal laws which prohibit Program producers can and will make the
lotteries.
shows just as interesting under new regulations as they do without them. The
One network executive states, "Unlike
many other countries of the world, na- sponsorship of give-away programs must
tional policy in the United States is op- be decided on business and moral bases.
. . . which, after all is the way broadcast
posed to gambling. There are states like
Nevada where open gambling is permitted advertising should be bought and judged
and New York where racetrack wagering at all times.

The Spot Fog
A

sizable number

of entrants in

sponsor's new-name-for-spot competition
are suggesting names which indicate that
to them spot broadcasting covers announcement advertising only. These
entries do not come from sponsors and
agencies alone, but in a number of cases
from station managers and other executives in the business.
This widespread misconception of the
meaning of spwt is what prompted
sponsor's contest. The use of spot advertising has increased more than any form
of broadcast advertising during the past
ten years, despite the lack of understanding of what spot really encompasses.
From an advertising point of view, spot
delivers everything a network does and
spot announcements besides. It delivers
it market by market rather than on a
nationwide or regional basis.
Spot is a good name. If it hadn't
grown to mean different things to different
people — or, more importantly, to convey
only a fragment of its meaning to most
people — it could have continued to serve
broadcast advertising. The new name
which the advertising industry will select
will not onl>' win its deviser a hundred ~?
dollars but should make life and profits ^j
easier for all involved in the business of
radio.
Sponsor at this tirne wants to thank all
the segments of the advertising field, as
well as the individuals, who are cooperating in the selection of the new name. Advertisers, agency executives, and broadcasters are all working together as a team
to select and publicize the new name for
spot broadcasting.

Applause
RADIO BEGINS TO TELL ITS STORY
The all-industry promotion plans for the broadcasting industry are developing rapidl>'. More and more stations are
contributing their bit to the cost of making the campaign
effective.' The National Association of Radio Station Representatives' presentation on spot broadcasting will be read>'
in September and will start making the sponsor and
agency rounds at that time. NBC's motion picture film on
radio will be released this fall for showing throughout the
nation. (Completed print will be delivered by 1 September.)
These are just three indications that broadcasting has at
last started telling its story to sponsor management and to the
180

public. It's a big stor> and one that has been taken for
granted by the radio industry for too long. With over 909f of
the homes in the U. S. radio-equipped and the multiple-set
home the rule rather than the exception, it would be eas\ for
broadcasters to sit back and do nothing. TV, storecasting,
transitradio, FM, and FAX plus a number of great national
advertisers cutting their radio budgets, so as not to have all
their advertising in an\ one medium, have contributed to less
sluggish promotion thinking. The media battle is going to
be a great one this 1948- 1949 season, and broadcasting is not
going to lose it b>- default.
SPONSOR
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the

appointment

TRACY

of

MOORE
OS

west

coast

representative
A veteran West Coast radio station representative, Tracy Moore
is thoroughly familiar with the facilities and operation of the
Crosley Broadcasting Corporation, having served as representative
of The Nation's Station on the West Coast during 194S and 1946.

TRACY MOORE
6381

Hollywood

Blvd., Hollywood

Telephone

Hollywood

28, California
5408

wiw )
WINS
NEW

YORK
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NATION'S

STATION

C IN C IN N A T

OYER 100,000
REQUESTS...
that's the mail

record

to date . . . requests for
Dudley's

Jimmy

Base-

ball Scoring and Reference Book, Proof
WJW

that

listeners not only

hear but respond.

BILL

BASK

ABC Network
REPRESENTED

O

NEIL,

Preside.H

CLEVELAND
IIATIONALLY

BY

HEADLEY-REED

850 KC
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Watts
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Farm reporter gels latest prices from shipper — p. 27
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M'AGA-CBS
lit
In a blaze of glory, WAGA

eniprpep from an era

of independent operation. In nine short
months this promotion-minded Georgia station
catapuhed to a top-most place among the
Nation's independent stations.
Just to do it up right. \\ AG.\ took over first
place in Atlanta mornings and second
place afternoons.*
Now, to all this know-how comes Columhia
Broadcasting System (where 99.000,000 people
gather weekly) .
Listeners and time-buyer-, alike, are saying,
"\^ hat a comhination !" For availabilities call voiir
local KATZ .\GENCY representative.

^*Il?f^^**-\

\ntmnal Rrprrsrntatnes-IH^

f TV la ra T

'

KATZ

AGENCY.

INC.

^TS. . .SPONSOR
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NETWORK BUSINESS
CONTINUES SAME
AS 1947-48

Despite curtailment of schedules of many net advertisers total commercial time on webs by midseason will be about same as 1947-48.
New advertisers and return of some not active last year have filled
holes left by cuts.
-SR-

STATION REP
RANKS EXPAND

Total number of station representatives is being expanded by entrance into business of transit advertising (car cards) national
reps. Car card reps of FM stations which serve transitradio, are
handling radio business for them and considering representing regular broadcast advertising outlets also. Newest of regular station
reps is Harry S. Goodman, program and Hranscription producer, who
now heads Radio Representatives Inc.
-SR-

^ P 27 134
PRICE MENTIONS
Canadian broadcast advertising regulations forbidding price ^mentions
8
VIA RADIO OKAYED on air were relaxed s
tarting 1 will
September
periodof onprice
^(^£"| w rr>
gulations
resultforin test
increase
FOR CANADIAN TEST months. Change in regu
mentions on U. S. network programs heard in Canada.
-SRRESEARCHERS FAIL
TO ADOPT CODE

Although. need for code governing research practices was recognized, "'
American Association of Public Opinion Research declined to adopt
self-regulatory standards of professional conduct at its annual meet
week of 13 September. Better Business Bureau was asked to help
fight use of research-type questions to open doors in door-to-door
selling. Elmo Wilson, ex-CBS, is new president of AAPOR, to which
leading survey firms belong.
-SR-

APARTMENT HOUSE
TV ANTENNA
PROBLEM SOLVED

Problem of apartment house television antennas has been solved for
new and old buildings via well-tested master-antenna system developed by Amy, Aceves & King. Queens (N. Y.) housing project of New
York Life Insurance Company is first to have system built into every
apartment. TV set owners plug receivers into built-in wall outlet.
-SR-

WHITEHALL USING
FIVE-MINUTE SHOW
TO CUT AD COSTS

Starting 18 October Whitehall Pharraacal, through Dancer-FitzgeraldSample, will use 5-minute national spot program in place of announcements . Campaign set for 52 weeks in over 50 major markets for
Anacin, Bisodol, and Heet and will carry commercials for 2 products

SPONSOR, Vol. 2, No. f2. October 19i8. Published monlhly by Sponsor Publications Inc. Pablicalion offices: 5800 .V. Marvine St.,, Philadelphia H, Pa. Adterlising. Editorial, and Circulation offices, 40 W. 52 St., New York iV. N. Y. Acceptance under the ad of June 5, i93i at Philadelphia. Pennsylvania, authorized December 2. 19U7.
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per broadcast. Costs per product ad are figured 1/3 lower via programs than one-minute commercials.
-SRNETWORK ELECTION
RETURNS SPONSORED

No longer concerned due to changed complexion of Commission that FCC
might frown on sponsorship of major public service programing, nets
went all out this year to sell election-night news coverage. MBS
was first to sign underwriter (Curtis Publishing) and CBS followed
shortly (Nash Motors). NBC expected to have sponsor or sponsors
signed as you read this, and Kaiser-Frazer is possibility for ABC.
-SR-

SPONSORS GET
CITY-BY-CITY
HOOPERATINGS

Hooper's latest service breaks down national program ratings and
indicates listening town-by-town on each net. Initial report covering winter-spring (December-April) '47- '48 covers 68 cities. Fall
'48 report will include over 90 cities. Via this service sponsors
will be able to find holes in their broadcast advertising coverage.
-SR-

WMPS REPORTER
OPENS EXCLUSIVE
SPORTS TO RADIO
NEWSMEN

Matty Brescia (WMPS, Memphis) brought to head barring of broadcast
reporters from sports events exclusively contracted for on-the-spot
coverage by net or station. Brescia appealed ruling of U. S. Golf
Association executive secretary Joe Dey that since NBC had exclusive
on National Amateur Golf Tourney, reporters from other nets and nonnet stations could not have access to Memphis Country Club where
matches were held. NAB public relations chief Bob Richards and Syd
Eiges, NBC vp in charge of press and public relations, cleared up
situation and radio pressmen were extended full reportorial status.
-SR-

CBS' TWO OWNED
PROGRAMS

CBS purchase of "Amos 'n Andy" for reported $2,000,000 is network's
second big money excursion into program ownership field. First pur-

t

chase was Housewives' Protective League. Network, to all intents
and purposes, also owns Art Godfrey but in his case ownership is in
form of long-term contract rather than "eternity" deal. Like purchases are said to be in plans of CBS Chairman of Board Bill Paley.
-SRBIG DRAMA
INCREASE THIS
FALL

Dramatic programs will occupy far more airtime this fall than during
past few years. Prudential's shift from music to drama. Electric
Companies' sponsorship of Helen Hayes (both on CBS), and La Rosa's
sponsorship of "Hollywood Theatre of Stars" on national spot basis
(WOR, N. Y. , WCAU, Philadelphia. WBZ. Boston, etc.) are straws in
wind .
SPONSOR
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417
STA. "C"

401

STA. "D"

231
STA. "E"

98

STA, "r

one/ up to 12 times as many!

By trustworthy measurement*, the impressive
fact has been estahhshed that \\ KY dehvers 2.4
times as many listeners per dollar during an average
afternoon quarter-hour as its nearest competitor;
nearly three times as many as the third station;
and 12 times as many as the sixth.
And at the same time. \\ KY delivers four, eight
and 36 times the total number of listeners!

^^■^

Morning, afternoon, or night, the story is
relatively the same. Vi'KY. with more listeners —
and more listeners per dollar, is the best buy in
Oklahoma City.
M94S LISTENER DIARY STUDY, conducted by Audience Surveys, Inc., provides detailed, reliable data by quarter-hours
on sels-in-use, station ratings, audience flow and audience
composition in the 41 Oklahoma counties in which WKY has
50%-or-more BMB coverage day and night. Complete information is available from either WKY or Katz Agency representatives

You can control the cost of your radio advertising in Oklahoma, or anywhere, by your choice of
stations. WKY reaches more listeners in central
and western Oklahoma at lower unit cost than any
other station. ^ KY. day or night, is your best buy.

BEST BUY- WKY
The

Oklahoma

KVOR,

OCTOBER

1948

Colorado

Publishing Company:
Springs —

The Daily Oklahoman

KLZ, Denver

—

OKLAHOMA

Oklahoma

(Affiliated Management)

—

City Times —

Represented

CITY

The Farmer-Stockman

by The Katz Agency. Inc.
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52nd

TV LISTENER FIGURES
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1

REPORTS

40 WEST 52ND
MR. SPONSOR.
ON
NEW

J. P. SPANG,

10

4

We've noticed a discrepancy in audience ascribed to television set installations.

14
17

How many people do you say view a
private home set?
How many viewers to a tavern or
restaurant installation?

JR.

THE HILL
AND

RENEW

P.S.
5.30 A.M. ON

THE FARM

SPOLOG

BLANKETS

BOSTON

BANK

JUDGES

30

OMAHA

I'd appreciate any enlightenment you
can give us — we all would here.
Ann White
WBZ, Boston

BUYS TV FILM

WEIGH

ACCOUNT

20
35
27

32

1931 SPOT ENTRIES

EXECUTIVES'

INTERNATIONAL

36

LAMENT

BROADCASTING

MUSIC LIBRARIES

38
40

^ Viewers Jo TV home sets average 5.2 during
tile first year of station operation in a city, 4.5
during the second year, and 4.3 thereafter.
'I'avern and lestaurant viewers average 28.
'I'liese figures are derived from a combination of
sources — II<K)per, Pulse, Gallup, etc.

42

TV RATE CARDS
HOW

TO TEST A COMMERCIAL

GIVE-AWAY

48
44

QUANDARY

SPOT TRENDS
AND

CONTESTS

an article called "Radio Begins to Tell Its

102

COMPARAGRAPH

PLANS

BROADCAST
SPONSOR

78
68

91
100

OFFERS

LISTENS IN

4-NETWORK

I thought
it a real coincidence that the
Selling
Radio."
September issue of sponsor should carry
Murray Carpenter
President WPOR
Portland, Me.

UNSIGNED

AND

PETRILLO

Is the Time to Start

58

ASKS

TV RESULTS

RADOX

On September 2nd I sent you a copy of

52

MR. SPONSOR

SIGNED

COINCIDENCE

my leaflet, "Now

TV TRENDS

BAN

LIFTING

107
112
116

Story."

^There's an additional coincidence. Mr. ('arpentcr. Your hard-hitting campaign urging
the industry to go all-out on the promotion of
broadcast advertising is right in tune with
SPONSOR's-year old plea on the same subject.

MERCHANDISING
126

SPEAKS

126

APPLAUSE

Fall is
Rich and
Green

TV RESULTS

Permission is requested to reprint extracts from your "TV Results" as printed
on pages 30 and 31, in your July 1948
issue of SPONSOR. Credit will be given to
your publication and date of issue.
Roger Courtland
TV Director
Seberhagen Advertising
Philadelphia

...in Dollar Rich
Pittsburgh
Leaves turn brown and the
ground loses its summer green
carpet. Corn stalks curl and
grow dry in the crisp fall air . . .
BL'T Pittsburgh will remain a
rich, green market for sponsors
who advertise on W'VVSW, the
favorite station of sports-loving
Pittsburgh listeners.
During the summer. Pirate bateball — plus top-notch programming of nev/s, music and special
events — earned record-breaking
Hooper ratings for WWSW. Sunday afternoons — all afternoon —
in July the Hooper high was 59.3,
meaning more than half the entire listening audience was tuned
to WWSW.
Ratings for other
periods were equally Impressive.
Now that fall is here, Steeler
Football and Hornet Hockey
promises to draw another powerful audience to Pittsburgh's outstanding sports station.

Ihat's why it pays to use
WWSW*— on the air 24 hours
a day through every season.
dcli\ering more listeners per
dollar . . . more sales per listener !

► Permission has been granted to Seberhagen
as well as a number of other advertising agencies
to reprint SPONSOR'S
Pul)li8lic<i monthly by SPONSOR PUBLICATIONS INC. Executive
Editonal, and Advert Lsing Offices: 40 West 62 Street, New
York 19, N. Y. Telrphonc: I'laza 3-6216. Chicago Office: 360 N.
Mirhiran Ave.. Telephone Financial 1556. Publication Offices5800 North Marvine Street, Philadelphia 41 Pa. Subseriplionn: United Slates 15 a year; Canada $5.50. Sincle copies 50c.
Pnnt«] in U. S. A. Copyright 1948 SPONSOR PUBLICATIONS INC
President
Treasurer:
Asuociatc
Direrlnr:
J. H
CI,
k (

and Publisher: Norman R. Glenn. SecretaryElaine Coupcr Glenn. Editor: Joseph M. Koehler.
Editors: Frank Bannister, Charles Sinclair. Art
Howard
Wech=l<>r.
Advertising
Director: Lester
"

'

.■miii.>. iii.ji;.

''

■
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i-cnt:
Rotiert H
Side;
.\nBeles)DuncanA.Seo(t
Duncan A. Scott i Co.,

I irrui:iiiori .M:iriaKer: Milton Kaye.

COVER Pim'RE:
infonnation
in an age
wher« ■trawberry eropn Market
arc flown to retailers,is i\-ital
KVOO covere<l
the flight of th# firnt crate of this season.

MOGUL

'V\ Results section.

STORY

Some time ago you ran an article about
the Mogul Agency and their work for
National Sh(;es, Barnex's Clothes, etc.
We would like to have a copy of this
article.
M. Evans R>ichmond
M. Evans Richmond Advertising Agency
Philadelphia
► Ihe article was published in SPONSOR of
February 194S. .\n index of the past 18 months
of SPONSOR is available upon request.

PITTSBURGH'S

Major Independent
WWSW, Inc.
Sheraton
Hotel, Pittsburgh, Pa.
*A
5k Forjoe
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FACTS
Mid-America

Farming is "big business" in Mid-America

and because

it is, Mid-America's farmers have to keep up-to-the-minute on new farm methods and latest market reports. That's
why so many of Mid-America's farmers rely on KCMO's
farm service programs. To sell your product to MidAmerica's wheot-and -corn -rich farmers, center your
g:^.
selling on KCMO.
WATTS

DAYTIME-Non-D;rec//on

10,000 WATTS NIGHT-SJOkc.
National

Representative:

JOHN

E. PEARSON

COMPANY

Ma nagement
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a\
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Sjt^

Power.

OneVoesIt-inM<l-heHc

Population: 5,435,091
Area: 213 counties inside measured ^h millivolt area.
Mail response from 466 counties (shaded
on mop) in
six states and 22 other states not tobulated.
Population
Distribution:
small towns, 52%.

ONE
ONE

Farm,

48%;

City,

suburban,

and

Farms: 422,380
Net Farm

Income: $1,747,147,000*

Average

Mid-America

Average

US Net Form

Net Farm

Income: S4139'

KCMO
and

* Net after business expenses — personal taxes
not included. Statistics front 1947 Sales

STATISTICIANS

Re: . hA\ 6- America

is truly a farming center. And — Mid-Amer-

ica's farmers had an average nei income of $4139 in 1947
. . . over $1000 higher than the national farm average.

50,000

FOR

Income: $3084"

KCFM... 94.9

KANSAS
Bos/c k^Q

station
• ONE
set
of
rate
card •ONE
spot

CITY,

Megacycles
MISSOURI

for Mid-America

call
letters
on
the
dial
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MR. & MRS.

We never did come through with aii
opinion on the original "Mr. & Mis."
type show, did we?
I had very favorable reaction, but
thought I would check with Julie, my
wife (the Julie of "Julie'n' Johnny") and
she was pleased as punch. Partly because
the story recognized many of the fine
points that went into the making of a

Old DO"" ^

show like her's. Sales points and bits of
smart programing.
Also, since this was a distillate of many
many shows of the type, she found the
material of deep interest in comparing her
show with what is being successful in
other parts of the country.
If we could sum the story up in a short

uiRnL-Fm

phrase, I'd say "it was authoritative."
No froth, no frills, no unfounded editorial
opinion from an ivory tower. It seemed
like hard goods.

50,000 watts of power. ..day and

night... to bring the listeners in the
heart of Virginia new

While I'm on your ear, that was a nice
squib about the Julie' n' Johnny show
and WTAG
in the latest issue.
Andrew C. Fuller
WTAG
Publicity'
Promotioti Director

thrills in

radio entertainment through Frequency Modulation. Static - free,

Worcester, Mass.

crystal - clear reception for them
better reception by them

On looking through the September issue
of SPONSOR we were delighted with your
treatment of the Mr. and Mrs. Shows.

for your products. Results for you:

We were especially interested in the com-

more

ment you made on "Dorothy & Dick" and
one of their sponsors, Colonial House
Candy Stores, whom we number among
our clients. Sheldon F. Berlow
Account Executive
A. W. Lewin, Newark

means

and greater sales in the

South's great, rich, depressionproof industrial and tobaccoland.
Simultaneous programing
on WRNL and WRNL- FM
means increased coverage
at no extra cost !

MUST

uiRnL-Fdi
102.1

megacycles

EDWARD
PETRY
& CO.. INC..
NATIONAL
REPRESENTATIVES

RICHMOND,

READING

We believe your publication sponsor is
the "mcst-read" of an\' magazine by our
Commercial Department. Rather than
have our executives tear their hair, go
around with accusing looks for the other
executives, and generally get in a bad
humor when sponsor arrives and cannot
be found, we are asking you to kindly
send us three 1-year subscriptions, two to
home addresses, the other to our Manager
at the studio.
Sheila Hassell
Publicity Director

VA.

CKNW
New Westyninster, B. C.
^ Wo publish this as a ftentle hint to station
men happy.ftencrally on how to keep your salesiniinaftcrs

SPONSOR

PACIFIC NORTHWEST
P O BOX

1956

BUTTE. MONTANA
THE WALKER
330
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SYMONS
SPOKANE.
CO— 551
HENNEPEN

BUILDING
WASHINGTON
FIFTH

AVENUE.

AVENUE.

ORPHEUM

BUILDING

PORTLAND.
NEW

YORK

MINNEAPOLIS,

BROADCASTERS
6381

OREGON
CITY— 360

HOLLYWOOD

HOLLYWOOD.

NORTH

MINNESOTA— 15 WEST

MICHIGAN
lOTH

BOULEVARD

CALIFORNIA
AVENUE.

STREET.

CHICAGO.

KANSAb

SMITH

TOWER

SEATTLE. WASHINGTON

CITY.

ILLINOIS
MISSOURI

"TOAST

OF THE TOWN,"

only three months old, has the

largest audience in al[ television today, with an average
quarter-hour rating of 35 and a high of 37.

CBS-TV

NEWS

has the largest audience for any regular

news program in television, and the largest audience in its
time-period, with a rating of 12.4.

"TO

THE

QUEEN'S

TASTE"

has the largest audience of

any cooking show in television, and the largest audience
in its time-period, with a rating of 15.5.

"PLACES,

PLEASE!"

has the largest audience for any

"strip" variety show in television, and the largest audience
in its time-period, with a rating of 14.6.

"FACE

THE MUSIC"

now has the second largest audience

in its time-period, with a rating of 1 1.0 (a 25% gain over
its July rating).

IN AUDIENCE

One fact emerges as Television continues to gain momentum:

CBS-TV is pulling ahead of the entire field in audience preference.
Tiiis leadership is evidenced not only by the biggest-audience show
in all Television today (it's on cbs-tv). . .not only by the biggest News
show in Television (it's on cbs-tv). . .not only by the best "cooking"
show in Television (it's also on cbs-tv). . .but by programs of many
other types as well, as you can see from the audience figures* on the
opposite page.
The consistent audience-winning power of the cbs-tv schedule is
measured by the fact that:
WCBS-TV leads all other New York Television stations in size
of audience, seven days a week, in the average quarter-hour
between 8 and 11 p.m.— 27% ahead of the second station!
CBS' skill and zest in programming ... long-acknowledged "tops" in
Radio... is now setting the pace in Television too, to the satisfaction
of audience and advertisers and critics alike.
*Latest Pulse rating report (August, 1948)

CBS-TV

— first in audiencel

Mr. Sponsor

Jo H NT jyi I LTOJ<T

You'd think John Mdton had us in mind
when he wrote "such sweet compulsion
doth in music lie." For in their constant
programming of the music people love
is the sweet compulsion that keeps more
than half a million New York families
prettv constantly tuned to WQXR and
WQXR-FM. No other station reaches

Gillette Safefy Raior Co., Boston, Mass.

Gillette's Joe Spang is a vigorous, sportS'loving Harvard man in his
fifties. Most firms have a favorite public relations routine which starts:
"The office door to our company president is never closed . . ." Spang
goes the trite old aphorism one better. There is no door to his modest
Boston office, and for 50 weeks a year (Spang shoots Maryland ducks the
other two) a steady stream of Gillette (and now Toni) key executives
passes in and out, without formality. As a result, very little happens at
Gillette about which Spang doesn't know. And his closeness to the firm's
advertising and sales efforts has paid off.

they love good music and can afford
them . . . advertisers find them a most

When Spang arrived at Gillette for an executive vp's job in Jul)', 1938,
leaving a job as sales vice president at Swift & Co., Gillette sales were
sagging. Total 1937 operating income for Gillette had been about
$5,000,000, down sharply from the 1927 level of $17,000,000. Competition was cutting in. Before the end of 1938 Spang, now the firm's president, began to reorganize selling, particularly in broadcast advertising.
Gillette's first show, Gillette Blades (Oct.-Dec. 1929, NBC-Blue), had
been followed by an unproductive series of musical and variety shows.

inviting segment of this biggest and

Spang switched Gillette's radio programing to masculine-appeal sports,
both network and spot. Heavy promotion of sports broadcast advertising

them so compellingly. And because they
are families that love good things as

richest of all markets. Can we help you
to something sweet in the way of more
Sales compulsion?

KADIO STATIONS

OF THE

NEW YORK

was directed at Gillette's 4,500 jobbers and thousands of dealers. Sales
showed this w?s the correct approach. Last year Gillette's operating income was $21,346,091 ; net sales $59,559,985.
f Already the country's leading manufacturer of men s shaving equipment, Gillette made a full-scale invasion of the women's beauty preparation field in January of this year when Spang master-minded a $20,000,000
purchase of the fast-growing Toni Compan\-. Their Toni subsidiary's
home permanent waves have continued to be merchandised apart from
the other Gillette products. Toni spends some $6,000,000 a year for
advertising (through Foote, Cone & Belding), some 70% going for radio
with four shows on three networks. Gillette (agency — Maxon) spends
$4,000,000, about half of which goes into sports (World Series, boxing,
Bowl football, etc.) in radio and TV. Spang keeps an eye on the whole
works, often attends the sports broadcasts, listens to the others at home.
One of the earliest major TV advertisers, Spang feels that the ad-dollars
he puts into the visual medium is money well spent.

AND WQXR-FM
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J. P. Spang. President,
Jr.*

TIMES

•Presenting Joe

I-oiiis with a Gillette ran'r
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HEW FIELDS TO CONQUER
'
feller am t "« ^•^^"^'^.^.,r "f
here
This
tor
(KSJ^
Jessy Boone
Samual
Kennishaw
pros. . And he's the best gol dang
short)
don t
pector >n all these parts. Now, .f n you
figgers, Mark.ten
Llieve that just check these
fine.
mighty
they're
folks say
best and talks to
The folks that KSJB knows
v.ttles. Fer
ever' day spend $180,369,600 for
lay down
they
like
the
and
medicine tooth paste
down
even
money,
a
lot
a
$22 223,100 . . 'thats
the stutt.
in Washington where they prmt
in g^ttin your fair
Now, .fn youre interested
s put KSJB on
gun
d.g
t
rtan
share of these impo

get a whale of a lot
your schedule now. You'll pick
and shovel work
of folks ears and a heap of
fer your money.

Fer availabilities and
success stories you
Hollingberry man.
pleased and prowd

HSJB

some of the best dad bum
ever ^eard see your Geo^
He knows KSJB and 11 be
to tell ye what he can do.

WITH STUDIOS

FARGO IN and
JAMESTOWN

ma
Jamestown
Coverins major North Dakota
■ket of Farso. Bismarck and

\

l/l/lcMJllai/L
TRANSCRIPTION

COMPANY
proudly

THE GREATEST

RADIO ENTERTAINMENT

Fifty-two of the immortal Runyon's greatest short stories —adapted
offer alert stations and sponsors a program
one of the best known

presents

OF ALL TIME!

for radio with

superlative

production —

which will attain ratings equal to the top network shows! Runyon,

and best loved authors of our time, spun warm, whimsical tales, avidly devoured by

I M
people

in all walks of life. Runyon

short stories

have

been

read

by

untold

millions

in

COSMOPOLITAN

—and

hove been made

into motion pictures. And these big box office hits are in Moyfoir's series!

In BOOKS

COLLIER'S,

Runyon invariably received cover credit! Twenty of the famous Damon

and

Runyon yarns

— Four "Pocket Books" collections of Runyon stories alone have sold nearly 3,000,000—

plus

the steady regular edition soles.

In NEWSPAPERS -^ Syndicated

for years by INS in 150 newspapers

with a daily circulation of

25,000,000 . . .reprinted and syndicated since his death by King Features to 100 newspapers
circulation of 8,000,000.

with a Sunday

And here'* a few of
st
the titles of the fir

ANGIB

THE

shows:
fifty-two Runyon
LITTLE

MISS

MARKER

PRINCESS O'HARA
LEMON DROP KID
IT COMES
HOLD

UP MUD

'EM, YALE!

DANCING DAN'S CHRISTMAS
ROMANCE IN THE ROARING FORTIES
TOBIAS THE TERRIBLE
BROADWAY

COMPLEX

BROADWAY

FINANCIER

DARK

DOLORES

DREAM

STREET ROSE

FOR A PAL
IDYLL OF MISS SARAH

BROWN

LILY OF ST. PIERRE
MADAME

LA GIMP

MONEY FROM
NEAT STRIP

HOME

NICE PRICE
PICK THE WINNER
SENSE OF HUMOR
SOCIAL

TOBIAS

ERROR

TWEENEY

THAT EVER-LOVING WIFE OF HYMIE'S
UNDERTAKER'S SONG

HERE

ARE

THE

GUYS

AND

DOLLS

who bring you the

DAMON

RUNYON

THEATRE:

Moyfair Transcription Company's Richard Sanville, a great character with direction; Vern Carstensen makes
with the production; and Russell Hughes, a literary gent in charge of scripts. And these three are the team
that produced the Alan Ladd "BOX 13" show now heard on 230 stations! You'll admit this is very fine
talent indeed. But, wait! John Brown, "A I" of "My Friend Irma" (CBS) or "Digger O'Dell" of "Life of Riley"
(NBC), a very fast guy with the lines, will be "Broadway," a good and knowing gent who tells the fabulous
Runyon stories. Remember the tales about Louie the Lug, Harry the Horse, Miss Lovey Lou,— the inmates of
Mindy's restaurant who have delighted America for the past two decades.
The whole package adds up to what is remarkably fine radio indeed. It has the ever-present Runyon
humor to guarantee comedy aplenty. Pathos is surely there, for Runyon's characters have human failings,
make human mistakes. Excitement, too, for the problems and fateful contacts with thugs and pugs present
situations of high good adventure. And romance — where Runyon's sensitive hold on the Broadway
shows much of real sentiment — but not sentimentality.
"THE

DAMON

RUNYON

pulse

THEATRE"

— is syndicated by Mayfair Transcription
Co., and that means it's offered on a costsharing plan — where each advertiser pays
only a fraction of the series' actual production costs.
These recorded programs are designed
for exclusive sponsorship within each market by regional and spot advertisers. There
are 52 episodes (each a complete story)—
enough for a full year's schedule, plus an
option for an additional 52 episodes.

IMoi^t

AudHion
52

samples, prices for individual markets and a list of the first

story iHles are

now

available

from

CU/L TRANSCRIPTION
8511

Sunset

Boulevard,

Hollywood 46' California
CRestview
1-8151

CO.

Dept. S

OX

Fourth Wage Increase to Be Fought on Air
Although the next round of wage increases won't generally 'be
asked before election, advertising plans are already being
formulated to prepare the public for increases in the prices of
steel, automobiles, and major appliances. Unions are aware
that they will have to counter big business advertising which
will place
the blame
price increases
on labor and plan' to
take
their case
to the for
consumer
via the air.

The Lanham Act and "Talent" Trade-Marks
Problem of whether the "service" offered b> an owner of a
football or baseball team, musical aggregation, or dance act
can have a registered trade name under the Lanham Trade
Mark Act is still not settled by Patent Office authorities.
Walter J. Derenberg, Trade Mark Counsel of the U. S. Patent
Office, says that "house marks" of broadcasting stations do
■qualify for registration.

Meat Suit to Force Increased Public Relations Activity
Increased attention to public relations by all meat packers is
foreseen as a result of the U. S. suit against the "big four" —
Armour, Cudahy, Swift, and Wilson. The first three are on
the air now, and the last is considering a new campaign.
Attorney General Tcm C. Clark is trying to force break-up of
the four into 14 concerns and the dropping of what he
terms "monopolistic" practices.

Some Encyclopedia Selling Practices Banned
Selling practices of smaller encyclopedias which include selling
ten-volume sets in advance of publication for "a nominal
price," have been forbidden by the Federal Trade Commission.
First decision was against the Americana Corporation (Encyclopedia Americana) in July of this year. The decision in
September went against Standard Distributors, Inc. (Chicago i.
which sells the New Standard Encyclopedia. Both have used a
limited amount of broadcast advertising and planned more.

NLRB Expected to Nol-Pros Petrillo Case
As a result of James C. Petrillo's willingness to lift the recording
ban, the National Labor Relations Board is expected to pigeonhole the request of three transcription companies for an injunction to prevent continuance of the ban. It's known that
the suit had no bearing upon Petrillo's decision to lift the ban.

Farmers Seek Continued Subsidies
Although a break in farm prices within the next six months is
fully expected (by March at the latest), the National Grange,
American Farm Bureau Federation, and National Council of
Cooperatives are considering a broadcast campaign to supplement their newsletters in support of continuance of governmental price support program. This month will see farm
organizations meeting to consider future strategy.

Some Retail Sales Down
Retail sales of a number of products are sharply down. They
arc mostly items like fruit, nuts, jewelry, sporting goods,
magazines, men's clothing, shoes, furs, women's accessories,
and some other items which consumers apparently feel they
can stretch or do without. There will be some cooperative
broadcast advertising schedules placed to move fruit and nuts
and there are indications of an increased use of broadcasting
by magazines — Sahirday Eveinng Post, Life, and others.
14

Tennessee Republicans Wow 'Em for Uotes
Roy Acuff (star of WSM's Grand Ok Opry) is really going
after the governorship of Tennessee and as a dual attraction
nonperformer Carroll Reece, candidate for Senator from
Tennessee, is traveling around the country doing a political
jig to Acuff's fluent vocalizing. Radio has put a number of
pjerformers in political seats. The question is whether or not
it can do it in Tennessee for Republicans, which Acuff and
Reece are.

I

Air Campaign to Combat Tax Load
A broadcast campaign "is being researched" on the possibilities
of fighting the steadily increasing tax burden placed upxjn the
American consumer. In 1940 per capita impost was $109. IS
(Federal $43.28, State $31.50, local $34.40). In 1948 it will
be $376.92 (Federal $278.22. State $53.67, local $45.03).
Figures are estimates based upon unofficial Census Bureau
sources.

Retail Sales to Hit All-Time High in Dollar Volume
Despite lower number of unit sales in the retail field, Alexander
Hamilton Institute estimates that total retail sales in U. S.
for 1948 will reach 130 billion dollars. This will be up 12
billion dollars from 1947. There will be little increase in the
standard of living for any segment of the population.
SPONSOR
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NEW
BABIES

MAYBE

YOU

KNOW

HOW

IT IS

Sometimes things don't come off on schedule.

Take our 50,000 watt transmitter. We were expecting that lusty
new voice of ours to be on the air by now.

But you know how it is. You get everything ready, building
completed, equipment in place, all set to throw that switch, except
for last -minute testing and adjustment by the consulting engineers.
Well, that's ho\\ matters stand. Any tlay now, listeners will be
hearing the great new voice of Florida's first and only 50,000 watt
station.*

WGBS
MIAMI
^50,000 DAY, 10,000 NIGHT

FLORIDA

CBS
SEE

KATZ

GROWTH
and
PROGRESS
Growth and progress are not synonymous.
When

they do develop together, however,

they produce wonderful
history of KVOO

results! The

is an inspiring story of

growth and progress . . . growth in power
and service to an ever widening circle of
faithful listeners . . . progress in bringing
the newest and best in programming
listeners

in advance

to

of competition.

These are the reasons KVOO

is Okla-

homa's Greatest Station.
These are the reasons KVOO
to grovk

continues

and progress from year to year.

These are the reasons advertising dollars
on KVOO

bring greater returns to

advertisers, year after year.

KVOO
V
EDWARD

NBC

RETRY

b

COMPANY

INC..

NATIONAL

AFFILIATE

REPRESENTATIVES

UNLIMITED

TIME

T u lFs A'i!^;

,

new and renew
New National Spot Business
SPONSOR
American
Arnold

Home

& Aborn

B. T. Babbitt

Foods

Inc

Inc

Inc

Block Drug Co
Fleminft-Hall

Co

(ieneral Foods Corp
Marine

Electrolysis Eliminator Co

Perfex Co
Pharmaco,

Inc

S. O. S. Co

Deutsch

products
Birds
Eye frosted
foods
Red Devil Soot
Remover

Young

Co

New

& Shea
12-15*major
(Natl campaign,
& Rubicam

Gerth-Pacific

(Expanding

current

Anacin,
Hect

Pads

Bread

Bisodol,

start, duration

Sep-Oct;

13 wks

panic; Sep-Oct;

13 wks

Partic; Sep 15-Oct 15; 13 wks

(Pac test20-30*
campaign)
(Sectl SO-IOO
campaign)
mkts)

campaign)

E.t. anncmts;

Oct 4; 26 wks

E.t. anncmts;

Oct-Nov;

E.t. anncmts;

Sep 13; U> wks

Anncmts;

13 wks

^

Oct 15; 13 wks

(Testing in expand)
Rockies, Pac; may
15-20*
Buchanan-Thomas
(Midwest campaign;
expand later)
Duanc Jones
Esty
BBD&O

Camels
Scouring

K.t. anncmts;
Anncmts,

Eng. mkts)

McCann-Erickson
J. Walter

(Testing copy; major mkts)
Indef
6-12*
pre-election
campaign)
.30*
15*
(Expanding current
campaign)

Thompson

I>ancer-FitzgeraldSample

(Natl campaign,

15-mln

will

(Heavy

Homespun

Pharmacal

Botsford, Constantine & Gardner
Redfield-Johnstonc

Sano tobacco

SOS

Baking C>>

Whitehall

Oil

Political
Co

(Limited

CAMPAIGN,

Indef
natl campaign)

& Preston
(Mainly

Super Cleaner,
GlossTex Starch.
Shina Dish
Feen-A-Mint

Republican National
Committee
R. J. Reynolds Tobacco

Ward

French

Detergent

Allenru, Omega
Tobacco

You nil & Rubicam

Chef Boy-Ar-l>ec
Ouality Foods
Aborn's (Coffee
Glim

STATIONS

AGENCY

PRODUCT

major mkts)

"Kitchen

Club"

shows;

Sep 1 ; 52 wks
E.t. anncmts; Oct 1; 13 wks
E.t. anncmts,
breaks;
Oct-Nov;
4-5-5 wks
E.t. anncmts, breaks; Oct; thru
1948
3* E.t. anncmts; Oct-Nov; 13 wks

(Testing
in Newsectly)
Eng. : will
expand
20-50*
50
13*
(Natl campaign, major mkts)

Partic; Sep-Oct;

8 wks

5-min
52 wks"Bill Cullen"

e.t.'s; Oct 18;

*Slation list seCal fresenl, although mnre may be added later.
ilifly-lwo weeks generally means a I J-week contract with options for J successive I J-week renewals.

o^p
SPONSOR
Alexander's
American

New and Renewed on STATION
Television
AGENCY

William

Dept Store

Warren

N. W. Ayer

TobaccolCo

Analagraph Assoc
(life insurance)
Beacon Camera Co

Bermlngham, Castleman & Pierce
Direct

Better Homes Exposition
Bigelow-Sanford Carpet Co

Flnley Greene

Borden

Co (cheeses)

Young
Young

Botany

Worsted

Sllbersteln-Goldsmlth
J. R. Kupsick
Doherty. Clifford &
Grey
Shenfield
Blow

Mills

Brentwood Sportswear
Bristol-Myers
Co

Co"

Bulova Watch Co
BVD Corp
Che^Tolet Dealers Assoc
Eclipse Sleep Products Co
(mattresses)
Emerson Radio & Phono Co
Mort Farr (elec appi)
Ford Motor Co
Garrett & Co
(Virginia Dare wines)
International Silver Co
Lane Realty Co
Larus & Brother Co Inc
(Edgewortli Tobacco)
Frank H. Lee Co
(Disney & Co div)

OCTOBER.

& Rubicam''
& Rubicam

Campbell-Ewald (N. Y.)
Henry J. Kaufman
Ed Shapiro
Kenyon & Eckhardt
Rutnrauff
& Ryan
BlowYoung

& Rubicam

Grey
Newmark's
Warwick
& Legler

WJZ-TV.

N. Y.

KTLA, L. A.
WBKB, Chi.
WABD, N. Y.
WBKB,

Chi.

It'ssubjecl to cancellation at the end of any 13-week period'

PROGRAM,
3*

Oulzdom
wks ^ti) Class; Sat 6:30-7 pm
FUm spots; Sep 27; 13 wks (r)

time, start, duration
(with AM

on WJZ);

Sep 18;

Film spots; Sep 8; 8 wks (n)

WBEN-TV, Buff.
NBC-TV net

Knickerbocker
(remote
amateur
hour);
Sun
7-8 pm;
Aug I; 13 wks Show
(n)
FUm spots; Sep 1; 5 wks (n)
Dunninger-Paul
Wlnchell
Show;
Th
9:,M-10
pm;
Oct
14; 13
wks Tfi^

WABD, N. Y.
WPIX. N. Y.
WABD, N. Y.
WBKB, Chi.
.\BC-TVnet;
other stas
WGN-TV, Chi.
WGN-TV, Chi.
WABD, N. Y.
WCAU-TV, Phila.
WABD, N, Y.
CBS-TV net
WCAU-TV, Phila.
CBS-TV net
WABD, N. Y.

Film spots; Sep 30; 13 wks (n)
Film spots after sports; Oct 4; 13 wks (n)
Weather spots; Sep 12; 13 wks (r)
Spots before, after Notre Dame football games; season (n)
Break the Bank;
Fri 9-9:30 pm (with
AM
on ABC); Oct 22;
52 wks (n)
Time spots; Aug 22; 13 wks (n)
Weather spots; Sep 4; 4 wks (n)
Yankee football games; Aug 27; 8-game season (n)
Film spots at sta sign-off; Sep 12; 13 wks (n)
Film spots; Sep 21; 26 wks (n)
^
Toast of the Town; Sun 9-10 pm; Sep 19; 13 wks (n)
Mort Farr Program; Sun 12:30-1 pm; Sep 19; 26 wks (n)
Ford TV Theater; Sun 7:30-8:.30 pm monthly; Oct 17; 3 mos (n)
Film spots; Sep 27; 52 wks (n)

WCBS-TV, N. Y.
WABD, N. Y.

Film spots; Sep 14; 13 wks (n)
Spots; Sep 10; 4 wks (n)

CBS-TV net
KTLA, L. A.
WBKB. Chi.

Sportsman's Quiz; Fri 8-8:05 pm; Sep'15; 13 wks (n)
10-mln NBC Ncwsreel; Sun nights; Sep 5; 13 wks (n)

194S

r-' '

K. H. Mmy

(;BS-TV net
WCBS-TV. N. V
WBKB. Chi.
KTLA. L. A.
WGN-TV, Chi.
WPIX. \. Y.
WABI>. \. V.
WABI). V. Y.
WPIX. N. Y.
WCBS-TV. .\. Y.
WCBS- IV. N. Y.
WBKB. Chi.
KTI.A. L. A.
WOAl -TV.
NBC-TV
net Phila.

NVu ell- Km met I

I.lfttti'd & Myer.1
(Cheaterflelcln)

<;rey
Manning

& Co

\e»ell-Kmme(

Mirrlll l.yiuh. I'Ur.i-.
KlMllllT & Hl-Ulll-

i

M.irhllU- Cloilu-s
Ntoiiirolii liu'
Niinross In<.'(|>rce(iii>i<'ar(lN)
I'al O'Brien
(Studebaker dealer)
I'liiico (U>rp
I'ierie-I'lielns Inc
(Admiral
l\ dealer)
Iritl Silver Co (Kdwards div)
I'riKler Kleitric Cd
Sheruln \MlIlamN Co
SUMNliine BiM'uIr Co
Sylvania
KleitrliI'rodiiils
Jacol.
Keed
Co

II. M. liii imun
(iourfuln-Cohh
Abbott Kimball
Joseph l.owenihal

K. I,. Brown

WCAII-TV.

(Men's clolliinii)
K. J. KeynoldN Co
(Camel Citlarettcs)
Ripley Clothes
Konson Art Metal Worliti Inc

William
Bobley

WPIX,

Cecil & I'resbrey

F. &. M. Schaefer

BBI)&()

Co (beer)

Georfte Stein Brewery
Sierllnft DrujS Inc
(Centaur-Caldwcll dIv —
Molle Brushless Shave)
SiraUKH Stores

Ksty

J. Walter
i(t

(Fifly-two teeelu generoHy mutm

Ward

Thompson

Wheelock

Margaret

I'u 9.9:.'5fl pm; Sep 21; U wks (n)

Spots; Auii 20; l.» wks (r)

Phlla.

.Navy, and Penn

foothill games;

Sep 25; season (n)

WPIX. N. Y.
WBKB. Chi.
KTLA. L. A.
WCBS-TV. N 11 IT.

WrestlinU from Ridjiewood Grove; .Sep 16; .19 wks (n)
Time sifinals; Sep 13; 26 wks (r)

WBEN-TV. B
WABlJ. N. Y.
WPIX. N. Y.
Wt:BS-TV. N. Y.
NBC-TV net
WBKB. Chi.
WCBS-TV. N. Y.

Football films; Wed 8:40-9:25 pm; Sep 2; 14 wks (n)
Film spots; .Sep 21; 15 wks (n)
F'llm spots before football; .Sep 25; seas<in (n)
F'llm spots before sports; .Sep 20; li wks (n)
F'ilm spots before, after sports; .Sep 14; I J wks (n)
Howdy Oct
Doody;
Spots;
3; 1.3F'rl
wks5:45-6
(n) pm; Oct I; I.? wks (n)
Film spots; AuA 18; 13 wks (n)

WCBS-TV. N. Y.
WTVR. Richmond

F'ilm spots before, after sports; Sep 26; 13 wks (n)
F'ilm spots; Oct 1; 13 wks (n)

I.? wks (n)
Film spots in "Bob

Y.

a 13-week conlruct ivilh options for 3 tuccettive 13-week renewalt.

NET

AGENCY

SPONSOR
American Bird Products Inc
Armour St Co
.Vssociation of .\merican Railroads
Carter Products Inc
Continental Pharmaceutical Co
Curtis Publishinii Co
l.onftines-W ittnauer Watch Co
inc
P. Lorillard Co
Mantle Lamp Co of .\merica
Miles Laboratories Inc
Pillsbury Mills Inc
Procter & (Gamble Co
Co

MBS
CBS

Weston- Barnett
Foote. Cone & Beldinit
Benton & Bowies
.Sullivan. .Stauflfer. Colwell &
Bayles
.\rthur Meyerhoff

ABt:
MBS
MBS
MBS

Victor Bennett

CBS

Lcnnen & Mitchell
William Hart .\dler
Wade

ABC
ABC
CBS
ABC
ABC
MBS

.McCann-F>ickson
Compton
Roche.

Richfield Oil Corp
r. S. ,\rmy & .\ir Force
Recruitlriii .Service
L'. .S. .\rmy Recruitlnit .Service
I'. S. 6th .\rmy Command

Burns

.Show"; F'rl betw

7-7:15 pm ; .\uU li

II'm subject to caneeUation at tite end of any 13 week perio''

Williams

STATIONS
12
28
204
259
31
161
480
173
145
1.33

& Cleary

tlixson-O'Donnell
Gardner

ABC
ABC

Gardner
Russell. Harris & Wood

MBS
ABC

21
264
27 Pac

PROGRAM,

time, start, duration

.\merican Bird Warblers; Sun I :30-l ;45 pn>; Oct 31 ; 26 wk^
Stars Over Hollywood; .Sat 2-2:.<0 pm; .Sep 18; 52 wks
Railroad Hour; Mon 8-8:45 pm; Oct 4; 52 wks
Jimmy

Fldler; Sun

9:30-9:45 pm;

Sep 26; 17 wks

Leave It to the Girls; F'ri 8:30-8:55 pm;
Flection Returns; Tu 2 .Nov, 9:15-end
.Sun 2-2:.)0 pm; .Sep 26; 52 wks

Sep

10; 52 wks

Original .\mateur Hour; Wed 8-9 pm; Sep 29; 52 wks
Smilinft Ed McConnell; Fri 4:15-4:30 pm; Oct 1; 52 wks
Hilltop House; MTWTF 3:15-3:.*0 pm; .Sep 20; 52 wks
Kay
wksKyser; MTWTF 11-11 :30 am (I4 hr): Oct 4; 52 wks
What Makes You Tick; MTWTF 11:45-12 am; Sep 20; 52
Revere .\ll Star Revue; Th 9:30-9:55 pm (expanded time);
.\ug 12; 26 wks
Richfield Reporter; SMTWTF 10-10:15 pm; Auft 29; 52 wk.s
Football Game of the Week; .Sat 2 pm-cnd; .Sep 18; 8 wks
Mel Allen; .Sat 7:45-8 pm; Sep 18; 13 wks
Frl 5 min following CUIIette fights; Oct I; 39 wks

{Fifly-lini weeks genrrntiv niratis a 13-week contract with options for 3 sueeestive 13-week renewals.
27
49

Its subject to cancellation at the end of any 13-wtek period

Renewals On Networks

^Qpf
SPONSOR
Allls-Chalmers
.\merican
Anterlcan

McBrlde;

each

New On Networks

^SSS^

Revere Camera

Mary

N. V.

wc;bs-tv. n.

Warren

I'nique Art Mfft Co (toys)
Ward Balcinii Co
(Tip Top Bread)
Stephen F. Whitman
Son Inc

Phiico T\' Playhouse; Sun 9-10 pm; Oct i; 52 wks (n)
Cinderella Weekend. Man on the Street; MTWTF M) min
as sched; Oct 15; 2(< wks (n)

^.

H. J. Weil
You nit & Rubicam
William
(Jrant

Morbille (;ridiron Club; .Sal 7:4.S-8 pm; Oct I ; li wks (n)
Nature of Thinfts;
Th 8:I.S-K:.<0 pm; .Sep 2.1; li wks (r)
.Spots; .\U(> 2.S; l> wks (n)
Four I,eaf Clover; Wed .10-mln as sched; .Sep 2.1; li wks (n)

NBC- TV net
WCAU-TV. Phila.
NBC-IV net

t

(n)

Tots. "Iweens & Teens; Th 7-7:.*fl pm; .Sep 2; 7 wks (n)
Film spots; .Sep 6; M) wks (n)
Film spots; .Sep 2.S; l.< wks (n)
.\merica .Speaks; Sun (Mon. Tu — WUKU. K ri..\ respec) 10-10:1''
pm; Sep 4; 9 wks (n)

WBK.N-TV. Buff.
VVCAl -TV. Phlla.

lluii'hins
R<ibert J. Kndem
Vewell-Kmntet

(Columbia I', home football ftameN; .Sep 2!>; seaHon
MO-sec film spols; Aug 29- Sep 7; J6-.S2 wks (n)

.Mfg Co

Cigarette & Cigar Co
Home Products Corp

\inerican Tobacco (in
\rmnirong Cork t :<>
lta> uk Cigars Inc

AGENCY

NET

Bert S. Git tins
F'oote, Cone & Belding
l)ancer-Fii/gerald-Sample
BKD&O
Veal
I). Ivey

NBC
NBC
CBS
NBC
MBS
CBS

STATIONS
90

PROGRAM,

tiinc, start, duration

162

National
52 wks

88
163
162
99

Big Story; Wed 10-10:.»0 pm; Sep 29; .52 wks
Helen Trent; MTWTF I2:.<0-I2:45 pm ; .Sep 20;
Our (;al Sunday; MTWTF 12:45-1 pm ; Sep 20;
Jack Benny; Sun 7-7:.tO pm; Oct 29; 52 wks
Theater of Ttiday; Sat 12-I2:,*0 pm; Sep 25; 52
Inside of Sports; .MTWiF 7:45-8 pm ; .Sep 6; 52

{Please turn to page 91)

F'arm

&

Home

Hour;

Sat

1-1:30

pm;

.Sep

52 wks
52 wk.s
wks
wks
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IOWA FARMERS DO
"LISTEN WHILE THEY WORK!"

A

he 1948 Iowa Radio Audience Survey

shows
that
ll'-S*^ of all Iowa
farm
families "listen regularly" to non-auto

radios outside their homes.

54.69c of these Iowa radios are located in
the barn! Thus radio advertisers in
Iowa get a substantial bonus of listenership from farm families, during their
working hours outside the home. • . .
Each year since 1938. the Survey has been
aimed at two objectives: (1) to furnish

The 1948 Iowa Radio Audience Survey is
replete with facts that you should know
about radio listening in Iowa. W rite us
— or ask Free & Peters — for your copy,
now I
■^The 1948 Iowa Radio Audienor Survey is a *'mu8t" for
every advertising, sales, or marketirija: man who is interested in the Iowa sales-potential.
The 1948 Edition is the eleventh annual study of radio
listening habits in Iowa. It was conducted hy Dr. V, L.
Whan of Wichita ITniversity and his stafT. is based on
personal interview of 9,224 Iowa faniilies. scientifically
selected from the city, town, village an<l farm audience.
As a service to the sales, advertising and research professions, WHO will gladly send a copy of the 1946 Survey to
anyone interested in the subjects covered.

up-to-date basic information on Iowa
radio listening habits, set ownership,
and station and program preferences;
(2) to provide neir information not previ-

ously gathered. "Extent of regular
listening to non-auto sets outside the
home," for instance, is one of the 1948
Edition's several new research achievements.
OCTOBER
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*for Ipwo PLUS +
Oes Moines
FREE

. . . 50,000

WaUs

Col. B. J. t»alnnr. Prtsideiil
P. A. Loyel. Resident .Manager
& PETERS, INC., National Representatives
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stories

(See "FM's Point of Sale Audience," SPONSOR, Ausust
1948, page 30.) What new locality is being serviced with
storecasting? What company is piping music and commercials to Jewel Food Stores in greater Chicago? What is

Crime
When

Pays . . .
You Sponsor

GANGBUSTERS!
IIIK BlCi, lojal (iaiigliiislers audience
is diversified enough to offer any product an immediate opportunity to go

p.s.

the programing like?

Storecasting has come to Iowa. Thriftway Stores in Boone, Des Moines,
Newton, Perry, West Des Moines, and Winterset, Iowa have been receiving music and commercials through station KSO-FM, Des Moines,
since 30 August. Super Market Advertising Qjmpany, Inc., of Des
Moines, is selling the service to food manufacturers.
In Illinois, Consumers Aid, Inc., is piping music and commercials into
117 Jewel Food Stores in the greater Chicago area by means of leased
wire. The company hopes to go into FM transmission in the near future.
Consumers Aid programs 10 hours a day, nine hours during store hours
and a half hour for employees before and after shopping hours. The
music during store hours is light, popular, and orchestral (no vocals);
the music for the employees, at their request, is all vocal. Commercials
are 20 seconds long, and are played a minimum of four times a day per
sponsor. All commercials are played after music and are followed by a
soaking-in period
one minute of silence.
Consumers Aid, like Storecast Corporation of America, also maintains
a merchandising service for sponsors in which inventory and adequate
display of sponsors' products are checked in each store every week.

places in Rhode Island and adjacent
Massachusetts. Due to unusual circumstances it's open for l<K-al sponsorship as this goes to press. On the air
Saturdays at 0.00 P.\T.

NOW

AVAILABLE!

IT^S A BUY
ON

(See "Hottest trend in radio — Block Programing," SPONSOR October
,
1947, page 1 5.) How is block programing
doing?
Are there any new trends?
Has baseball helped?

p.s.

Block-programed stations are holding their share of the audience in most
cities and rural areas where they operate. Where the stations are aided
by baseball, this current diamond season has built new records for them.
With both Boston teams strong contenders for the pennants in their
respective leagues, WHDH achieved a new high in share of audience
(26',') during July-August, according to the Pulse of Boston. This is
higher than any other of the seven stations in the Hub area had during
the past 20 months and covers the entire period from 6 a.m. to midnight.
WHDH continues to make sports the keystone of its block programing

I

all year 'round.
In Cincinnati, WCPO with the aid of the broadcast of the Reds'
games was first morning, afternoon, and evening in the July Hooperatings
for Cincinnati. The Cincinnati Pulse rating also gave WCPO 30'", of the
early a.m. audience (6 to 9:30 a.m.) for a disk jockey, .Malcolm Richards.
WCPO, strongly block-programed, was rated in recent Hooper reports
as the top Mutual network station. One of the secrets of WCPO's success
is the fact that the station management keeps the program structure
flexible. When it finds a weakness in the program structure of the other
stations in town it fills the void.

5000 WATTS
DAY
& NIGHT

WALLACE A WALKER, Gen. Mgr.
PROVIDENCE, The Sherofon-Biltmor*
PAWTUCKET, 450 Moin Si.

R»prt$9ntatiY9s:

AVERY-KNODEL,
20

INC.

This alertness to programing opportunity has been one of the mainstays of the WHHM (Memphis) operation. From the beginning, Patt
McDonald, manager of the station, has not taken anything for granted.
He has followed the block program formijlas developed by WNEW,
WHN, WMCA in New York but has watched audience reaction carefully.
He soon discovered that practically every time a newscast interrupted a
musical block he lost his audience and it took some time to bring it back.
As a result, he tried dropping .some news periods. Now he has just five in
24 hours. McDonald doesn't question the fact that the listening audience
wants news — but they don't want it on WHHM.
Block -programed stations usually use Bing Crosby as a special feature,
many of them having at least three sessions of Bing per day. McDonald doesn't dislike the Groaner but felt that he was being overdone,
{Please turn to p^age 22)
SPONSOR
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it's easy.

IF YOU
KNOW how!

It's easy

to build a top-quality live-talent radio show, 1/ you

KWKH's

new "Louisiana Hayride'' (inaugurated last April)

]{iww howl

is one of the Nation's best "Saturday night barn-dance" attractions. Ithas a cast of fifty proven characters (35 of whom are
recording artists). All this hot summer, it pulled an average
of nearly 2,000 paid admissions each Saturday night, and will
undoubtedly double that figure this Fall. More important still,
Louisiana Hayride pulls mail from enthusiastic listeners in 45
States!
Several segments of this spectacular new three-hour show are
now available for sponsorship. Write for all the facts, or ask
The Branham Company.

KWKH
SHREVEPORT

50,000 Watts

CBS

The Branham Company
Representatives

i1 LOUISIANA
Arkansas 1
Mississi|if»i|f
Texas '

Henry Clay, General Manager
OCTOBER
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{Continued Jrom page 20)

so Crosby has never been heard over WHHM. In Ma>' and June among
the six stations Hooperated for Memphis, WHHM tied for second place
with 2\'", share of the audience. It's first on Sunday afternoon, Saturday
daytime, and there are also a number of 1 S-minute periods during weekday
mornings and afternoons when it leads all other stations in town.
One form of music with which network stations seldom favor their
listeners is range melody. When McDonald scheduled several sessions of
western compositions, many station managers laughed at his program
ideas. WHHM's scheduled blocks of cowboy songs rank high among its
rated periods. McDonald stresses that he doesn't schedule "jug and
washboard" musical units and makes certain that all disks that are spun
are recorded by "legitimate" musical groups.
One of the reasons that Armand Terl at WSID, a 1,000-watt blockprogramed daytime station in Baltimore, is gathering an increasing share
of that city's radio audience is the station's extended blocks of western
music. Its folk music fills a theater at one p.m. daily and has sold amazing
quantities of merchandise for sponsors who are frequently hidden in
out-of'the-way places.
(One was actually out in the woods.)
Block programing is the independent station's sure guide to audiences.
In itself it doesn't guarantee listeners, but used intelligently by station
and program managers who have the know-how, block programing builds
an audience and holds it.

TO

REACH
ATLANTA
HOUSEWIVES

The Maggie Davis show 2:00 to 2:30
Monday through Friday features our Maggie with Les Henrickson as relief. The gal
feotures local and notional news with the
woman's slant, has a wide knowledge of
home economics, meal planning, nutrition,
child care; also, fashions "with the light
touch. " Les handles roving mike interviews
with studio audience, supplies the male
angle on food, fashions, general topics.
This is the only established women's participation program available in Atlanta for
national advertisers.
Maggie is now keeping company with
such famous names as: Celonese Corporation, Chose & Sonborn,
Canada Dry, Fleischmonn'j
Yeast, Welch's Grope Juice,
Modern Ice, Yodoro, Ladies
Home Journol and others.
For further information
call Headley-Reed Company
odoy.

ABC
IN ATLANTA

WCON

IT'S

THE ATLANTA CONSTITUTION
STATION
5000 WATTS
550 K.C
i2

(See "Dialin3 Habits Are Chansin3/' SPONSOR, March
1948, pa3e 23.) Have there been any unusual investigations into listening? Is there proof that local stations are
cJialecJ more often than those out-of-town? Has there been
any independent research to confirm Nielsen trend reports?

No more interesting example of how listeners tune their hometown stations
at the expense of more distant transmitters can be presented than the
case of WSAU of Wausau, Wisconsin iCBS). Located 150airmiles from

P.S

Milwaukee, the station competes with the latter's 50,0(X)-watt WCCO,
which carries many of the same programs. During most of the day and
evening WSAU reaches over 80% of the sets in use in Wausau. Listening
drops below 60% only when the station presents one of the drier public
service broadcasts such as Your Wisconsin Taxes. This program rated
58.8% of the sets in use at the time it was heard.
Radio set owiiers in Wausau are reached by two other CBS outlets.
WCCO and WBBM in Chicago but not very often. The NBC outlets
tuned were WEAU, Eau Claire, Wisconsin ; WMAQ, Chicago; and WTMJ,
Milwaukee, the station that owns WSAU. One MBS outlet WGN,
Chicago — and three nonnet outside broadcasters — WDLB. Marshfield,
WIGM, Medford, and WLBL, Stevens Point, all in Wisconsin —are
heard in Wausau.
The last is a daytime state-opjerated farm station.
The survey which revealed these figures was made by the Milwaukee
Journal research department operating as the Radio Research Bureau.
Every residential telephone subscriber in Wausau was called during the
period from 25 to 31 January. There were 15,626 calls attempted and
1 1,265 completed. This is one of the few cases where a coincidental telephone survey has covered every telephone home in a town.
Several hours a day 100% of the listeners were tuned to WSAU.
Typical was the 8 8:15 a.m. news, a 3:30-4 p.m. disk
(1400 Club), CBS' Let's Pretend, and a Basketball Resume
p.m. Friday evening.
Towns like Wausau never show up in a national
might rate one audimeter in a National Nielsen Index and

jockey session
at 10:15-10:30
survey. They
a few diaries in

a U. S. Hcxjperating. It's typical of listening which never shows up in
any national listening index. An advertising agency in a metropolitan
center finds it hard to realize how a station like WSAU dominates its
tight little area, when in New York over 20 stations share the audience,
l^ialing habits are shifting to the local station.
SPONSOR

and proud of it !
...a market of 1,125,000 busy
people. In Eastern North Carolina,
we're proud of that.
...a part of the South's fastest
growing state. In Eastern North
CaroHna, we're proud of that.
. . . $400 miUion in yearly retail
sales. In Eastern North Carolina,
we're proud of that.
and now...

5000 watts
of fulltime radiated power
...for Eastern North Carolina's
favorite radio station.
WE'RE MIGHTY

PROUD

Wilson, North Carolina

OF THAT!

•

Mutual

5000 ^St'atts fulltime • 590 Kilocycles
JVational Representatives:
WeCQ
and
Company

OCTOBER
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A nnouncin 9
NATIONAL
•

•

Nielsen

. . . made possible by the development of the
new

Mailable-Tape

of radio home

Audimeter , expansion

representation to practically

100% of the United States, and new NRI sales
policies affording agencies and advertisers
w^ide choice of service, equitably priced.

NATIONAL
1. NATIONAL

NRI Offers These Advantages:

COVERAGE

6.

rt'{)re>entiiij>; areas- cuntaiiiing 97%
U. S. Radio homes.

2. PROJECTABLE

7.

l)a>«'(l oil thoroughly representative data coii'
tiniiously and unquestionably projectable to
all radio families.

3. LARGER

SAMPLE

advantageous for purposes of market breakdowns.

4. FASTER

DELIVERY

for Ratings as well as Complete Network
Reports.

5. RATINGS

4 WEEKS

EACH

MONTH

l*re>eiil tu iee-a-iiioiith Ratings Reports sup|>lriii<-iite(l h\ e\lra-\\eek ratings.
•Tra«li'ni;irk <.f A. C. Nielsen Company

FM

AND

TELEVISION

simultaneouslv measured in the same home.

of total

RATINGS

AM,

USE OF UP TO 4 RECEIVERS
simultaneously measured on a single tape in
the same home.

8.

COMPLETE

NETWORK

REPORTS

including Program Ratings . . . Homes per
Dollar . . . Total Audience . . . Average
Audience inrludinfi market breakdowns , . .
Audience Share icith breakdimris by market divisions . . . Commercial Audience
Analysis . . . Analysis of "Commercial Pressure" (in behalf of your own products:
your competitors") . . . Minute-by-Minute
Audience . . . Homes Reached Cumulatirely
. . . Turnover . . . Duplication aud Frequency
of Listening . . . Audience Flow . . . etc.. etc.

1

Radio Index Service
9.

A SINGLE

RESEARCH

TECHNIQUE

obviously superior to any conihination of
two or more basically dissimilar measurements.

10. TELEVISION

18. NEW

Service on maximum
basis offers broad,
unrestricted use in agency operation.

19. NEW

REPORTS

20. COMPLETE

11. RATINGS-ONLY

requirements.

21. REASONABLE

NETWORK

RATINGS

full Informafion Available

available to agencies and advertisers.

14. NON-NETWORK

We want you to have complete information
about the advantages of the new NATIONAL
NRI, the service which the industry has expected us to provide and which A. C. Nielsen
Company offers as the result of unremitting

PROGRAMS

measured on a Ratings or on a Complete
basis.

effort to produce the "ideal" in broadcast
audience measurement.

15. SPOT ANNOUNCEMENTS
measured on a Ratings or on a Complete
basis.

16. SPECIAL

Inquiries Invited
Presentations of the new NATIONAL NRI
Service are now being made to executives
of advertising agencies witli radio (and television) billings and to companies sponsoring national network, non-network programs
and spot broadcasts. We sliall appreciate
the opportunity of presenting this new service to your organization. An expression from
you, of your interest in such a meeting, will
be welcome.

NRI RESEARCH

Surveys especially tailored to Client's needs,
conducted in one of several supplemental
panels.

17. NIELSEN CONSUMER

INDEX

based on NRI-home food, drug and other
household inventories and available to advertisers.

A. C. NIELSEN
2101

HOWARD

STREET.

CHICAGO

45,

HOIIycourt

PRICES

connnensurate with values repeatedly demonstrated even before National NRI.

DATA

available to agency and advertiser subscribers.

13. PACIFIC

FREEDOM

of selection as to types of data to meet your

to provide a minimum service where obviously only such service is needed.

AREA

SERVICE TO ADVERTISERS

keyed to their needs.

N. Y. Area — initially,

12. STATION

SERVICE TO AGENCIES

5-4400

COMPANY
500

FIFTH

AVENUE,

NEW

YORK

18,

PEnnsylvania

6-2850

"

^

A
*-j.i

lS 'i-
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There's a lot more to it than this . . .
In any kind of business these days you certainly have to
get around. But in the highly complex advertising field of
\

Spot Radio there's a lot more to it than this.
To cash in on Spot's tremendous sales-making potential —
to give advertisers the kind of expert service they need
and want, a number of qualities are required.
Weed and Company representatives have them all.
First there's training and experience; you can't even get
started without them. Then there are the intangibles of timing,
associations, persistence — and maybe even a little luck.
But, most important of all — are expert knowledge and plain
hard work. For these are the two factors that produce most of the
results most of the time . . . the two factors that make

Weed
a n
S6

d

C

O

m

p

a.

Weed and Company service so valuable to any advertiser.

radio station representatives
n

y

new

york

•

san

franclsco

boston
•

•

Chicago

atlanta

d e t r o it
ho 1 1 y wood
SPONSOR

Edward Mitchell (left) and Charles John Stevenson alternate in traveling 50 miles each morning to serve Schenectady via their "Chanticleer" show

on the farm
There's no better time to reaeli
rural listeners
You have to get up early — earlier than
your station manager or your sponsor's ad
manager — to talk to radio's newest market. That would be around 3:30 a.m., in
order to get to the station and prepare for
the program at 5 :30 in time that's getting
less and less "marginal." Less marginal
because the people who constitute this
market have money to spend and are
spending it— /or everything that ivill improve their homelife.
These well-heeled, early-rising people
are the farm families of America, and they
OCTOBER

are being reached by early morning farm
programs throughout the country. They
are ready-made prospects for things that
will make living easier and more pleasant.
Manufacturers of farm implements,
feeds, fertilizers, etc. have long talked to
the farmer via these programs which have
built faithful listening through the years.
The fact that the farmer's wife and frequently his whole family listened too was
something that was accepted as in the
nature of things — like urbanites who
listened in, but who weren't prospects.

But only in the last few years has th^
farm market come of age in the minds of
retailers who sell things other than farm
supplies. This is true to a great extent
even of great corporations whose farm
product divisions have reached their markets through radio for many years.
The old concept was that the farmer
didn't have money to buy things most
sponsors advertised on the air. Retailers
of farm supplies and equipment regarded
him virtually as a manufacturer of food
supplies who used

their products — and

1948
27

•>j^8aD!)ies)(iWDry
Giwii«EIecmcalb^

typical farm projifraniin;^ ^
aimed what was virtually trade advertising at him!
Today, radio-wise ad managers are calculating budgets
with the knowledge that last July set an all-time high in farm
income, and the trend is still up. Within the last ten years
annual farm income has better than doubled. This year farm
families are spending more per capita than last year. They're
spending it for practically ever>'thing being sold on the air.
Why do early morning farm programs earn such substantial
listening in farm homes, build almost fantastic loyalty to
favorite broadcasters?
The answer is simple. Farm programs provide regular, fast,
accurate market, weather, and other data on which farmers
act to harvest or not harvest, store, transport, sell, etc., their
produce. Lack of such information may — and has — cost
farmers a fortune. Farm service programs help the farmer
(and his wife) to conduct their business day by day more
easily and more profitably. This is because so much of the

I
COUNT/

FAIR

reports are featured each fall.

KSDJ

covers San Diego evenj

business of agriculture — unlike other enterprises — depends
for its success upon a coordinated and continuing flow of instruction and information from numerous sources. Early
morning and other farm broadcasts are planned to provide
certain essential farm business information fi'lly and to make
the farmer aware of other available information important to
his welfare and where and how to get it.
It's no secret, of course, that the famous Blue Book* of the
FCC engineered an emphasis on farm program public service
by many stations. Despite FCC inspiration many of these
programs have won and are holding listenership.
Roughly half the farm directors of the nation's stations feel
entertainmcnl is part of their job. The rest strongly regard
their problem as "service" and nothing else but. This difference in philosophy makes for considerable difference in programing, but there's much experience to indicate that both
styles are desirable and that each has won its audience.
Some stations like KVOO (Tulsa), WLS (Chicago), WNAX
(Yankton), WHO (Des Moines), WMT (Cedar Rapids), to
name but a few, have won dominance in farm programing by
a consistent leadership over the years in working with
farmers and with governmental and educational agencies to
promote piogressive farming methods. It is true, nevertheless, that stations which do not place major emphasis on farm
service have developed eatly-moming farm broadcasts with
highly responsive followings.
The KVOO, Tulsa, farm department headed by Sam
Schneider sees its job as strictly service. Giving the farmer
all the information (adaptable to radio) he wants or needs is
only half the job a? KVOO sees it.
The farm staff reasons that in addition to selling progressive

MARKET

reports arc "musts". Harding (KELO,

Sioux Falls) interviews breeders

methods to the farmer himself, it's necessary to sell both the
farmer and what he's doing to business men and the public.
A great many decisions affecting farm prices originate in
factors outside the farmer's control. Other great farm stations
also run and promote their farm departments as a "cause."
When this is done successfully, farmers do more than swear
by their farm broadcasters — they buy by them.
When the Thurston Chemical Company built an Oklahoma plant they sent representatives out to promote a movement among State farmers to build soil fertility. Wherever
(Please turn to page 80)
•Popular tillr of a report usiird at "Public Sfnict netponsihililv of liroadeast Lieentt*$" by the Federal Communicalioru Commitsion in March 19/i6.

tli<' oliorcs ;*'o on and on ^
JUDGING

is farm directors' stint.

Stookey (KXOK,

St.

Louis) inspects chicks

f

HUMAN

.interest of growing old used by Sid Grieb (WCBC,]Ander$on,

Ind.)

FARM

IMPLEMENT

usage reports builds many a program for WGR

(Buffalo)

(filler-''? '••'"■'v.- 1 '^'7./'
Svi.*'"-"^

LIVESTOCK

MC'ING

Jl

competitions set standards and WBBM

MEETINGS

(Chicago) is in judges' ring

takes hours of agriculture directors' time. Typical meet above

COUNTY

AGENTS

TEST FARMS

Hin'

are top guests. WLAP

aren't usual.

WLW

(Lexington) interviews reach farmers

(Cincinnati) Farm is cultivated by Earl Neal
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It's Still possible to dominate
the programing of important
broadcasting stations. Dom-

inance isalso possible in TV. In fact it's
easier in the new medium for very few
TV stations are on the air as yet more
than 28 hours a week. (See Boston Bank
Buys TV Film, page 32.)
KOIL's station wagon is labeled Webber

Motors' Sportlog and travels to all sportscasts in Omaha

One sfX)nsor in Omaha, Nebraska —
Webber Motors, Plymouth and Dodge
merchant, one of the Midwest's largest
car distributors — decided that it wanted
to keep itself in the public ear day in and
day out. It wanted to reach as many

(top) Sportlog bows to sportsmen at introductory
banquet
(center)
Cardinals
games
in
summer Sportlog schecule too
(bottom) Such juvenile sports as
model plane meets are covered

adults as possible, though it had ver>little to sell and wouldn't have much to
sell for a number of years to come.
E. E. Webber, president of the organization, had considered using his advertising budget in a number of media and thus
reach a maximum number of Nebraska
residents. However, by the time his
budget had been cut up in many pieces
the dominance that Webber hoped for
wouldn't have been attained.
So auto-man Webber decided to spend
his money in radio only. Even in the
single medium there was the danger of
spreading himself thin. It was a temptation to use many varieties of programs in
order to reach man\' types of customers.
Again he found that his budget wouldn't
cover such a field. He had $42,0(X), a big
annual budget for a local advertiser, but
he couldn't achieve the outstanding effect

Sportlog blankets Oniaha
KOIL

coiitrac*t gives tlealer $«|ion§orMliip of all sporiM on station

he was reaching for by buying a little of of Webber Motors. The combined sports
this and a little of that. The budget schedule would be called Webber Motors'
wouldn't stretch far enough, and he'd Sportlog. From the contract signing
have to compete with national adveitisers time, Bob Steelman, station sports
director, would conduct the St^ortlog and
spending $20,000 on a single broadcast.
would be identified by a shoulder patch
KOIL came up with the answer — and
sold a $42,000 package. KOIL suggested which featured the Webber Motors' name
and the program title Sportlog.
to Webber that he sponsor all its sportWebber believes that practically everycasts. The station couldn't deliver every
sport at once, but at the expiration of the one is interested in one sport or another.
contracts current at the signing of the If he doesn't reach his prospects with the
Webber contract, all KOIL sports, in- home games of Omaha Knights hockey
eluding ones never previously broadcast team, local high school and university
by the station, would be the air-property athletic events may intrigue them. Golf,

tennis, boat races, midget auto races,
boxing, hunting and fishing, skeet championships, AAU swim meets, and the
home games of the Omaha Cardinals
(Western League baseball) are all Webber
Motors' Sportlog events. The Sportlog not
only covered the local eliminations in
model plane contests but Steelman flew
to Detroit to cover the finals of the
Second International Model Plane Competition. Sportlog was the only broadcast
program covering the event.
Typical of what KOIL is trying to do
(Please turn to page 60)

Bob Steelman, KOIL sports director, wears uniForm with Sportlog shoulder patch whether covering midget auto race or any other Omaha

sport
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^^ WBZ
$ales W.
manaser
Herbertprogram
Masse (risht)
to Shawmut
Bank's
agencysupervisor,
(Doremus)andexecutive
Charles Morse.
Sitting
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PICTURE STORY OF THE MONTH
^^^jjl^fcL The fact that the National Shawmut
^UIW^^ Bank of Boston is the Hub City's number
one TV sponsor is no accident. The bank
has pioneered new practices for financial institutions
ever since, 30 years ago, it inaugurated installment purchase of automobiles. It operates an airport bank and
nine of its 27 branches have drive-in banking facilities.
Direct returns are expected in part from the financing
of TV home-receiver sales.
Its vice president in charge of advertising and publicity, John J. Barry, presents a thrice-weekly Shawmut
newscast over WBZ, WBZA (booster station for Springfield), and WBZ-FM. It has won du Pont and Peabody awards. Walters. Bucklin, president of the bank,
personally took charge of research and experimentation
with the TV medium and arranged to go on the air the
very day that television was introduced to Boston by
WBZ-TV(9June 1948).
Boston ians can't view TV without seeing at least one
Shawmut presentation on Sundays. It sponsors a
newsrcel at 5:50 p.m., a Korda picture at 6-7:30 p.m.,
and later in the evening a news-of-the-week scanning.
It also sponsors a newsreel four other days weekly.
The Shawmut Bank thinks its TV schedule is in tune
with its reputation for progressive banking.
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'^ '^^ '^"^' pre-telecast prosram production detail. Run-throush is complete in each and every respect. Announcer Arch Macdonald
handles continuity, producer Paul Burggraf the musical bridses, and producer Tom Sawyer times the show and runs the projector
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cnti'ips in "few tome
for Spot" Contest
Winners

to be aniioiincefl in >ovenii»er i$[$$^ue

cast advertising find its true place in
New names for "spot" entered in
the sun.
sponsor's competition to discover a word
that will mean both spot announcements
As long as an industry's conception of
and spot programs run the alphabetical a name is small, the business it represents
gamut from "abbreviated broadcasts" to is thought of as small. Despite the fact
"zonex." They come from 645 men and that national advertising placed upon an
women who either use or make their living individual market basis is, from a basis
from broadcast advertising. A total of both of advertising results and importance
1,931 different names were entered in the to the industry, more vital than any other
competition. These names are, as spoN' segment of radio, it continues to be
SOR goes to press, still in the hands of the thought supplementary. Spot is a good
word but since it has grown to mean only
judges.
Making a decision to change the announcements it's a misnomer for the
nomenclature of a major phase of an entire field. Spot must be renamed to
industry is a serious matter and the 15 permit it to be recognized for what it is.
The choice of a name, as indicated in
industry figures who are selecting the
name which is to mean national broadprevious reports on sponsor's "New
casting on a market-by-market basis are Name for Spot" contest, is only the
making their decisions with this thought beginning. Once the judges have selected
in mind. They are looking over the 1 ,93 1 a winner, the industry will have to be sold
names to find a name which will help one on using the new name. It won't be easy.
of the most important segments of broad- The men who want a new name in use

THE JUDGES IN SPONSOR'S
J. D. BOWDEN
ftadio Time Buyer, Montgomery
LEE MACK MARSHALL
Advertising Manager
Continental Baking Co., New

Ward ^ Co., Chicago

York

CLIFFORD SPILLER
Sates 4 Advertising Manager
Franklin Baker div. General Foods, New

"NEW

NAME

quainted with the new term.
It's a longterm operation, this new
name for spot, but sponsor is committed
to making broadcast advertising an
easier and better-understood medium
with which to do business. Finding an
acceptable new name is a vital link in
attaining that objective.
The winning name will be announced
in our November issue.

FOR SPOT" COMPETITION

LINNEA NELSON
Head of Radio 4 Television Time Buying
J. Walter Thompson, New York
JACK HARRIS
General Manager, KPRC,

know that it won't be easy. The full
force of the radio and advertising trade
press will have to be placed behind the
campaign. Station representatives will
have to use it when working both with
stations and with advertisers. Timebuyers will have to be persuaded that the
new name is the answer to the misunderstanding of what national broadcast advertising placed market by market is.
Advertisers will have to be made ac-

H. PRESTO.N PETERS
President, Free 4 Peters, .Vew York
PAUL H. RAYMER
President, Paul H. Raymer Co., New

York

Houston

CLAIR R. McCOLLOUGH
Pr'sident, Steinman Stations, Lancaster, Pa

GUY HERBERT
General Manager
All-Canada Radio Facilities, Ltd., Toronto

CARLOS FRANCO
Manager, Radio Time Buying
Young 4 Bubicam, New York

HUGH TERRY
General Manager, KLZ, Denver

JOHN PATTISON WILLIAMS
President, Transcription Saler. Inc.. Springfield, Ohio

JACK LAEMMAR
Account Erecutive, Foote, Cone rf Beldimj. Chicago

JOSEPH BLOOM
President. Forjoe ^ Co., New York

FREDERIC W. ZIV
President. Frederic W. Ziv Co., Cincinnati

York

over-alt

There is no over'ail account

executives' lament. That's
because there are two general classes of
account men —the executives who "control" the advertising business of the
clients they service, and "service" executives who contact house accounts or accounts ofmajor executives of the agency.
The former group are close-mouthed
and are loath to voice complaints about
any form of advertising. They are generally policy men and they have, for the
most part, come up through the ranks of
one of the advertising media. Some have
worked for newspapers, some with magazines, and some with broadcasting. Their
former media interests are well known.
They also feel that advertiser-agency relations should be on much the same
ethical basis as doctor-patient or lawyerclient. For these and other reasons, topflight account executives tend to be
reticent about media relations.
Hedged around with "off the record,"
"I never said this," and "if you ever
quote me, I'll deny I said it," these agency
executives wish that agencies were free to
do a straightforward, honest, devil-takethe-hindmost advertising job for their
clients. Agency problem accounts are
those whose presidents are former adver-
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Uaiiiion men stress lack of selling
data on broatleast iMivertising.
anil on spot in particular

tising executives or who "have a relative
in the advertising business." Big or
small these account executives feel that
they have to be balance wheels between
the agency and its creative personnel and
the advertiser and its sales executives.
Broadcast advertising is one of their
greatest "burdens." "In no medium but
broadcasting do I face the executives of
my accounts with a sinking feeling every

Probhmis within own agency

Problems

1. Tlioro's
t«M)
showmanship

between

1. Few corporations look upon advertising as a
long-term investment

2. Kesearrh seldom produces the information
re(|iiired by an areoiint executive

2. Prestige
advertising is being forced to do
retail selling

little
c(M>rdination
and salesmanship

'.i. Proper
balance
between
long-lerm
and
sliorl-lerni thinking is seldom achieved
4. "Big" network productions are favored over
intensive spot campaigns
5. Publicity

is seldom

recognized

as account

prole<-ti«»ii
6. Plans
lM)ar<ls are
plans disrupters
7. aiul
riicrc's
t<H» little
cDiniiKTcials
36

generally

pretesting

the

of

with «*lients

•{. The broadcast advertising budget is the first
to be cut
I. Broadcast advertising is difficult to .sell since
it can't be seen or held
5. Radio is evaluated by clients on a personal
rather than an advertising basis

greatest

(). (.lients turn to spot broadcasting only when
there's an emergency

|>r«>grams

7. Few advertising forms pander to the vanity
of clients as much as a network nighttime
broadcast
SPONSOR

time I go into a session on a campaign.
I've had tough meetings on magazine,
newspaper, and billboard copy, but
they've been piddling compared to the
sweating I've done on radio programs," is
the way one account executive who controls $5,000,000 in advertising expresses
himself.
"There are," he says, "definite reasons
for this. Prebroadcast testing of programs isat a minimum, and since listening
is generally a developed habit, it's practically impossible to obtain intensive
enough testing to convince an advertiser
that a specific program is ideal for him.
When he is told by an organization such
as A. C. Nielsen that the average program
on the air delivers an audience which
differs little from that of the program that
is supposed to deliver his special prospects, he wonders, frequently, if he isn't
wasting his money. Moreover he can
hear himself, as he puts it, wasting that
money.
"Broadcasting is so mass-addressed
that it's very difficult for me, and I think
for anyone, to try to convince an advertiser that he isn't buying waste circulation. The fact that he is frequently buying listeners for his message cheaper than
he can buy advertising readers in other
media is lost in the tremendous quantity
of listening his program obtains. Too
many clients desire mass-appeal shows
which will reach only prospective buyers
of their products. Obviously that's not
possible.
"Some time ago sponsor published an
article headed 'People Not Homes Listen.'
It would be a great help to a number of
account executives if you were to pursue

this thought further. Give us definite
figures on who listens to our broadcasts
and the laments of account executives
will be reduced amazingly," was this
a.e.'s parting remark.
Another agency executive who "controls" the accounts he services bemoans
the expanding media field. "I pride myself," he says, "on boning up on every
new advertising form that's developed. I
ride herd on a number of food products,
and only 60 days ago I was asked to check
and make recommendations on giantmarket broadcasting. I had our radio
department check on the medium, and
they reported that it wasn't a national
operation and that there was very little
chance of its being national for many
years to come. When I made this report
to the food sales managers of my client,
they laughed, called me a huckster, and
pulled out a tear sheet of a report on
storecasting which had appeared in
SPONSOR. It gave figures on what the
medium was doing for one of their competitors.can't
I
blame my radio department too severely, since storecasting
wasn't a radio device until very recently.
I can't blame myself, because intensive
evaluation of any new or expanding advertising medium isn't done overnight.
At one moment you think that something
like storecasting is a whim, the next
moment you discover that it's a powerful
selling tool.
"It may sound amusing to many businessmen, but an account executive must
spend some of his time playing golf or
motorboating or participating in a number of other sports which give him a nonbusiness point of contact with client

Problems ivith the iiiediuiti
1. Radio ignores account executives except when it wants
to override radio department recommendations
2. No one in the industry has sold spot broadcasting as a
medium
3. Direct selling is frowned upon
4. There's little attempt to integrate TV into the broadcast picture
5. Rates continue to increase
6. There's too much use of research to sell radio and too
little use of research to help radio sell
7. Consistent publicity is the exception, not the rule
OCTOBER

executives. He has to be fairly good at
whatever sport he elects to play. That
takes time. There just aren't enough
hours in a day to keep in form for sports
and to keep up to the minute in all current advertising media as well. Frankly,
my golf has gone to the devil recently and
clients have been commenting about it.
They think I'm having trouble at home,
when all that's been happening is that
I've been trying to keep abreast of current events in the advertising business."
Even account executives who claim to
have "put the president of the advertiser
in his chair," have to worry about the
corporation's annual profit and loss figures. That goes even for one account
executive whose wife's family has voting
control of the great corporation wh :h is
his client.
"The fact that an executive 'controls'
an account doesn't make his life any
easier than that of a run-of-the-mill contact man," states the president of a relatively p^w adverf^^'i-.tf agency. He still
carries ; i; uirit n c sics and advertising
visuais personally to his clients. "No
single corporation in the United States
today has a product that is without the
threat of topflight competition. Even
du Pont nylon is expected to face the
competition of a yam with a new chem'
ical base within the next two years.
Plastics are being used to replace steel.
As a result, no business can sit back in
smug complacency.
"Though an agency executive may not
have to worry about holding an account,
he must worry about developing advertising which produces outstanding sales
for the client. It doesn't matter how big
an agency or an advertiser is. Size has no
comer on brains. One advertising man
may develop a more productive campaign
than the biggest plans board in the business. A responsibility is entailed in the
acceptance of an executive by a client as
his advertising agency representative. I
feel that the account executive who
'controls' an account must be even more
alert than the account man who services
it. "One of my biggest gripes is that
media salesmen fight for every dollar
being spent by an advertiser regardless of
the problems raised by the product.
Some sales promotional operations are
best handled by newspapers, for others
magazines seem best suited, and
still others cry for radio treatment.

I

Despite this I have yet to find an advertising space or time salesman who wasn't
prepared to swear on the Bible that his
{Please turn to page 122)
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Inter
The international market
must be something besides a
territory in which to sell merchandise.
That fact, after many >ears of laissez
faire, has penetrated the heads of most top
managements of big and little business.
Linet.of fans several blocks long awaited opportunity of seeing Havana's new radio center

Missing in this nation's intercourse with
the peoples of the world is an intelligent
public relations campaign by individual
business firms to sell American free
enterprise.
Export advertising generally is the
shoddiest of all American sales promotion.
Very little of it is done on a long-term
basis. Less than 5% of it has any continuing impact. Even labeling and packaging aie frequently inept. Despite
America's great polyglot population, very
little of its foreign language advertising

Studios are jammed with guests during gala debut of Gear Mestre's Cuban network headquarters

copy is checked by nationals of the country in which the copy is to be used.
Advertising in North Africa for an
international air transport line right after
the war featured the fact that the air line
was operating out of the red ink. Since
red ink is an expression that was not
idiomatically translatable in the languages of the countries where the advertising was being placed, the Madison
Avenue advertising geniuses used the expression "pink stain" in place of red ink.
It was only after the fact that the advertiser found out that "pink stain" meant
communist tinge throughout the Mediterranean countries.
In South America billboards were
spread with posters for a canned milk
with headlines — "Milk without Cows."
What that meant to the Latin Americans
is obvious. It made the product hilarious
in the wealthy homes that were not prospects for canned milk and unmentionable
in the homes where the product was trying
to open doors.

Coca-Cola's summer international shows fea.
tured Cuban tenor, Oscar Lopez (top left),

Santiago's amateur choral group added to the festivities at opening of Cuba's CMO
38

headquarters

Argentine's Amanda Ledesma (top right),
Brazil's Anjos do Inferno quintet (bottom left)
and Havana's
Martha
Perei
(bottom
right)
SPONSOR

I

national
Not only with the printed word has
American international advertising been
clumsy. Export broadcast advertising
has been notoriously uninspired. There
are exceptions, but by and large what has
been and is being aired throughout the
world to advertise American merchandise
isn't good business.
American business is just beginning
to recognize this. It is weighing the fact
that-, most advertising agencies operate

.

^illi

ii4'l\v4»rk

\vitli«lrav%al

fr<»iii I'oreiji^ii Im^IiIn
burden »i preMOiiliii^ 11. S.
story Ik now

their international divisions at a loss.
This doesn't mean that foreign offices of
American advertising agencies lose money
but that the export advertising departments in U. S. agencies do. McCannErickson, for example, was seriously
thinking, not long ago, of disbanding its
international division. Advertising rates
on most commercial stations throughout
the world are so low that the normal 15%
commission doesn't begin to pay handling

spon^^ors^

costs for programs and spots. Space rates
in many publications are also so low that
handling charges themselves exceed the
agency discounts.
There is only one way to overcome this
hurdle. That is to have export advertis'
ing handled by agencies on a fee basis,
rather than on the regular 15% media discounts. If the fee is adequate the agencies
will be able not only to hire more compe{Please turn to page 94)
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You can help yourself Ay hdping us. We art
revamping our entire continuity script service —
immediotely . Some programs will be retained —
some eliminated. We aim to make this service more
useful and profitable to YOU
but in order to
accomplish this YOU must cooperate.
Please answer every question as accurately and
completely as possible. In the open space for remarks,
speak up. If you have the time and your opinions
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in the histor>' of advertising. Radio's
greatest need now is local programs. Advertising managers dream of finding topquality audience-gathering shows in all
markets. They also have hopes of finding
these programs without budget-busting
talent fees. They want to use spot
broadcasting without facing the program
cost factors which have made using network time such a financial headache.
One factor which is helping to make
this dream ccme true is the evolution of a
16-year-old idea which is ccming into its
owTi from the standpoint of commercial
library.
programing - the transcribed music
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INSTRUCTIONS:
Lwted below are the titlea of the Lang-Worth continuity script
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Vaughn Monroe transcribes For Lang-Worth

Ln

libraries. But those who have discovered
some of the special ways in which such
libraries can be used have reaped a hand'
some return.
Hundreds of local sponsors have been
quicker to see the advantages of the
music library than national and regional
advertisers. Yet the almost unlimited
possibilities for commercial use of this
service have hardly been scratched.
Today a national advertiser can buy
music library programs — not just a
series of selections, but expertly programed music of network production
caliber— in practically any market. These
programs will cost the sponsor in most
cases only a little more than the charges
for station time — sometimes no more.
They have all the elements of network
programing except comedians and star
mc's. A sponsor can buy virtually any
type of musical program from opera to
hillbilly (within limits of individual station program policy) on almost any station. This is especially important because music by and large still gathers the
greatest listening audiences (out of 806
program directors replying to a recent
[fall 1948] survey made by Radio Daily,
ISA cited music as their top audience
gatherer). Music comprises 30-35% of
all network programing and an even
higher percentage of station programing.
The typical modem transci ibed music
library service is organized to give a
sponsor six elements:
1. Name talent.
2. Variety of talent.
3. Quantity of talent (provides for programing same talent indefinitely, often as
desired).
4. Network caliber scripting of programs based or library talent.
5. Flexibility and control.
6. High production standards.
Before WRCS, Ahoskie, North Carolina, went on the air a few months ago,
station manager P. G. Sewell sold five
(Please turn to page 112)
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How to read a TV rate card
WT

•

.-^

~^S2k^

The greater part of visual
^j ^''' aclvertising today is
Wt/Ki
^8^ handled as a spot operation .
Network TV, in terms of the facilities,
coverage, and circulation of network
radio, is several years away. The preparation of a national* campaign in the
visual medium today is a slow, often
frustrating, process of checking and
double-checking, TV station rate cards.
Television has added a score of new timebuying factors, all of them vitally important to advertiser and agency. There
are new terms, new services, and new
headaches for the man who pays the
bills.
Most advertisers leave the routine of
^wg^

media buying to their agencies. Estimates on TV campaigns are sometimes
days in the making and even then budgets
often must be revised at the last minute.
Accustomed to fast answers to radio campaign problems, advertisers ask why it
takes so much longer to deliver an estimate for a spot campaign in television.
The answer lies with the medium itself.
The cost of a radio program is a combination oftime charges and talent costs.
This isn't true in television. Advertisers
in TV are in somewhat the same position
as Broadway "angels." They are in show
business, and many of show business'
problems are now their direct concern.
There arc problems of rehearsals on-and
off-camera, set costs, make-up costs, costumes, film charges of all kinds, special
production effects, set-up and strike
charges, and a growing list of other TV
services. The only way to obtain a real
4S

cost figure is to start with a set of TV rate
cards. For many, TV rate cards are an
Alice in Wonderland experience.
Tom McDermott, of N. W. Ayer, who
has placed both spots and programs in
TV, summarizes his problem thus: "After
the campaign is decided, you take a copy
of Standard Rate and Data and prepare a
preliminary estimate. Then, you look in
your files for the latest rate card from the
stations you're going to use. You figure
out your costs all over again. If they
check, and very often they won't, you confirm the rate with the station rep or station itself. Even then, you still have to
get it in writing before you're certain your
estimate is right!" Another timebuyer, a
veteran of many years of agency radio
work, adds, "Even with 15 years' experience in radio timebuying, I still don't
know in all cases whether or not I have
correct figures in television. Sometimes
nobody knows what the costs are going
to be until the campaign is over."
Many leading advertisers will be using
film programing of various types in TV
campaigns this fall. It is a quick, if not
the least expensive, answer to the problem
of getting a start in national TV advertising, itis comparable in many ways to the
use of e.t. programs in radio. But there
are problems in the use of film that no
user of e.t. 's ever faced.
First, he can expect to pay a facilities
charge, in many cases, for the airing of his
film. Radio stations, almost without exception, no longer charge any special
rates for handling transcribed shows.
Film programs, however, require special

handling by experienced engineers and
projectionists. He will, in all probability,
have to decide between 16mm and 35mm
prints. The larger size gives him better
quality, but is more expensive and not all
stations have 35mm equipment. The
smaller-sized prints can be handled by the
equipment and personnel of all TV stations with film facilities, although this
isn't so indicated on all station rate cards.
For example, let's say a sponsor plans
to use a 20-minute program film, once
weekly, on ten TV stations in as many
markets. He has chosen a 20-minute
period because of the growing popularity
of the 10- 20- 40-minute segments in the
visual medium, and the 20-minute time
period's ability to fit well into a station's
program structure. Here are other problems he might face.
How a film will look on a TV receiver
depends a lot on what kind of equipment
a station uses in its telecasting of film programs. Some stations use the relativelynew image orthicon cameras (which work
fairly well under adverse light conditions
but with a loss of picture quality) connected with a film projector. t Others use
the older iconoscopes (which give good
quality pictures, but require more light)
and a projector. For a film to be scanned
with equally good results in all markets,
both advertiser and agency should know
in advance the type of equipment that
will be used. The adjustments in film
light value can be made in the film pro*As
nationwide as T\' rorerage can be at this stage in
its drretopment.
t^'lVnl IS scnnnrdlty a projector tiring fornsed on^h^ffens
of a speciat T\ camera.
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CHARGES

$75 for first hour.
137.50 for each succeeding consecutive half hour or any per
tion thereof for live studio shows Minimum rehearsal fee for live
commercial spot announcements — $37.50.

is full of hurdles

Six-lo-one ratio in studio rehearsal time is required except
where the nature of the program is such that, in our opinion,
a lesser rehearsal period will suffice
Use of any available studio and existing camera facilities
Film show rehearsal at 10°', of daytime rate

AGENCY

cessing laboratory. This factor can sometimes be determined from the listing of
station facilities on a rate card. Many

Commissions of 15% on time and rehearsal charges will be
allowed to recognized advertising agencies.

more stations don't make clear which type
of equipment they use for film work and
this has to be determined by contacting
the station or the rep.
With these questions settled, the spon'
sor's campaign moves into the buying
phase. The ten markets which the sponsor wishes to use are, let us say, Los

No other discounts

SPECIAL

Bills due and payable when rendered

FACILITIES

Rates for network stations, remote pickups, package programs,
participations, and for production services such as talent, sets.
costumes, film cutting and editing, are available upon request
Additional charges will be made for the production of the commercial message They will be determined by the type of
commercial treatment agreed upon and the amount of prep
oration involved

.Angeles, Washington, Philadelphia, Baltimore, Detroit, St. Louis, New York,
Cincinnati, Richmond, and Chicago. In
each market he wishes to do considerable
point-of-sale promotion. The considerations which the agency's timebuyer must
keep in mind will thus include availabilities, costs, facilities, and discount structures.
In Los Angeles, the first market on his
list, the advertiser has a choice of two TV
stations, KTLA (Paramount) and KTSL
( Don Lee). KTSL quotes time classifications of A, B, and C-class time. KTLA,
however, has a blanket rate for all hours.
KTSL lists a 13-week film rate of

COMMISSION

SERVICE

FACILITIES

In arranging and presenting programs, the service.s ol the
stations program department, a staff director, and the com
plete studio and technical staffs necessary to the presentation
ol a program will be supplied without charge Additional
charges lor programs requiring special production or originating outside of station studios.
arges for the services of staff announcers upon request

A.

The rates quoted herein are subiect Ic
change without notice

B.

This card is for informative purposes only.
and does nOt constitute cm offer on the part
of the station

(Please turn to page 123)
C.

All classifications of accounts enioy the
same rotes
Spot announcements and participation
features may t>e moved to other periods if
available and as arranged by station
manager upon 24 hours notice. Starting
lime of announcements determines rale
classification.

1- Sometimes rehearsals are mandatory
2- It's seldom a'lowed on all charges
3- There are a lot of "specials" in TV
4- Service charges must be checked

The ratio of commercial time to program
time IS determined largely on the interest
value o( the commeraal for the majority of
viewers. The standard times, from which we
1 30
too
may depart on occasions,
are as loliows
1:15
5 Minulci
5 Minutei Newj

All programs and advertising copy ore
subject to the approval of the station
Program material must be submitted 48
hours in advance, not counting Saturdays.

6- Time charges change as often as monthly
7- Few stations contract for a year

Sundays, and holidays, to SIS Madison
Avenue.

8- Ra'e protection varies with outlets

Maximum

length o( contract one year.

Nighttime
1<X>

10 Mlnutm Newt
15 MinutM
.

i 15

1 5 Minulet Nevn
K Minutei

215
300
43:15
30
9<»

2KX>

2:30
6-00
2:30

3O0

30 AAinulei

2:45

WABD

Traiunutler and buAiness ofiice at
SIS Madiion Arenue. New York 22. N. Y.
Telephone: Plaza 3-9800
Studio fccilitiet ol lofln Wanamaker

Store.

9th Street al Broad'woy.
G.

Advertisers are protected on rates for 13
weeks beyond the effective date of the
neit rale increase

Note:

A m^ WABD

i

2:00

to Minutet

eO Minulei

5- Commercial time is still flexible

Daytime

New

York. N. Y.

A 0IVISK3N or JMl /klilN I OU mOnf kis

rate card Is efFettive 1 October

INC
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Don't guess about
pur coninierdals
Listener Arousal is charted by stylus on graph

AroiiNal syjiiteiii giv<^s sponsor S€*ieiififie test
Millions of broadcast advertising dollars are wasted because spot and program commercials are
used without testing. The advertiser who
uses a pat slide rule is operating about as
much in the dark as is the producer who
uses no guide at all. These are among the
conclusions reached by Walter Wesley
during his first 50 research studies of
broadcast advertising for advertising
agencies and clients. Wesley, who is
President of Gilliland, Ranseen, Wesley
and Ragan, reports that the only sure
method of testing response of listeners or
viewers to broadcast advertising is by
charting the automatic responses rather

the Gene Autry program was "lowbrow"
and that she wouldn't be caught listening
to the Wrigley-sponsored western program. Her instinctive reaction, as recorded bythe galvanometer, indicated an
amazingly high response every time Autry
was introduced or sang. Faced with her
own graph she admitted that she thought
that Autry was one of the greatest singers
of range music she had ever heard. She

than by subjective research. "Once a
person is asked for his or her reaction the

added, "Gene Autry can sell me anything." Had this woman been on a panel

response

*An pleolrical tiovicc whirh
(^motional n'^poii.'^o. •

over-all

TIME IN SECONDS

is reasoned,

not

instinctive,"

says Wesley. "We have any number of
examples where the subjective response
was completely contradicted by the respondent's galvanometer* tape."
One woman with a high business and
piersonal I.Q. reported that she thought

nie.isurcs involuntary

of any research stud>' which did not use
an electronic recorder of emotional response, she would have been reported a
nonlistener to Autr\'.
Wesley calls his measurement of response to advertising the Arousal Method.
Recording of people's emotions through
measuring nervous response is not new.
When a person is stimulated there is a
spurt of sweat in the palms of his hands.
This sweat changes the electrical resistance of the skin and the galvanometer
measures this changing resistance. The
greater the emotional response the greater
the swing of the stylus on the tape which
records the respondent's emotional reaction.
The galvanometer was first used in 1890
and first employed in advertising research

in 1927. Wesley got his idea of measuring
objective advertising response while he
was a student at Northwestern University. After leaving the Navy early in
1946, he persuaded his professor at
Northwestern, A. B. Giiiiland, to supervise the building of a supersensitive
galvanometer. The machine was designed byEmil Ranseen, another Giiiiland
student at Northwestern. The three
were joined by Arch B. Ragan, another
psychology major (Yale), and the firm of
Giiiiland, Ranseen, Wesley and Ragan,
Inc., copy and commercial broadcast
advertising testers, was bom.
Acceptance of the Arousal form of research has not been rapid. There have
been some articles in the trade press
about the "palm-sweat measuring" research but advertising generally has
looked upon the device as a fad. The fact
that Sherman P. Lawton, Coordinator of
Radio of the University of Oklahoma, has
a number of graduate students working
with a like device, seems to emphasize the
industry's skeptical approach to "measuring emotions," as some called it, and
"radio's lie detector," as others labeled
the device.
Despite the slow start, facts have begun
to raise their heads. Commercials which
have high Arousals produce top sales response time and time again. Printed ads
were tested by the Wesley method and
then keyed and used in split runs of
magazines and newspapers only to prove
that the better the Arousal the more
effectual the ad.
An Arousal test was made of a Hudnut
face powder advertisement headlining
"Don't look older than you are." Most
advertising authorities have set 30 as the
age level when women become conscious
of a "youth" appeal. The Arousal report
indicated that women
start worrying
With electrodes attached to palm and forearm, listener hears commercial and has

emotions recorded_on graph

90
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about looking older at 25. This was a
key as to where the advertisement should
be placed. Information like this saves
thousands of dollars and increases advertising response as much as 50^^Arousal resea ch is research into the
emotions of the individual. Wesley says
it is impossible to do emotion measuring
on a collective basis. (University of
Oklahoma has been measuring the emotional responses of 25 people at a time.)
Each person responds to stimuli at a

SECONDS
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20

25

RANSEEN,

WESLEY

AND

RAGAN

INC

sona interviews — conferences which uncover what caused each reaction, as far as

different rate of speed. Since Wesley's
system is aimed specifically at measuring
individual variations in response, bulk
measurement would clearly be impossible
for him.
Measurement of commercial impact is
of greatly reduced usefulness unless there
can be pinpoint correlation between the
emotional response and its specific stimulus. Another vital reason why each
person is tested individually is that the
Arousal Method of research calls for per-

ANNOUNCER

SINGING COMMERCIAL

1947, BY GILLILAND,

0

the psychologist and the subject can discover. (Since emotional response cannot
always be traced without hours of delving
into an individual's past a certain area o
Arousal response is frequently left uncharted.) Ifan attempt had been made
to test a panel of women of various ages
on the Hudnut powder question the
under-25^'part
the topanel
would have
(Pleaseofturn
page 102)
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is Toby David^s

HOBBY
, , . in the
Detroit Market!

TOBY DAVID

he

disc jockey with a thousand voices, and his
cast of fun'inakers! A great disc show headlining music and Toby's big list of wacky
dialects goes on CKLW each weekday morning
6 to 9 a.m. Toby handles a commercial cleverly
. . . while he tells his listeners what to buy, and
big'name network shows with nationally marketed
product ... for men, women, or the home, Toby
abilities are being rapidly taken up. Write, wire,

50,000

WATTS

. . . SOON!

where. He's set sales records on
products. No matter what your
can do a real seUing job! Availor telephone at once!

To keep ahead oj the expanding

needs of this ynar}{et . . . to encourage a greater loyalty to public service, and to
strengthen our already enviable position with listeners and advertisers, CKLW
will soon broadcast with 50,000 watts. The Detroit Area's best radio buy will
then pac\ a new selling wallop beyond duplication m this region!

Guardian Building
Detroit 26
j. E. Campeau
President

V

CKLW

Adam J. Young, Jr., Inc.,
J^ational Representative
H. N. Stovin 6? Co.,
Canadian Representative

5,000 Watts Day and Night— 800 kc— Mutual Broadcasting System

OCTOBER

1948
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4<tatiij« report no. 2

dive-away quandary
Give-dways appeal to the 3ambling
instinct. The public is served best
when attracted by the quality of
entertainment rather than by the lure

Uiiy-aii-aiiclien«*o
Ireiiil i»>» 4*iirroiillv
re^ilricted hy iulra-iucliistry aetiou

bein^

of gain.
JAMES LAWRENCE FLY
AUontey, Ex-Chairman, FCC

We don't need the FCC to tell us
what is right or wrong with programing. What we need is clarification
of the word "buy"
code.

in the NAB
EUGAK KOBAK
President, MliS

Until the FCC has had an opportunity
to clarify the situation, NBC

will

accept no additional give-away
programs. Programs which depend
primarily upon elements other than
entertainment, educational and news
value for their acceptability are a
detriment to the industry.
NILE TRAMMELL
President, NBC

We believe give-away shows arc
part of the American tradition of
playing games. Proof of their entertainment value is the size of the
audience

hold.

which

they gather and

CHARLES IIARRELL
Hattern Program Manager. ABC

What's needed is a saner attitude
toward the size of jackpots, rather
than industry regulation. The public doesn't have to listen.
WILLI VM G. MIIRI'HY
President, V. I. P., Inc.

Shows earn rating because they're
entertaining. Stop the Music gets
high ratings in Canada where we
don't make give-away phone calls.
MAKK (;(K>l>SON
Producer, ".Slop the Music"

48

The Mutual Broadcasting
System has led the trend
away from programs that are designed
purely to buy audiences. The huge jack'
pot type of program, with little entertainment but a great appeal for those looking
for something for nothing, will be no more
on MBS stations starting 1 January. At
that time the National Association of
Broadcasters Standards of Practice become effective for the four networks.
Even before the effective date of the code,

over-oil

MBS's "big money" program. Three for
the Money, was taken off the air; The
elimination of this give-away show was
decided on by Edgar Kobak, president of
the network, despite the fact that a number of advertisers were interested in
sponsoring it.
The forthcoming decision on what
constitutes a lottery on the air by the
Federal Communications Commission,
which was expected some time in October,
will not be reached much before December. The hearings originally scheduled
for 10 September have been set back to
some time in October. The NAB has
been vacillating, first praising the FCC
move to eliminate give-away programs
and then denouncing it as an invasion of
the program rights of stations. It will no
doubt present a brief attacking the Commission's attempt to regulate this type of
programing. Although much of the industry feels that giant give-away programs are bad for broadcasting, the
Association feels that the FCC rule opens
the door to further program regulation
and this the Association must fight.
Both ABC and CBS are expected to
present briefs on the subject to the Commission. The fonncr has over $2,000,000
in business hinging upon an FCC decision

concerning the use of telephones in contest programs. Stop the Music is the first
hour-long program to make ABC an
audience contender with NBC on Sunda>s and it is to be expected that ABC
will not surrender this program without a
battle. CBS would not be as hard hit by
an FCC order barring telephone games,
but considers that the right of networks
to program in what they see as the public
interest would be hit by an adverse FCC
program ruling. The CBS Hit the Jackpot, sponsored by DeSoto-Plymouth
dealers, has been very successful, though
most program producers think it has less
of the lottery slant than most of the big
give-away productions.
NBC, as already stated, is awaiting the
Commission's decision before making
plans. It has used the pending action as
a reason for rejecting further programs of
the lotter>- t>pe. NBC's Truth or Consequences, whose Miss Hush and Walking
Man actually started the trend, will have
another giant promotion this season.
Every legal precaution was taken, however, before the first "mystery voice" was
used by Ralph Edwards, the program's
owner and producer, and there is little
chance that the TOC 1948 game will be
construed as a lotter\ by the FCC or
anyone else.
Independent stations which have been
worried about their local games have
taken heart with the Post Office decision
that Tello-Test is educational and not a
game of chance. Literally hundreds of
versions of this game are current on stations all over the U. S A. and a decision
barring it would have affected hundreds
of sponsors. It is expected that the FCC
will not rule a game a lottery if it has been
I Please turn to page 64)
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Aiere's an advertiser who is interesred in coverage.
And, he is one of a number who are using The KMBCKFRM Team! The KMBC-KFRM Team is the only single
broadcaster to completely cover the actual Kansas City
trade area. This comprehensive coverage is specifically
designed to give the advertiser an economical means of
reaching those millions of consumers who look to Kansas
City as their trade capital.
With programming from Kansas City, The Team has a
potential audience within the proved 0.5 mv/m contour,
as illustrated, of 3,659,828 people ... all important consumers in this rich Heart of America market.
The KMBC-KFRM Team provides, too, for the first time,
valuable service to the listeners in this territory. Market
broadcasts come direct from the Kansas City Stockyards,
grain, poultry and produce quotations are right up to
the minute, and practical programs on agricultural
problems are daily features direct from The KMBC-KFRM
Service Farms.

T/ie fCMBC-fCFRM learn Serves 3,659,828* People
» 1940 Census

7th Oldest CBS

Affiliate

KMBC
OF
OWNED
OCTOBER

Programmed

KFR
Represented Nationally by
FREE & PETERS, INC.

KANSAS
CITY
5000 on 980
AND

OPERATED

from Kansas City

BY

MIDLAND

For Kansas Farm Coverage
5000 on 550
BROADCASTING
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...at local station cost
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* M maio rimgett ..Jut tk nHcle cmies on!
Hack in I9.il, Sian Boynton coined the name "Spot"'
jor Scott Howe Bowcn, Inc.. a.s a means to identify

Throui^h the intervening; years, however, the brainchild of Boynton and Bowen lost its original meaning

concentrated broadcast in<i in selected markets, ''via

— and now the industry heralds a .second christening.
But though the old name changeth, the vehicle,
''via transcription," still carries on as the best means
to promote .sales in individually desired markets.
Today Lang-Worth is foremost in the sincere drive
to revitalize this method of national advertising.
Therein lies the phenomenal success of the Lang-

transcription" as opposed to the 'general plan oj network hroadcasiin^i. Back in 19.^1. C. O. Lanjilois,
President of Lan^-Worth Feature Pro;.;rams, Inc.. was
\;cnerat manai;er of the transcription division of Scott
Itowc Bowcn. Inc., which produced the vehicle that
made "Spot" (I) a hi-^hly succe.'^.sful form of hroadcastiui; for the national advertiser, and (2) provided a
lucrative income to radio stations.

Worth plan: "Network
Station Cost.""

Calibre Programs at Local
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Broadcasters are welcoming a revival
of full-scale national and regional
campaigns on selected stations via
transcription. This powerful method
of broadcast advertising grew to

ship by announcing a special commercial program service for advertisers and agencies.

Today, after 6 months, LangWorth affiliates are servicing 618 individual advertisers with tested programs ofnetwork calibre ... at local
station cost.

maturity in the early '30's but withered on the vine through lack of
leadership. Recently, modern Argo-

conducting

nauts of Advertising "rediscovered"
this direct line to consumer sales—
and the revival is in full swing!

Sales have been phenomenal —
automobiles, groceries, dry goods,
tires, drugs, insurance, jewelry, paint,
shoes and radios are being advertised and sold by Lang-Worth programs .. . .and paid for with money
that was formerly spent in other media!

Two years ago Lang- Worth read
the "signs" and began preparations
to assist the Industry in a revival
that was inevitable. April 1, 1948
it emphasized its position of leader-

Foremost in the series of special production
shows offered by all Lang-Worth stations are:
Int

tAVALbALIt Or MUSIC! Big-time entertainment, written and produced
with tailor-made precision. Features 35-piece pop-concert orchestra and 16voice chorus under the direction of D'Artega. Spotlights a galaxy of all-star
guest acts, such as Tommy Dorsey, Anita Ellis, Vaughn Monroe, the Modernalres, Tito Gulzar, Riders of the Purple Sage, Frankie Carle and many others.
Acclaimed by advertisers as the most dynamic musical show on transcription.
30 minutes, once weekly.

THROUGH

THE

LISTENING

GLASS:

Adventures in the wonderland of
Music!" Another brilliant Lang-Worth production starring the radiant voices of
the "Silver Strings" under the direction of Jack Shaindlin. Features weekly appearances ofthe renowned Lang- Worth Choristers and a carousel of guest vocalists
Dick Brown, Joan Brooks, Johnny Thompson and others. Program is a kaleidoscope of your favorite music . . . written and performed with dignity, grace
and glamour. 30 minutes, once weekly.

THE

EMILE COTE GLEE CLUB.' one of the most commercial units in radio
today, based on the consistently highest Hoopers of any transcribed feature.
This celebrated all-male Glee Club of 16 voices— with soloists Floyd Sherman,
Stanley McClellan and Percy Dove— boasts a completely different and arresting
"sound". . . in a repertoire of more than 200 well-known standards, pop-tunes
and memory melodies. Program has "class-appeal" to the solid buying class
and meets the demand for "across the board" programming. 15 minute shows,
5 times weekly.
For full listing of Lang-Worth affiliated stations, contact:

\^

mm-VimJ^ctwork
in

feature programs, inc.

STEINWAY

57th

Calibre Programs
at Cocal Station Cost

HALl,

113

WEST

ST.,

NEW

YORK

-19,

N. Y,

Local T\' broadcast advertising is setting the pace for the industry.
Taking the business placed in July as overall base, August business
rose 19.1%. June was 18.7% under July. There were 20 stations reporting inJune, 26 stations in July, and 29 in August. Not only was
more advertising placed in more cities but in sponsor's constant base
ofT9stations in 10 cities there also was a steady increase locally. June
index was 47.6, July (the base) 58.3, August 64.6. Network TV business
was off in August, down to 98 from the July base of 100. It was also
off (from 58 to 51 j in the lO'city sample. National and regional spot
slid down in August from July to 94.5 — off 5.5. The fixed national and
regional spot sample showed a greater decrease, from 77.5 to 66.4.
Food spent over 25% of the money invested in network TV, with automotive dealers spending almost as much locally.

Based upon the number of programs and announcements placed by sponsors on TV sfafions and indexed by Rorabaugh Report on
jTelevision Advertising. Business placed for
month of July 1948 is used for each base
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vJ^n its endeavor to bring Detroiters a diversity of entertainment, WWJ-TV,
Michigan's first television station, has added weekly televised broadcasts of
the Detroit Symphony Orchestra to its ever-growing list of program features. CompliInents received from the thousands of television set owners in Detroit attest
to WWJ-TV's perfection in technique during the first broadcasts of the Symphony.
It marks another milestone in the progress of WWJ-TV, which, in its second
year of operation, has already become an effective advertising
medium in this multi-billion dollar market.
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KMLB

The Canadian Listener Speaks

KEY TO RICH
NORTHEASTERN
LOUISIANA
MARKET
• MONROE
LOUISIANA

ACTSF
KMLB serves a
ilollar market

100 niillion
loaded

with

high-powered buying incomes
I let capita . . . wide range of
iichislry and diversified iarning. KMIjB has more listeners
II northeastern l^ouisiana than
ill other

stations

combined.

5,000 WATTS DAY
1,000 WATTS NIGHT

AFFILIATED WITH

American Broadcasting Company

Rcptctcntcd by

Taylor-Borroff & Company, Inc.
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Recent surveys among Canadian listen'
ers by educational and radio groups, reveal a pattern of thinking which in part
parallels their intellectual U. S. counterparts. In their aggressive backing of
privately owned broadcasting stations
versus the Canadian Broadcast Corporation, they differ from dialers in the 48
states because there is no similar condition with which the latter could take
issue.
In a survey conducted by I. O. D. E.
(Imperial Order of the Daughters of the
Empire), 979c of the respondents stated
that the independent stations perform a
very necessary public service that could
not be given by the CBC. Replies stated
that the place of the local station is as important as that of the local newspaper.
In the same survey a question was
asked if the licensee (and all Canadian
listeners pay a license fee) were in favor of
the Canadian Broadcasting Corporation

commercials on food and drugs to the
Department of Pensions and National
Health in Ottawa, the report before the
Commission seems to have been slightly
exaggerated. The 1. O. D. E. survey reported a good portion of the respondents
felt annoyed at "pressure advertising" on
the part of personal hygiene, patent medicine, and soap advertisers. Their negatives on these commercials must be
weighed by the fact that one of America's
most accepted service-type of commercial,
Bulova Watch Time, was voted "becomThe
five U. S. programs liked most by
ing an irritation."
the I. O. D. E. respondents were The
Metropolitan Opera, Lux Theatre, The
Album oj Familiar Music, Charlie McCarthy, and Fibber McCee and Molly.
Their Canadian-produced favorites were
Singing Stars of Tomorrow, The Toronto
Syiriphony, hockey broadcasts. The Happy
Gang, Week End Review, and Capital
Report.
Many children's programs were disliked. Three programs that parents
wanted dropped were Green Hornet,
Superman, and Boston Blackie. All three
are deeply beloved by the Canadian

assuming complete control over all broadcasting. The response was a definite
juvenile audience.
"No." Ninety-six per cent were of the
An I. O. D. E. summary of the suggestions and recommendations for improving
opinion that the Corporation, as it is referred to, exercises too much control now. Canadian radio service included:
The majority stated that they feel that
1 . Commercial time be cut 50% •
competition between independent sta2. Crime and mystery stories be retions and the government controlled operserved for the late evening.
ation keeps both systems on their toes.
3.
News
news commentar>' be
Despite their desire for the independent divorced fromand
commercial sponsorship.
station operation, 75% of those who
4. Soap serials be discontinued and
answered the I. O. D. E. survey considered that the CBC maintained a better that there be fewer serials with a "triangle" aspect.
balanced program structure than the
5. Gcod music programs be expanded
privately owned stations. They felt there
to 30 minutes.
was too much entertainment on the pri6. Fewer Western hill-bill\ programs
vately owned stations and not enough
be broadcast.
service-type of airings.
Most of their other suggestions were of
Sixty -five per cent of the respondents to an education programing nature.
this survey stated that while they apWhile there has been a great deal of
proved ofadvertising on independent sta- anti-advertising propaganda in the States,
tions they did not approve of the amount it is far less than there has been in
of time devoted to commercials. The Canada, where government ownership is a
other 35% approved of the allotment of real threat to private enterprise. To suih
commercial time "since it is the station's a degree is this true that there is a continuing public opinion poll to determine
only
of revenue."
Howsource
far anti-advertising
sentiment has Canadian consumer feeling about many
gained in Qinada is seen in a recent rcf-Xirt of the great corporations operating in the
before the Royal Ontario Commission on provinces. When the report indicates
education. This report stated, "Scientific that an individual corporation is sinking
experts have found that only 6.36% of the in public esteem, there is immediate public relations action in Canada. The
radio commercials e.xamined are true."
The report did not state how many comfavorable reaction to primercials had been examined and what respondents'
vatel\' owned radio stations in Canada,
type of product claims were tested. Since despite the fact that the>' have to pay a
in Canada it is necessary to submit all
{Please turn to page 66)
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audience ... We're proud of
the WFAA Early Birds ... the
Southwest's oldest breakfastto
type show now in its 18th
year. And the Birds is only
one of th le many fine shows
custom-built by WFAA
sell for their sponsors

^^ geea tbey

WFAA
DALLAS

Represented Nationally by
EDWARD

PETRY and COMPANY

820 NBC 570 ABC
TEXAS

QUALITY

NETWORK

Radio Service of tlie Dotlo* Morning
By the Order of the F.C.C., WFAA

OCTOBER

News

Shores Time on Both Freijyencies
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brings a neHV

Willis Brothers Trio, the novelty songs of Annie Lou and

half-hour of fast roinedy and gay folk imisic to Radio —

l)ann\ . vocalist Donna Jean, and the famous Hometown

HOMETOWN

REUNION"

featuring Eddy Arnold. "Atnorira"? No. I Folk Singer," as
emcee of thr nations lop troupe of hillbilly entertainers.
("fi/7//;oa/(/" reports Eddy Arnold first on juke box
records in 1948!)

Band and Choir.
But these aren't all the elements that make "Hometown Reunion" a potent package for the advertiser who
wishes to reach and please multi-millions of customers at

Backing up Arnold is the sparkling, salty humor of

low cost. Traveling and originating in major cities across

Whitey Ford, the Duke of Paducah. together with the

the country, the program also delivers superb local mer-

HOMETOWN REUNION'/.,
the new network hillbilly program
• ••coast-to-coast on CBS
• ••available for half-hour,
or quarter-hour sponsorship*

chandising opportunities for its sponsor and his dealers.
"Hometown

Reunion" is available for sponsorship

Mighty close harmony features

10 to 10:30 p.m. Saturday night, as a half-hour program

each program as three local
barbershop quartets

or in quarter-hour segments.

It is a "natural

f

the advertiser who wants to "make hay" after the
sun shines. For full information, see CBS.

A CBS PACKAGE

PROGRAM

also compete each
week to qualify in
a national contest.

Mr. Sponsor Asks
"Since c*li€»ckiii«i national sales figures can be a
slow j>ro<*<'ss. Iiow can an adverliser determine
<|iii<'kly the sellin*^ efficacy of liis network spot,
or leN'visioii eoninu'reials?"
John Feinstein

The
l*H*k4Ml

to dcor-to-dcor surveys, but generally
without the use of recordings. They can

l*aiiol

aiiswors
Ulr. Feiiij^leiii
The determinaticn of the effectiveness of ccmmercials is seme'
times difficult
when an advertiser is using seV'
eral media. But

be used as a pretesting index to institutional or product advertising.
(4) Other Methods — There are various
consumer jury testing methods, some
using special equipment, which measure
preferences in listening and the degree of
"like" or "dislike" toward a commercial.
With regard to the last, I have found,
in several years of agency research, that
selling effectiveness is generally higher
among people who say they dislike a given
commercial than among similar groups

who say they like it. This doesn't mean
that advertising must be irritating to be
effective. But much of the dislike is
primarily, effec- based on repetition factors, and not on a
tive commercials question, primarily, of good taste.
are the result of
There is no general rule for determining
effectiveness.
However,
I
considerable agency<lient experience in commercial
broadcast advertising. Before starting on believe that the closer the research is to
the actual production of commercials, it "actual cash register sales," the greater
is also necessary to know general business the degree of reliability it has in proving,
conditions for the particular gccds, in a relatively short space of time, the
services, or ideas being sold, as well as potential effectiveness of commercials.
Wilson J. Main
consumer buying habits and the advertising dene by competitors.
Vp and Research Director
Once past this stage, there are several
Ruthrauf & Ryan, N. Y.
research m.ethods that can aid an advertiser greatly in determining commercial
efficacy :
Here at the
(1) Sales Area Testing — This involves
Wade Advertising
the use of test markets. Factory shipments or dealer sales are closely checked;
Agency we have
several ways of
ccrrm.ercials are tried out. Since the
checking our radio
competitive advertising picture may
ccm.mercials. One
change before market tests are comthat we have used
pleted, this method is not always accurate.
successfully from
(2) Awareness Tests — These measure
time to time has
the degree of remcm.brance for a commerbeen a free mail or
cial. Dcor-to-dcor surveys are made,
premium offer.
using portable record players and spot reFrom
this
we
determine
the relative pullcordings (with spcnsor's neme deleted).
They also provide an index to the degree
ing power of the station and the effectiveness of the period in which we are putting
of product usage ernxng listeners and nonlistcrcrs.
these anncunccm.ents. Network comm.er(3) Opinion Studies — These are similar cials are carefully evaluated in two con58

Advertiiing Manager
Schutter Candy

tinuous research figures which we watch
periodically: ( 1 j Minute-by-minute listening charts from the Nielsen Radio Index;
and (2) the Skrhwerin Research Qjrporation which evaluates listeners' likes and
dislikes in programs and commercials.
There is no substitute for sales insofar
as judging the effectiveness of radio commercials isconcerned. This is the onl>
true yardstick in the final analysis; thus,
we also try to determine from past sales
experiences those commercials which are
effective in sellingour customers' products.
Louis J. Nelson
Media Director
Chicago
Wade Advertising Agency

In completely
nontechnical and
nonresearch language, by
the question posed
Mr.
.^

,

,. ^^-«fc^

Sponsor seems
"doozy."
to
me to This
be isa
the blue plate

special in research.
The question is
really three questions — network, spot,
and television— and we would have to use
three separate approaches to answer
them. The word "quickly" bothers me a
little, too. Therefore, I will confine m\'
remarks to one of the questions — the determination ofthe "efficacy" of a network
commercial operation.
Given a network program with a
reasonably coherent commercial policy
and sufficient time to establish an audience, think
I
we can work out a means of
determining the effect of the radio advertising on the consumer by means of comparative behavior studies (with respect to
buying or brand preference) between
matched samples of listeners and nonSPONSOR

listeners. How quickly? About six to
eight weeks.
If proved listeners to the program have
absorbed the sponsor's message and are
prone to buy the product to a greater extent than a similar sample of nonlisteners,
the indications are that the program is
doing a job for the sponsor. If this becomes a trend, as evidenced by successive
checks, he should be a happy man. If
this does not prove to be the case, either
the program is not a suitable advertising
vehicle, or there's something wrong with
the commercials. Programs are selective
by nature, and the program might select
listeners who are npt prospects.
The matching of samples is extremely
important. Listeners and nonlisteners
must have the same proportionate characteristics with respect to age, sex,. buying
power (income level), size of community,
and exposure to at least one other advertising medium in which the sponsor has
invested money. These requirements, of
course, might vary greatly according to
products. The controls, for example, for
soapless detergents would be different
from those established for a survey of
cigar buyers.

A third of a BILLION DOLLARS
ain't qifaifa!

Because research, so far, is still an inexact science, subject to many variables
and conditions, those of us in the business
have to make sure the limb is sound
before we crawl out on it. I'm not trying
to dodge the issue, it has me completely
surrounded, if Mr. Feinstein wants a
final and definitive answer to his allinclusive question, he should consult the
oracle at Delphi. However, if he recognizes the limitations — theoretical and
practical — under which market research
must operate, he can obtain very sound
indications of the effectiveness of his commercial radio efforts while a campaign is
still on.
We have made considerable progress in
solving this problem through our radio
impact studies a careful personal interview and inventory approach involving
buying habits and brand preferences
correlated with radio listening. Through
the use of matched sample techniques on
a truly national scale we have been able
to arrive at some extremely helpful
answers to Mr. Sponsor's question about
network radio. Our experience in this
field leads us to two important conclusions:

#what
Here's
a farm audience with the wherewithal to buy
it wants.
We have two good reasons for saying "WFBM covers
this plush farm market effectively." Programming —
and Harry Martin. Harry is our///// tiwe Farm Editoi
— and he's a genuine /t/rwer's Farm Editor, because
he is a farmer. Harry's on the air six days weekly,
early morning and midday. (His "Hoosier Farm
Circle" is 1 2 years old.)
Programming.'' Lots of farm
local events and personalities.
farm audience likes. Complete
(WFBM was first in this area
weather information!).

MARTIN
HARRY

Editor

Farm

news — prices, trends,
Music — the kind our
weather coverage
with hourly reined

Thirty-seven Central Indiana counties produce in
the neighborhood of// third of a BILLION DOLLARS
of farm income. These counties are the ones in which
WFBM is credited with coverage of 10% or higher.
(In 13 of these WFBM registered 50% or higher.)

WFBM

is "First in Indiana" any way you look at it!

1. Each research job must be custom
tailored to the individual problem and

BASIC AFFILIATE: Columbia Broadcasting System

2. How such research is to be implemented and the final interpretation of its
results is still up to Mr. Sponsor.
Re-

Represented Nationally by The Katz Agency

OaOBER

1948

Associated with; WFDF

Flint — WOOD

59
Grand Rapids — \i' EO A Evansville

search

is no substitute for advertising

judgment.

Sam H. Northcross
Vp, Audience Research, Inc.
New York
If this question
had been asked me
a year ago, I could
not have offered a

Yes — WHIZ floods Southeastern
Ohiowith an average evening share-ofaudience of 64.6% (Conlan Survey
week of May 23, 1948).
Here's a new high-water mark of
audience domination — a "plus value"
for all WHIZ advertisers.
Morning, afternoon and evening
WHIZ averages 62.2% share-of-audicnce . . . proof of the results of top
local production and popular NBC
programs.
Buy the station with
the BONUS
audience.

satisfactory answer. But, concur.«^^^| rently with doing
a very large volume of program
testing, the
Schwerin System
has been working experimentally on
measurements of commercial effectiveness; and we now have useful and highl>
usable techniques that we have applied
successfully for some of our clients.
There is no way of directly stud> ing the
sales effectiveness of commercials. But
there are certain desirable attributes of
commercials that, we have every reason
to believe, are related to sales.
For example, many of our clients are
interested mainly in having their commercial content remembered by as many
people as possible. Others are especially
concerned with achieving a high percentage of belief for their claims.
What we have been developing, over a
considerable period of time, is a group of
accurate yardsticks for measuring recall,
believability, and various other attributes
of commercial effectiveness. This has
been feasible because of large and representative samples gathered at our panel
sessions, and the length of these sessions
(one and a half hours or more) which can
intervene between the audience's hearing
a commercial and their attempts to
recall it.
Some of the results have proved to be
of great benefit to advertisers. One advertiser discovered a formula where he
could get 50% more of the people to remember the claims an hour and a half
after the\ were made. Since this advertiser is spending $4,000,000 annuall>- in
radio advertising, it is apparent that a
50% increase in initial remembrance of
his message is worth quite a bit to him.
The questions which we are answering
for clients include:
1. How

represenie

John €.Pedrson Co.
60

does a 30-second spot announcement compare with a 60-second
spot announcement for remembrance?
2. What sound effects are best?
3. How
straight?

does dialogue compare with

4. Musical vs. straight?
5. Is a message better remembered
with a single sales idea or a number of
sales ideas?
6. Under what conditions are specific
claims believed if certified to by authorities? By "typical housewives"?
Etc.?
The list of questions on which we are
working for individual clients is practically endless. We don't hold that we have
all the answers, but we do feel that real
strides are being made in measuring commercial effectiveness — the "pay-off" reason for the sponsor's being on the air.
Horace S. Schwerin
President
Schwerin Research Corp.
New York

WEBBER

SPORTLOG

{Continued Jrom page 31)
for Webber Motors and Sportlog, the sectional 1948 American Legion Baseball
Tournament held in Lewiston, Idaho, was
broadcast from 7:30 p.m. to 10:15 p.m.
Omaha's entr>' in the Tournament was
playing the Yakima (Washington) entry
at Lewiston. Omaha won the sectional
game and Sportlog followed the team to
cover the "Little World Series" at
Indianapolis.
Webber has very little but service to
sell currently but there's hardly a family
in Omaha that isn't already conscious of
the Sportlog although it's been on the air
only since 22 April. On that date a halfhour program was broadcast from a
banquet held at the Omaha Athletic Club
in celebration of the birth of Sportlog.
Congratulator)' wires from sports authorities as well as coaches and athletic directors came to Webber from all over the
Nebraska area, and far beyond it.
Wherever there's sports, the Webber
Sportlog is found. That means not only
Bob Steelman with his now-famous
Webber ^Motors' Sportlogs houlder patch,
but the KOIL special event station
wagon which is plainly labeled Webber
Motors' Sportlog. Often special banners
are used to proclaim to all and sundry
that Sportlog is covering the event.
Naturalh' the station wagon is a Plymouth.
KOIL feels that the impact of the campaign isonly beginning to be felt. UTien
station manager William J. Newens,
working with sales manager Forrest H.
Blair and production manager Virgil
Sharpe, sold the package, he stressed the
fact that the full advertising value would
not be realized until the public had had
(Please turn to page 64)
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KHmo

(full coverage of tlie
Hannibal-Quincy tri-state market)
IMPORTANT

TO TIMEBUYERS:

KHMO sells in 42 counties in Iowa,
Illinois and Missouri.
KHMO sells 6 counties in Iowa, 12 in Illinois end 24 in
Missouri . . . and advertisers get audiences like this:
Retail

Radio
Families
r
-I- **

Iowa . . . .
Illinois. .
Missouri .

$106,721,000
190,035,000
256,126,000

39,770
81,470
118,720

Total

$552,882,000

Sales*

239,960

Source: Sales Manaserrent 1947 Survey of Buying Power
** BMB 1948 Radio Families.

KHMO,

the only station in prosperous Hannibal, is an unusual

sales-tool . . . located 120 miles from St. Louis, It serves an area that is
"independent"

sales-wise, yet rich enough to produce volume buying in 3 states.

KHMO's power reaches every segment of this tri-state market clearly,
especially during the daytime buying hours, and completely blankets
Hannibal, Missouri and Quincy, Illinois day and night.
National advertisers find that when they sell in the Mid-West

KHMO

(1) delivers 42 counties in 3 states
(2) delivers a market worth $552,882,000
(3) delivers results at reasonable rates
(4) delivers listeners NO other station can
National advertisers find that KHMO's
KHMO's

loyal audiences coupled with

merchandising program and expert showmanship

mean sales!

National Representative— John E. Pearson Co.

cMu^^iuk£cA!j^tuxytA

SERVING THE RICH
TRI-STATE
AREA

SOOO WATTS
lOOO
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These
are strong
statements
that carry
tremendous
weight
with
prospective program purchasers ... if supported by facts.
And facts
we have in abundance . . . high Hoopers, congratulatory letters, expressions of real
appreciation
by advertisers
themselves,
actual
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in sales. Singin' Sam presents a unique
opportunity.
For never in radio's history has there been a personality
like 3ani . . . never betore a program series with such an outstanding
record of major sales successes unbroken
by a single failure.
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[Continued from pane 60)

J

the /wing is toW

ample time to get the full impact of the
program frequency and the over'all coverage. "The success of the package," declared Newens, "will depend on the faith
and cooperation of sponsor and broadcaster in striving to reach an objective

inKansasC^

Thus far sponsor and station have
worked together as a team. The agreetogether."
ment is as much a joint promotion as it
is a broadcast contract. Whenever a
promotion possibility has suggested itself
Sportlog has been on the job. For example, when the Omaha Cardinals presented bicycles to six winners of a KOIL
Wheaties contest, Sportlog broadcast the
event from the ballpark.
Some of the events aired might raise a
professional sportsman's eyebrows — but
they all have audiences and they all reach
men and women who may some day want
to buy a car. On 20 June Sportlog with
Bob Steelman covered Omaha's public
park fishing contest foi; boys and girls
under 16. The junior fishermen's form
might not have won the plaudits of adult
anglers, but the human interest was out of
this world. The sideshow feature, The
Jimmy Lynch Death Dodgers, may not
have been strictly a sports event, but it
made great air copy — and after all.
Lynch's drivers were using Dodges.
E. E. Webber feels that he's already on
the way to reaching his objective, i.e.,
that whenever Omaha thinks of sports

Troubles, Mister?

they'll think of Webber Motors. Few
sponsors would be willing to back a contract like this to the tune of $42,000 and
few stations would be willing to sell all
their sports to one firm. On both sides

With sales problems, you don't need a sympathy
chit-you need WHB!

it's putting all the eggs in one basket, and
there has to be a great deal of mutual

Reach and sell the golden Kansas City Marketland
at rock-bottom rates which include expert assistance in merchandising and promotion.

trust.

GIVE AWAY

IN KANS4

JOHN

JOHN
MUTUAL
64

NETWORK

• 710 KILOCYCLES

DAVIS

T. SCHILLING
CfN(<Al

BLAIR
• 5,000

^

MANAGE*

&

^

CO.

WATTS

QUANDARY

given a clean bill of health by the Post
Office.
While over 30 new give-away programs
are being offered to sponsors at present,
there is comparatively little advertiser

Setid for complete coverage data and join other
smart media men in the Swing to WHB!

DON

♦ * *

(Continued from page 48)

Powerful WHB dominates the incredibly wealthy
Midwest, puts an end to advertising worries.

10,000 WATTS

In Omaha it's working.

NIGHT

interest in an>
program which hasn't been
broadcast
previously.
Give-aways on the air at present arc not
lotteries as most Washington attorneys
see them. The moral considerations and
the possibility that the FCC will view the
matter differcntlj from said attorneys
have combined to make fall 1948 a season
in which entertainment rather than
* * *
gambling has the edge.
SPONSOR

^
^

WHN IS NOW...

* + -K*-K*->c*-K-K "CALL LETTERS OF

THE STARS" -K^-K + ^-K*^*

NEW MILLION DOLLAR STUDIOS at 711

-K-K-k-K-K-K

WMGM

— FM 100.3 MEGACYCLES

OaOBER

1948

FIFTH

AVENUE

LEO IS PROUD of Metro-Goldwyn-Mayer's own station
in New York . . . of its magnificent new studios — the most
beautiful in America
of its sensational new programming
plans that will bring WMGM audiences Hollywood's most
glamorous stars! For the best in music, sports and news
. . .for great entertainment, the call letters are now WMGM!

H M *■ -^ M -t^ ■¥• ■¥.
50,000 WAHS
1050 KILOCYCLES
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CANADA

SPEAKS

and Alan Young, as soon as their talent

{Continued Jrom page 54)
licensee fee wKich is supposed to cover the
entertainment and education which they
receive on the air, is a tribute to the promotional job which the independent stations of Canada have done with their
hsteners. It is, however, a constant fight.
I Generally, despite their fervent nationalism, Canadians listen to the top U. S.
programs in preference to local broadcasts. They realize that local talent can't
be paid very much and they are resigned
to losing their top men like Percy Faith
\\

is recognized. The\' would like very much
to have a number of top Canadian programs fed to U. S. networks so that the
boys at home could be paid a big enough

^status report
NBC's Code

NBC's latest code is the nearest thing
to a Radio Program Good Taste Dictionary
yet formulated. It is cross-indexed so
that any continuity clearance department
of an agency or advertiser can find out for
itself just what is acceptable on most
stations and networks.
While it is not effective until 1 January
say if there's a willingness to make U. S.
1949,
many of its rules and regulations
radio in Canada a two-way rather than a
have been in effect for many years at the
one-way operation.
senior network. There are others which
are new and important to advertisers.
These include:

salary to keep them in Canada. A campaign isbeing planned for next Spring to
bring pressure upon a number of U. S.
corporations which have big Canadian
subsidiaries to originate at least one of
their programs in Canada. Problems
of unions, etc., can be worked out, they

Mora WALL PAPER
SUSI£,P011T«E

Shoppin' list f

1. No programs will be faded off the
air without an explanation. NBC will
explain why, if it's forced to edit a program while it's being broadcast.
2. There will be no middle commercials
tn any NBC news programs.
3. If the tag-line of a gag is a commercial product the entire gag is advertising.
4. All mention of product names on a
give-away or quiz show will be charged
against the commercial time of the program. (This it is felt will materially cut
down sponsor desire for a great jackpot
of give-aways.)
5. "Warm-up" material, used to entertain studio audiences before a program
goes on the air, must be as clean as broadcast continuity.
6. Cowcatcher and hitchhike announcements are not prohibited but the\' must
be within the framework of the program
and not appear to be outside of the show
itself. On this point Niles Trammell,
president of NBC made a special point.

JL ou

betclia, we-uii»> in tiie Red

Said Trammell, "even though the commercials do not exceed the commercial
time allotted, the mere multiplicity of
product mentions serves to leave the
listener with the feeling that more than a
reasonable amount of time has been con-

KiviT \'alley do everything big scale!
."^hoppiii', furiiiiii' — speiidiii* tor all
kinds uf things.
Musi be we "listen big," too — and to
WD A Y. Here's proof: This Spring; an
advertiser on Vl'DAY ran a lest campaign using 30 lop-notc-li radio stations in eleven states in Mid-America.

sumed by advertising. That's neither to
the advantage of broadcasting nor the

It v»as a "boxtop-prcmium"" (ilTVr, and
at tiie end, WDA^ hcadc<i the list
«itli a .<!.027 iifcriipi- aist-piT-ordcr ! The
average for all the i>ther .'{() stations >»a» ^•l.K.'S about 18 tintrs monthan WDA Ts cost!
If you

want

to hear

more

about

UDA^ 's 26-\car-old abiliU l<> j;cl
buying action from folks in llu'>c
parts, just ask I- rcc iNi Tilers lor the
facts!
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FARGO, N. D.
NBC

• 970
5000

KILOCYCLES
WATTS

fmkhimMt
{"vp-

sponsor
of the
program."
7. What
applies
to radio will apply to
TV also. (This is with limitations since
no one knows what can be classed as a
visual commercial at this time.) Said
Trammell on this point, "I don't think the
Texaco Star Theater would be any less
entertaining if it were performed before a
backdrop of a Texaco 5>ervice Station, yet
that might be classed as an hour long commercial undermanual
present isradio
standards."
The NBC
available
from the
network for the asking. It's a good book
{Please turn to page 70)
SPONSOR

gitrr

USE
YOUR
SLIDE
RULE

ASK

FOR WRVA

DIARY

FIGURES

• How many homes listening?

• How

W

many people?

• Are they Men, Women,
Adolescents or Children?

• Do they read daily papers?

IN

Sunday papers? All these

VIRGINIA

and many

other data are

developed

by the WRVA

Diary Study for the WRVA
seventy-six county 50-100%
area.

^vvv^

Buy time
WRVA

in Virginia

Diary,

measurement

on

Hooper

a factual basis . . . use the
Reports,

you like and

the answer

WRVA

OCTOBER

BMB.

Apply

any

will be WRVA.

RICHMOND AND NORFOLK
IN VIRGINIA

1948
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si'oiir n.oTiiKs
Sl'UiNSUK:

I ..M.I 11 ( ..Inliil.ia

CAl'Sl l.r: ( \>l

\(.l

IIISIOK^:

77j/.s />o.s

3IVI»S

N(.'^ : I'l.i.r.l .lirr. ,

SPONSOH:

Siit-iuiniii-.'

In^i-U-s tlcpnilllKltl

store usvtl ii sin<>lc (uir-iiiiiiulf spot, mslina >\)0. mi ii Sim-

i\\'>[ I.KCASE

(lav i-iciiinii IrlcntsI (HilH) i>.m.) oicr K I I. I /« m7/ l.i'ii.\

tlitin .'yJKIO tflfiisitm rt'cfiii-rs in \f'n- ) uric, ti ) alf prtiffssttr appt'ttrt'tl as a fiut'sl an a prtifirain ttnd tlcnitmstralt'd

mid nfsirin jdchrts.
I'lioncs
initiirdidlciv alli'i tin- Irlcnisl.

ucir scl uj) to Uilic orilcrs
Iullimiiiii llir tiiiiKUinc)--

incnt. 90 units, til S/i.'/) catli. ui-ri' (iidcrril In l( Icplioui .
The iw.xt d(i\. ciioii'ili (iddiliiiiial i>iii<li(isi's itcrc ittddv in
prrson tnimddr
grass to SI 200.

dircctiv to the trlcaist to hriiifl the salt's

K TLA, Los Angeles

I'|{()(;H\M:

I -miniiU- s,,.,i

IllsroH^:

II hilf ihrr,' iirrr ^lill Jt-ittT

a fttldiufi filt)hc tjj the uorld. It ntisn't a ctinmu'rcial as such
hitt lilt' try Lt'fif>Hf inifiiltir fiaii' the jiritc (SI ) anti laid his
rifiit'rs htm they ciiuld tihtain his filatM'. I Iw dt'intmstrtition
tlrciv 2 1 a traceable orders, tjr one order for t-rery 2.'i TV homes.
W VRI). N.«

^..rk

PHOCR

\M: .Sj>ot <l<>muii-lriilioii

TIRES
SPONSOR:

AGEN(JY:

Firestone Tire

SwftMie> a Jame"

CAPSULE CASE mS'JORY:
During
one
telecast
ttj
"Americana.^' ichirh lirestone sptmsors tin 7 1 at the
same lime thtit it hrtuitlcasis "The I oite ttj Firestone" on
\BC. a plastic coat hook uhichjits over the retir nindoiv oj
fi car uas offered free. J ietcers had to go tti their local
lirestone dealer to obtain the htitik. In Hit hmiind. I irginia. where the program is seen over II 7 1 R. the f irestone dealer ordered the give-antiy in large tjutinlilifs three
limes hit. uas never tilde Iti fill the tlemtind.
WTVR,

FLOKIST
SPONSOR:

AGENCY:

Placed direct

CAPSULE CASE HLS'I < )|{ ^ : I rtink's. ajltirisi and nursery
•iUf>[>ly start . htis been usin^ ti ut'ekly three-minute sfxit tin
Kl LA's "Shttfifiiufi at Home" to demttnsirate jitncer
tirran fling and lt> sell plants. To test listener sales response,
a marine gitibe fitmer holder, costing S3.95. uas tifjered tti
phtine custt>mers only. Though the store clttsed a half-httur
lifter the hrtxidcast. 30 orders nere received before closing,
an aiertige ttf ttne per niiniile.
K I LA. Los Angeles

PROGRAM:

"Shopping at Home"

.\i*i*iJ.\.>rEs
^n )N>< »l<:

\1orl

* \\"-l I.K CASE

SPONSOR:
CAPSULE

Beacon Camera Co.
CASE

HISTORY:

AGE.NCY:

Placed dire.1

On Sundtiy I August at 7:32

p.m. Kuss Davis, mc on Chicago's first timateur hour.
tiffered a Pash-etjuipped canierti. hull), tmtl gadget bag. a
S29.H() value, til Sl5.9r>. In luti minules he utis sivamjietl
icitli phone calls and hv H p.m. alien the program left the
air phtine tirders had tirliveretl a profit that covered the
shtiu's entire cost. Mtiil tirders tleliiered further profit
(hat justified Beacon's sponsoring the telecast.
W BKB. Chicago

SPONSOR:

PROGRANl:

"The Knickerbocker i^hov* "

Virginia Driskill

AGENCY:

Placed direct

II hell II I 11. -il Hint tin the

air. Mart Farr utis tine <if the first spimsurs using spot anniiunffiiifiils. Later he titltletl programs, until iitm he has a
\liiiii on Iflei isiiin [iraitittilly every day of the iifek. Farr
has iised a •slniight selling ctiiiinierciiil from the very beginning tmtl .s(/\N llial II is ctisliiig him less per stile than any
other meiiniiii useil in lite pti^l. I.verv prfseiiltiliaii tin the
air can be tlietl.fti tigitiiisi sales ii\ in in it ^ ft ft r titlver-

tising.
WF[I--T\.

"Americana <,)iiiz"

IIRESSES

Karr

lll^ln|{^:

PROGRAM:

CAMERAS

SIJI*1*MES

Frank's

Richmond. Va.

I'lul...l. I,.l,i;.

I'|{<)(;i{\\1:

\.i.i...i.

CAPSULE C.4SE HIS'JOH^ : In an effort Iti atld a touch of
e.xclusiveness. I irginia Driskill sfumsored a one-time telecast tif a ten-minute fashitm film. W ithin ten minutes
after the presenttilion. 20 phone calls uere received til the
studio commenting on the program and Miss Driskill had
ten calls at home u ithin a half hour. No attempt uas made
at direct selling liul Miss Driskill ctnilinues to have neu
customers icho nienlion llitil tliev stiic ' her
slioic.
WMAH. Baltimore
PROGRAM: Fashion film
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NBC's CODE
(Continued Jrom page 66;
for every advertising manager to have
available when thinking about broadcast

WIP

j advertising. True in many sections, like
those devoted to product acceptability,
give-away (buy-an-audience) programs,
etc., it is stricter than other networks. If
a program can pass the NBC book, it can
be safely said to be acceptable on any
station or network anywhere.

stataiN report

Jn*oduces

Classical Music Survey
While there are many continuing surveys of popular tunes, there is very little
done to rate the classical 'music tastes of
listeners. In part this is due to the
limited number of stations on the air in
the United States that cater to dialers
who are articulate about liking good

From

one store to five since 1935 . . . the

fjratifying record of Adams
I'liiladelphia.

Clotlies of

J)iirin{; these 13 year> the l)i<:gest ad\«'rtisinn; effort of Adams Clothes has heen
WII'"s lioiir-I<>n<; "C'moii "n* Danee'" projrram of popular music from 11 to 12 six
nights weekly.
Traceable sales for men's clotliing . . an
eminently satisfied client I

I sired by advertisers through the three B's
of great music (Beethoven-Brahms-Bach)
and others is WQXR, New York, the
New York Times station. Its secret lies in
its founder, John V. L. Hogan, having
been willing to wait years until listening
to WQXR had become a habit with
hundreds of thousands. It was a slow
process but one that has paid off for
Hogan and the New York Times that
purchased the station and its FM affiliate
from him. Listening habits are not established quickly. It is perhaps more difficult also to create a listening habit among
a select few. any select few, than it is
among the great mass of listeners.
One of the comments made by musical

Pli Uadeiphia
by
Basic Aiutuul

EDWA

IID

\aiiunaily

l»ET

RV

haven't produced any great indications of
j audience
responsiveness
to block-proI gramed
good
music.
The one station which has made a
notable record of reaching an audience de-

WIP
iteprvHPnted

music.
With the growth of frequency modulation stations, it was expected that more
broadcasters would program the classics.
However, the several attempts thus far to
do so, notably in Washington and Boston,

& i O.

authorities, in a recent "Mr. Sponsor
Asks" forum on music, was that listeners

y

to good music don't write letters. That
isn't true with WQXR today. It not only
has a plenitude of mail but it has an advisory board of listeners, 4,600 strong,
who report to the station on trends in
symphonic music. There can be changes
in listening desires even for the classics.
{^Please turn to page 74)
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1

NBC
Albuquerque
Beaumont
Boise
Buffalo
Charleston, S. C.
Columbia, S. C
1
Corpus
Christ!
Davenport
Des Moines
Denver
Duluth
Fargo

KOB
KFDM
KDSH
WGR
WCSC
WIS
KRIS
ViOC
WHO

Minneapolis-St
New York
Norfolk
Omaha
Peoria-Tuscola
Portland,
Ore.
Haleigh

CBS
NBC
NBC
NBC
ABC

KVOD
WDSM
WD AY
WRAP

Ft. Worth-Dai
Ilonolulu-llilo as
Houston
Indianapolis
Kansas City
Louisville
Milwaukee

ABC
CBS
CBS

ABC
NBC

KGMB-KHBC
KXYZ
WISH
KMBC-KFR.M
WAVE
WMAW
XTCN

.Pa

KFAB
AXMBD-WDZ
KEX
WDBJ
WPTF
KSDJ

Boanoke
San Diego

KSD

St. Louis
Seattle

NBC
CHS
AHC

Television

Ft. Worth-Dallas
Louisville
New York
Louis
St.

CBS
ABC
NBC
CBS
CHS
C.W^

KIRO
WFBL
WTIII

Terre
Haute
Syracuse

ABC
ABC
CBS
NBC
ABC
ABC
IND
ABC
CBS

WMCA
\XGH

ui

ABC-NBC
CBS

WBAP-TV
WIMX
WWF-TV
K.<I)-TV

ADAPTABLE
RADIO
D 'o you

liave a new product, a new
sales-appeal, a new merchandising idea
you'd like to test? National spot radio
can do it for you — moje quickly and
economically.

night owls? Housekeepers or career
girls? By a wise choice of stations,

Do you have a product that sells more
readily in rural areas than in cities, or
vice versa? National spot radio can
give you more concentration where you
need it, with less waste.

After sixteen years of pioneering in

Do you want most to reach men,
women or children?
Church people or

FREE

programs and time of broadcast, national spot radio can give you more of
what you want, at loiver costs!

Bull's -Eye Radio, Free & Peters knows
practically everything there is to know
about the adaptability of "national
spot." And anything we know is yours
for the asking. What can we dig out
for vou, now?

& PETERS,

inc.

Pioneer Radio and Television Station Representatives
Since May, 1932

NEW
ATLANTA

DETROIT

CHICAGO

YORK
FT.

WORTH

HOLLYWOOD

SAN

FRANCISCO

UICPO
Oi/

CLASSICAL
There

MORNING

SUN. AFTERNOON

TO

SAT. DAYTIME
JULY

C. E. HOOPER

Represented by the BRANHAM

eight years between

yet all of the symphonies with the exception of one (Sibelius' First) which appeared in the 1940 list of favorites also
appeared in the 1948. The first two held
the same position this year that they did

EVENING

ACCORDING

were

WQXR's last survey and its 1948 study
on classical music desires of its audiences,

AFTERNOON

Oi/

MUSIC SURVEY

{<Cjon\in\ked jrom page 70)

REPORT

COMPANY

Affiliated with the
CINCINNATI POST

in 1940, Beethoven's Fifth and Ninth,
which were first and second both times.
Among the 25 symphonies were eight
by Beethoven, four by Brahms, three each
by Tschaikowsky, Schubert and Mozart.
All other composers had one selection each .
In the concert music field, Beethoven
also ranked first in 1948, while eight years
ago it was Tschaikowsky, now ranked
sixth, who led the concert hit parade.
Beethoven had five selections rated in the
first 25, but numerically he was led by
Bach who had six mentions. Brahms had
four mentions and the balance of the 25
were for individual selections. Only
Tschaikowsky, Rachmaninoff, Chopin,
and Mozart had two mentions each.
WQXR fans rated eight selections as
worthy of being in the concert hit parade

a Scripps-Howard
station

class this year that weren't mentioned
among the first 25 in 1940. In the symclass there
that ago.
didn't
make thephonictop
rankingwere
eightsixyears

5000
WATTS

DAY and
NIGHT

LOOK

AT OUR DIAL POSITION !

WVNJ reaches people in North Jersey and New York City
right smack in the middle of their 25-year-oId Hstening habit.
No fishing around — no hooking the wrong
<t^^
^IJI f^T

kilocvch' hy mistake.
'ioii just look up our thrifty rates in SR &
DS — or better still make sure you have our
rale card — and you'll be amazed how little
of your money it takes to buy 5,000 watts
day and night.

NEWARK

BROADCASTING
IVON

45 CENTRAL

B. NEWMAN,

AVENUE

CORPORATION

Genera/ A^anager

•

Mitchell 3-7600

NEWARK

2, N. J.

WQXR inhas
there's
an
audience
Newproved
York that
for good
music.
Music authorities are certain that there's
an audience in any compact metropolitan
area for. the classics. They don't believe
that it has to be brought to any metropolitan area by a station which is 100%
programed for lovers of music. It is
possible, they believe, to select certain
hours which are not top listening hours
and to program, them with something
besides popular tunes. Listeners to good
music eventually will seek it out, it is
claimed. Even Ted Cott of WNEW,
New York, discovered that this popular
music station could find itself a special
audience by programing concert music at
an hour when other stations were programed for the great mass of listeners.
Sponsors are waiting to see what will
happen to disk jockeys who spin serious
music, like Deems Taylor and his newly
transcribed series. Taylor has a popular
following, he has acted as commentator on
a number of popular musical programs
and has a fine reputation as a composer of
opera. He was for years a mus-ical critic
on the old Neu' York World and seldom
becomes esoteric. His success or failure
as a classical disk jockey must depend to
on listeners to good music.
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Times More People Listen To WPTF

In This Market Area Than Nearest Competitor
The greatest love story in Radio Diary history was uncovered

Surveys,

by Audience

Inc., in their 1948 LISTENER

DIARY STUDY of WPTF's 62 county, 50% or
more day and night BMB coverage.

In the daytime, WPTF is a 9 to i choice
over its nearest competitor, and a 13 to 1 over its
second closest competitor.

Here's the tale of" listener devotion in brief:
For the entire week (day and night)
Listeners prefer WPTF over all competition
at all times. WPTF ranks first in audience in WPTF is first station by 8 to 1.
every single broadcasting quarter-hour from
^"""'P^'^' <i'"''^' «" ^^^S LISTENER DIARY
sign-on to sign-off, seven days a week! STUDY
available from WPTF
or FREE
&
In the evening, WPTF is a 7 to 1 choice peters, inc. Findings include sets-in-use, station
over its nearest competitor, and a 13 to 1 over its ratings, share-of-audience, net weekly audience, audisecond closest competitor.
ence flow and composition by quarter-hours.

MORE

PROOF

The Number

THAT

. . .

One Salesman

In North Carolina^ The South's
Number One State, Is * . •

WPTF
Raleigh, North Carolina

50,000 WATTS NBC

NATIONAL
OCTOBER

1948

REPRESENTATIVES:

FREE

&

PETERS,

AFFILIATE
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INC.

• • • two years iii
This reporl deals briefly with I he aiuaxiii<i:
acceplanee aeeorded oiie Irade magazine during
its first two years.

It presents facts.

Frankly, it is designed to help you
evaluate SPONSOR'S place in your
1949 trade-paper promotion.
Cold facts: SPONSOR, in its first two years, published 1057 editorial pages geared 100% to sponsors,
prospective sponsors, and their advertising agencies.
Advertising pages totaled 985 (706 of them during the
second year). Full-time personnel increased 100%.
A Chicago branch office was added. Sales representatives were appointed for Los Angeles and San Francisco. Paid circulation (at $5 a year) was achieved^in
thousands of nationally-important firms.

Editorially: SPONSOR stayed glued to its policy of
designing and writing every word of editorial content
for buyers of broadcast advertising. With a single
exception, every article was staff -researched and
staff- written. No puff -stuff was permitted. The
average i.ssue contained more than 30 subjects, ranging from "Block Programing" to "Skippy — a remarkable spot story," from "Are Timebuyers Appreciated" to "How Esso Uses News Spots," from "TV
Diary" to "Station Representative Study." Contests on the air, radio by industry categories, business
and personnel changes relating to radio. Network

In SPONSOR

advertisers have discovered the ideal medium

for bringins

their messages to the attention of timebuyers, account executives, radio
directors, advertising managers, heads of sponsor firms, and top station
executives.

Following

CFRB. TORONTO
CKLW, DETROIT
KCMO, KANSAS CITY
KDKA, PITTSBURGH
KEX, PORTLAND
KFAR. FAIRBANKS
KFI, LOS ANGELES
KHMO. HANNIBAL
KING. SEATTLE
KIOA, DES MOINES
KMAC. SAN ANTONIO

are some

who arc regular contract advertisers:

KMBC. KANSAS CITY
KMLB. MONROE
KOIL, OMAHA
KOMA. OKLAHOMA CITY
KQV, PITTSBURGH
KQW. SAN FRANCISCO
KROC. ROCHESTER
KSJB. JAMESTOWN
KTUL. TULSA
KVOO. TULSA
KWFT.
WICHITA
FALLS

KWKH. SHREVEPORT
KXOK. ST. LOUIS
KYW. PHILADELPHIA
WAAT, NEWARK
WABD. NEW YORK
WAGA. ATLANTA
WAPO. CHATTANOOGA
WBBM. CHICAGO
WBT, CHARLOTTE
WBZ. BOSTON
WCAO, BALTIMORE

COMPARAGRAPH were re.searched and charted
month after month. The emphasis was on solid
usable facts, on giving advertisers and agencies an
appreciation and working knowledge of .spot, network, TV, FM, FAX.
The payoff came in the form of reader response too
good to believe. But before long station representatives noted the same phenomena. Unexpectedly, reports of agency-advertiser enthusiasm came to us
from Lew Avery of Avery- Knodel, Gene Katz of the
Katz Agency, Bill Randa of Weed & Company, Ed
Shurick of Free & Peters, Wells Barnett of John Blair
& Company, Don Cooke of Donald Cooke Inc., John
Pearson of John E. Pearson Co., Fred Brokaw of
Paul H. Raymer Co., John Cowden of Radio Sales.
Said one, "They're calling SPONSOR 'the trade
paper click of 1948.' "

Ur.ique format: fitting the buUseye editorially was
the big reason, we felt, for this overwhelming acceptance. But we weren't forgetting the importance of
our unique, attractive format.
We'd designed

WCCO. MINNEAPOLIS
WCON. ATLANTA
WCPO. CINCINNATI
WDAY, FARGO
WDBJ. ROANOKE
WDNC. DURHAM
WDRC. HARTFORD
WDSU, NEW ORLEANS
WEEI. BOSTON
WFAA. DALLAS
WFBL. SYRACUSE
WFBM. INDIANAPOLIS
WFBR. BALTIMORE
WFCI. PROVIDENCE
WGAN. PORTLAND
WGAR. CLEVELAND
WGBS. MIAMI
WGTM. WILSON
WGY. SCHENECTADY

WHB. KANSAS CITY
WHEC. ROCHESTER
WHHM. MEMPHIS
WHIZ, ZANESVILLE
WHK. CLEVELAND
WHO. DES MOINES
WIBC. INDIANAPOLIS
WIBK. KNOXVILLE
WIBW, TOPEKA
WIND, CHICAGO
WIP. PHILADELPHIA
WJBK. DETROIT
WJR. DETROIT
WJW. CLEVELAND
WKDA. NASHVILLE
WKY. OKLAHOMA CITY
W/KZO. KALAMAZOO
WLAW. LAWRENCE

WLS. CHICAGO
WLW. CINCINNATI
WMAR,
WMBD, BALTIMORE
PEORIAJ
WMBR,
WMIN,
WMPS,
V^MT.
WNAX,
WNJR,
WOAI,

JACKSONVILLE
MINNEAPOLIS
MEMPHIS
CEDAR RAPIDS
YANKTON
NEWARK
SAN ANTONIO

woe, DAVENPORT
WOW, OMAHA
WOWO, FORT WAYNE
WPIX, NEW YORK
WIBW, TOPEKA
WRNL. RICHMOND
WQXR, NEW YORK
WPTF. RALEIGH

the life of $PON«i$OR
SPONSOR to be the pictorial standout of the advertising trade paper field. All through our first two
years we stressed pictures, pictures, and more pictures. We kept text-matter brief and meaningful.
SPONSOR, edited for busy radio buyers, was
pleasant, important reading.

Was SPONSOR

merchandised? YES!

Each month
we mailed 10,000 "headline" cards merchandising the
contents of the forthcoming issue. Other direct mail
efforts amplified this effort. We refused to sell the
front cover at a fancy figure. News and trend items
(fast-reading material) were allocated to pages one
and two just inside the front cover. This induced
readership when SPONSOR landed on a busy desk.
All this was based on a major concept. Every advertising office has its pile of trade magazines, but of
these the average man only reads, two or three.
Periodically, the pile is discarded. We wanted to
be sure that SPONSOR was one of the favored few.
So, in addition to attracting readers by bright format
and bullseye appeal, we merchandised our pages.
What about circulation? SPONSOR'S monthly guaranteed circulation was 8,000. During the past two
years three out of every four copies went to national
sponsors and to national and regional advertising
agencies. Some sponsor and agency firms purchased
as many as 10 to 25 separate subscriptions ($5 a
year). Much of SPONSOR'S circulation is still on a
controlled basis, but the conversion to paid subscribers proceeds faster than expected. The latest
breakdown showed:

WROW, ALBANY
WSAI. CINCINNATI
WSBT. SOUTH BEND
WSJS, WINSTON-SALEM
WSM. NASHVILLE
WSPD, TOLEDO
WTAG, WORCESTER
WTAR. NORFOLK
WTIC, HARTFORD
WTOP. WASHINGTON
WVET, ROCHESTER
WVNJ. NEWARK
WWJ, DETROIT
WWDC, WASHINGTON
WWSW. PITTSBURGH
WWVA. WHEELING
AMERICAN BROADCASTING CO.
COLUMBIA BROADCASTING SYSTEM
IOWA TALL CORN NETWORK

national sponsors and prospective
sponsors account executives,
timebuyers,
radio directors
radio station executives
miscellaneous

Paid-Subscriber
Sponsor firms
presidents 9.0%
vice presidents 8 . 0
advertising
72 . 0
managers, radio
directors
others 100.0%
11.0

c

3362

41.0%

2487

30 . 5

1621 20.0
654 8.5
8124
100.0%

Position Analysis
Advertising agencies
presidents 17.5%
vice presidents and 27 0
account men
timebuyers, media 42.0
men, radio directors 100.0%,
others
13 . 5

surveys: Qj^jy fQ^^ studies made by impartial organizations came to our attention during the past two
years. In each SPONSOR showed progressively
better. KMBC made the first in December 1946
when SPONSOR was one issue old. SPONSOR was
fourth out of eight radio publications. In January
1947, when SPONSOR was two issues old. Free &
Peters completed a study. SPONSOR polled 1198
points, the top radio publication 3531. WJW made
a king-size survey in March 1947 when SPONSOR
was five issues old. Of nine advertising trade magazines SPONSOR was second. Nearly 2000 agency
and sponsor executives participated. In January
1948 WJW made its 2nd annual survey and reported,
"SPONOR showed a 300% gain over 1947."

MUTUAL BROADCASTING SYSTEM
NATIONAL BROADCASTING CO.
YANKEE NETWORK
JOHN BLAIR & CO.
FREE & PETERS, INC.
WEED & CO.
BROADCAST MUSIC, INC.
HARRY S. GOODMAN, INC.
LANG-WORTH FEATURE PROGRAMS, INC.
CHARLES STARK
THE TEXAS RANGERS
TRANSCRIPTION SALES, INC.
FREDERIC W. ZIV CO.
FORT INDUSTRY CO.
GEORGIA TRIO
FULTON LEWIS. JR.
PACIFIC NORTHWEST BROADCASTERS
STEINMAN STATIONS
WESTINGHOUSE RADIO STATIONS

The spot Trends index, having reported a year's national broadcast
advertising placed on a market'by'market basis, changes its base from
one month (^September 1947j to an average month effective with this
issue. The period averaged is August '47 through July '48 National
business placed during the month of August 1948 (low month of each

spot
trends

year) was 77% of the past year's monthly average. Midwest ran ahead
of the national average 3% and the South fell behind 8%. In the industry classification, food leads, being only 12% lower than the average
month.
In shifting from a one-month to an annual average base, sponsor's
index beccmes even more indicative of trends than it was during its
first year. Predictions are that 1948- 1949 will set a new record for
spot business.
If it does, Spot Trends will chronicle the fact.

Based upon the number of prosrams and announcement: placed by sponsors vsith stations
and indexed by Rorabaugh Report on Spot
Radio Advertising. Spots reported August
■47-July '48 are averaged as a base of 100
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SPONSORED

BY

JOSKE'S OF TEXAS
This great Texas Department Store believes in
beaming programs to selective audiences. These
three fine programs, plus
KTS A s coverage of the
South Texas market, are
bringing the Joske story
into thousands of San
Antonio . . . and South
Texas homes

5,000 - W.
!

I OCTOBER

B^l^ FOR

/ CBS

19

regularly.

SA-

m YEARS ^^^
JP^
fN SAN
ANTONIO

Represented Nationally by TAYLOR, BORROFF
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5:30 A. M. ON

THE FARM

{Continued Jrom page 29)
they went they were greeted with suggestions like, "Why don't you check with the
KVOO Farm Department? Those fellows
are already doing more about that than
we can keep up with ..." Thuiston
started its Sooner State campaign and
built its promotion around KVOO farm
program^, and is continuing the combiration successfully.

JUNE-JULY

1948

by C. E. HOOPER,

INC.

FWFBLVl

Five years ago Dr. LeGear Stock
Remedies looked askance at the strictly
businesslike format of KVOO morning
shows and sought sponsorship on condition that certain changes in format be
made. The station insisted their listeners
liked the programs as they were and
would buy the product if it justified the
advertising claims. LeGear began sponsorship with the shows unchanged. Now
KVOO is one of the half dozen out of 120
stations used during the winter that
LeGear continues to use in the summer
also.
Loyal audiences make loyal dealers,
too. 1 The Arkansas City Milling Company supported their Oklahoma dealers
with a KVOO farm show, but failed to
check results closely. The Sooner dealers
raised such a ruckus when the company
recently cancelled their farm program and
announced plans to use other media that
the company made a careful survey.
Result: cancellation revoked.
What goes into the ideal farm program?
What specific program elements make
dialers come back morning after morning?
Who hears the early-morning broadcasts,
the farmer, or his wife, or both?
Both the farmer and his wife in the

^<ii^FREE & PETERS dUit

majority of cases hear the early broadcasts. If he doesn't, however, station
mail shows that his wife listens and reports to her husband about it. It is
usually she who writes the station, frequently, however, saying her husband
asked her to do so.
To the listener, of course, the ideal program is one that satisfies his desires at a
given time for what the radio can give
him. The best information available
indicates that a substantial portion of
farm listeners the proportion varies
drastically from station to station - -want
some entertainment, principally music

WFBL • WFBL-FN
IN
80

BASIC
CBS
SYRACUSE ... THE NO.

1 STATION

and news (other than farm"), in addition to
farm news and "how to" information.
The Sunrise Music Hour of KOWH,
Omaha, is designed primarily to entertain, although the hour-long show (6-7
a.m., Monday through Saturday) contains other typical farm program ingredi(Please turn to page 82)
SPONSOR

SPOT
RADIO
build

HOT sales
in **cold" weather

VICKS!
When the cough-and-sneezing season
starts, Vicks uses fast acting Spot Radio to sell
the fast acting relief of Vicks VapoRub, Vicks
Va-tro-nol and Vicks Medicated Cough Drops
. . . and to boost sales of the newest Vick
product, Sofskin Hand Cream.
With Spot Radio, Vicks covers the country
. . . market by market. Short announcements
back up the basic campaign of 5, 10 or 15
minute local programs. Schedules are elastic . . .
quickly
to meeton sudden
waves . .changeable
. concentrating
a single"cold"
sickly city
or rushing strong sales support fast to many
simultaneously.
Year after year, flexible, powerful Spot
Radio pays off in big, profitable sales for Vick
Chemical Company. Your John Blair man
knows Spot Radio . . . and his
valuable knowledge is yours
for the asking. Ask him!

Vick Chemical
Company
advertising
is handled by
Morse International, Inc.,
New York,

*Spot Broadcasting is
radio advertising of
any
type ( from brief
announcements
to
full-hour programs)
planned and placed
on a flexible marketby-market basis.

JOHN
BLAIR
& COMPANY

Officis in Chicago • New Yorli • Detroit • St. Louis • Los Angeles • San Francisco

OCTOBER

"national representatives of leading
radio and television stations
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5.30 A. M. ON THE FARM
(Cuntiuued Jruin /)ii,i,'c' 80)
ents. It's an example of a program which
specializes in an appeal it feels is not
used equally by competitors for fami
audiences.
Adam Reinemund, farm director, ad
libs the commercials in an informal style
but before an account is accepted Adam
has acquired a thorough knowledge of the
product or institution about which he
talks. He attributes the fact that commercial time on the program is continuously sold out to the faith his listeners
place in his enthusiastic and authoritative

TOPS

endorsement of the sponsors' products.
Several advertisers have used Sunrise
Music Hour for more than ten years and
one for 17 years.

treatment. For example, Sam Schneider
of KVOO found that when he voiced the
commercial his listeners tended to identify
him with the sponsor, thus discounting

The overwhelming majority of farm
broadcasters, in fact, handle their own
commercials and do it with more or less

bis stature as the station's farm counselor.
An announcer now does all commercials.
They are closely tied in with the program,
however, and the authority built up foi
the KVOO farm department seems to

informality. Like the principals of the
Mr. & Mrs. and women's participating
programs, they find that their personal
recommendations of a product carry much
more weight than commercials read by an
announcer.
There are instances, however, when
good results come from just the opposite

IW TEXAS... RADIO BEST

/Hee6

carry over to the announcer's work.
Harvey Dinkins, WSJS, WinstonSalem, farm director, and Howard Keddie, KSDJ, San Diego, are two of a number of others whose expei iences agree with
Schneider's. This is true even in the case
of sponsorship of KSDJ's Horrve or\ the
Ranch by the San Diego Gas and Electric
Company — a type of sponsor which
ordinarily prefers the more personal and
informal approach of a program's star
personality.
A possible answer is that there are less
likely to be complications when the commercial ishandled by one who is more of a
farm announcer than an authoritative
leader of agricultural activities in his area
and many station farm directors are the
latter.
WBBM, Chicago, combines music
(Columbia Records artist Bob Atcher
singing folk songs and familiar favorite
tunes) with the work of Gladys Blair,
farm home advisoi, and farm director
Harry Campbell. Their show. The Country Hour (5-6 a.m. Monday through
Saturday) was on the air for a year before
it was offered for sponsorship.
The average mail pull while sustaining
was something under 500 letters per
month. Early a.m. farm programs, it
should be pointed out, are notably light
mail pullers compared with other "personality" shows.) Within the first three
months after the program went commercial the monthly average rose to nearly
3,500 (not counting several thousand
I letters mailed to individual sponsors) and
jhas continued to climb.
The Country Hour, just now in its
second year, already has an interesting
record of sales of nonfarm supplies. Gaylark Products sold 705 orders of automobile seat covers at $3.98 each with ten
announcements in one week.
The Plas-Ti-Fibrc Qimpany sold a new
product, Plasti-Pad, to 721 people (9,708

I'c.vas inu.-,i <)ul>lan<liiig Dit-c Jotki-}. according l<i K \I)J()
BEST Magazine!
Find is just itm- reason for llic Ircincndous po[»uiaril\. in the
San \nt(>iii() area, of K\l\(;. soon going to .'>.()()() walls,
iiiilitniled, at b'SO. with an audience of one and uii(-(]uarter
million!
Investigate!
Ask Pearson!
SAN

M
B

ANTOMOS

KMAC

Ml

jl \i. ST XTIONS

KISS

Howard W. Davis,
Represented Nationally by JOHN
82

owner
E. PEARSON

CO.

pads) with six one-minute announcements.

N

Klein's Sporting Goods Company used
five announcements to sell rubber Jungle
Boots at $2.25 per pair and got 550
orders.
The t\pical early morning broadcast,
with or without music, usually has a brief
(Please turn to page 86)
SPONSOR

Merchants in towns throughout Midwest America know WLS — and know
the impact WLS has on their customers. Chris Heck, owner of Heck's
Rexall Pharmacy, Princeton, Illinois, is typical.
"In our territory," he says, "tops of all stations year after year is WLS.
It, with Prairie Farmer, is our best booster of sales."
Several years ago, when DDT was first introduced, Mr. Heck put in
a window display with big signs "As advertised on WLS". . . and, according to the distributor, sold more than any other single outlet in the
Midwest! Last winter, after losing several sales for a $1.50 liniment
which his wholesalers did not carry. Heck wrote the manufacturer to buy
direct, asked why the sudden demand; he was not at all surprised at the
answer: 'Using WLS."
Princeton, (population 5,224) is the major shopping center for Bureau
County, 73% rural. This one county, only a small part of the total WLS
market, has an annual buying income of 47'/2 million dollars . . . retail
sales of 25'/'2 million with 5y4 million dollars in food sales alone. WLS
is the sure way to cover this market: daytime BMB is 82Sr, nighttime
84%. Last year, its 10,200 radio families sent WLS 8,553 letters -84%
response !
Your John Blair man can give you the full picture of the WLS market —
2V2 million listening families in 567 counties (daytime BMB). They
listen because they like the friendliness of WLS, the interest we take in
providing just the right service and entertainment for Midwest America.
It is this friendliness that has built listener confidence in WLS — the
ki-nd of confidence that leads to advertising results.

890 kilocycles, 50,000 watts, American

affiliate. Represented by John Blair & Company.

THE

NATIONAL

BROADCASTING

COUPANY-

HOLLYWOOD

(JJ^ Auntie's Pattern

kJhe"s a loveable old part) — to her listeners, her sponsor and to I'acihe Coast radio.

''Aunt Mary" has been on the air since 1944, stitchino: to<reliier the lives of
assorted characters who figure in the serial about youtii, age, love, devotion and other
successful components of daytime drama.

She's been selling a lot of Albers Flap Jack Mix, Albers Quick Oats and
Carnation Corn Flakes this year; the program now lias been sponsored on 26
NBC Western Network stations since February by the Albers Milling Company.
And product sales have soared — naturally, since "Aunt Mary"
rates an average 5.1, with a 32.8 share-of-audience.

Aunt Mary's" rating is spectacular — for when the seventh most popular of all national
and regional daytime shows in the West began, it broke the industry con\i(li()ii
that no serial program could be done successfully from the Pacific Coast. But ' Aunl Marv
on NBC was an immediate hit, the result of a proved pattern: a good jirogram.
aired over the West's No. 1 Network to NBC's responsive audience. Other advertisers —
White King Soap, Planters Nut and Chocolate, Wesson Oil and Snowdrift,
among them — value that pattern, a sure formula for sales.

sAf, FRANcsco NBC

WESTERN

NETWORK

A Service oj Radio Corporiition oj America

OaOBER
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5:30 A. M. ON

THE FARM

(Continued from page 82)
round-up of national and world news as
well as news of particular interest to
farmers.
Life blood of most morning shows is
interviews with farmers, county agents,
officials of College and University extension departments, etc. Talks at their best
are informal. When it isn't convenient
for a farmer or an official to be in the
studio in the morning (for a farmer it
almost never is) the interview is wire- or
tape-recorded ahead of time. Field recording equipment is just about as important tofarm programing as equipment
for remote pick-ups.
WLW, Cincinnati, with about half its
audience in rural areas, has a bank of programs from 4:45-8:30 a.m. (some of them
once a week) devoted primarily to rural
listeners and including music, news,
weathei , market reports, and farm service
features. On the other hand, KVCXD
holds farm dialers through four daily
morning programs none of which use
either music or other features not bearing
directly on farm problems.
Farm programs, like other radio programs, are not suited for giving very
involved technical information, or data

^ VVSM ^aiel (}n ^osmeiics ?
Products advertised

on WSM

- from

cold cream

to cream

shampoo — bear a unique family resemblance. Because all
WSM advertised goods carry a special seal of approval —
an invisible label that our listeners have learned to use as
their buying guide.
If they hear about it on WSM they know it merits their
confidence. That's why WSM in this 7' 2 million market is a
powerful sales factor that can move mountains of cosmetics
and other products.

WSM
50,000

STONI,

C*n.

WAITS

Mgr.
•

.

CLEAR

IRVING

WAUGH.

CHANNEL

Com.
•

job is important too. His interest excited, the farmer is inspired to write
(usually to a governmental or educational
source, as the county agent or a college
extension department) for the bulletin
containing the full meat of the story.
Despite the utilitarian aspect of farm
broadcasting, it's still show business.
And that means, as farm directors and
announcers unanimously admit, that to
do a job the farm director must have a
reasonably good radio personality. His
voice must convey qualities of ease and
friendliness while at the same time carrying a sense of authority and conviction.
"He should be the kind of a man the
fanner and his wife would invite to stay
for dinner if the wife had just come in
from the field and he was unexpected," is
the way one farm director put the |:>ersonality qualifications.
Most station fami heads agree, too,
(Please turn to page 88)

NASHVILLE
MARRT

requiring much detailed explanation —
listeners can't follow quickly or clearly
enough. The best technique in keeping
the farmer abreast of developments which
affect his opeiations and planning is to
give him just enough of the story to get
its meaning and importance over to him.
Selling the farmer on what new developments can mean to him in dollars and
cents as well as in more satisfaction in his

Mgr.

6S0

.

EDWARD

KILOCYCLES

PITRY
•

K CO., National
NBC

Rrp.

AFFILIATE

SPONSOR

Big Aggie Welcomes
HER NEW

SPORTS DIRECTOR

f^

Sports fans in Big Aggie Land are enthusiastic about the
news that Les Davis, former Director of Athletics at Morningside College, Sioux City, is heading up the WNAX sports
staff. With Les Davis on the job, football, basketball,

As a player and coach for more than 25 years, Les Davis
knows sports and how to report them. Les was an Iowa
All-State foothall player in college . . . coached state high
school champions in foothall, basketball and track . . .
served as Director of Athletics, Morningside College, Sioux
City, Iowa. Best known of the Davis proteges is Howie
Odell, former Pitt star, now head coach at Washington

baseball, rodeos and the Midwest's top sports events will be
reported by a well-known, experienced sports authority.
WNAX is proud and fortunate to add Les to Big Aggie's
family of "hired hands who have the know-how!"

University. Les" son, Harlan ''Hoss" Davis, as a quarterhack on the Yale eleven, is demonstrating the football
technique learned from his dad.
Tremendously popular with sports fans in this area,
Les Davis is reporting the top Midwest football
irames each week over WNAX.
In this major
market, Saturday afternoon listening is reserved for Les Davis and his exciting playby-play broadcasts.

Represented by Katz

CITY

SIOUX
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{Continued Jrom page 86)

COOL WATER

(American)

Vaughn Monroe— Vie. 80-S9S3
, N«lli« Lutehet — Cap, 15148
Kale Smith — MGM 30059
. Tex RiMer-Dinning Sisters — Cap, 48096
Sons o( the Pioneers— Dec, 46027, Vic, SO-1 784, Vic. 50-8076
Foy Willins— Maj, 6000
. Deny Fallisanl— MGM 10256

CUANTO LE GUSTA
Andrews Sisters-Carmen Mirandi
Eve Young— Vic, 20-3077

FOR
cDuches)
AdeleHEAVEN'S
Clark— Dec, 24444 SAKE
. Claude
Thornhill— Col. 38224
Jan Garbei — Cap, 15115

.

Ray McKinley— Vie. 20-291 3

HAIR OF GOLD

(Mellin)
Harmonicals — Universal 121
. John Laurent — Mercury 5172
Jack Emerson— Metrotone 2018
. Art Lund— MGM 10258
Gordon MacRae — Cap. 1 51 78
. Jack Lathrop— Vic. 20-3109
Jim Smith— Varsity 109
. Bob Eberly— Dee. 24491
Cyril Shane — Col. 38315
. Smokey Rogers — Cap. 15217

I WANT TO CRY

(Excelsior)

Savannah Churchill — Man. 1129
Dinah Washington— Mer. 8082

LONESOME

.

.

Chris Cross— Sterling 4004
Phil Reed-Frank Pieher — Dance-Tone 216

(Republic)

Sammy Kaye— Vic. 20-3025

PLAY THE PLAYERA

(Marks)

Xavier Cugat — Col, 38288 . Snooky Lanson — Mere. 5188 . Pedro Vargas — Vic*
Tito Coral— Vic, 83172
. Edmundo Ros — London*
. Enoch.Light — MGM"

RENDEZVOUS

WITH A ROSE

j.Dee

Buddy Clark— Col, 38341
. Bob Eberly— Dec. 24491
Pepper Nealy— Bullet 1056
. Pied Pipers — Cap, 15216
Dick Wong— D & D 45-1903
. Snooky Lanson— Mere, 5188
Don Rodney— MGM 10272
. Bob Stewart— Me-Ro 7469
Westonians- Sig, 1042
. Bobby Worth— Castle 1258

TAKE IT AWAY

(Pemora)

Enrie Madriguera — Dec,
Dee, 24446
Col. 382:
38239
.
Xavier Cugat — Col,

. Edmundo Ros — Lon. 230
Emil Coleman— DeLuxe 1010

THINGS I LOVE, THE
Tommy Dorsey— Vic. 20-2871
Raymond Scott — Col, 36083

TIME

AND TIME

(Campbell)
Delta Rhythm Boys— Dec 8554
Jan Savitt— Vie. 27403

AGAIN

London)

Wayne King-Buddy Clark— Vic. 27516 . Eddy Duchin— Col. 36089
Bob Chester— Bluebird 11172 . Tommy Tuekei — Okeh6177

TUNE ON THE TIP OF MY HEART, THE
Sammy Kaye— Vic, 20-2746

WALKIN

WITH

MY

SHADOW

Four Knights— Dec, 4801 4
Monica Lewis — Sig, 1 5229

WHEN

.

YOU LEFT ME

Larry Green— Vic. 20-2049

(Johnstone-MonteD

Jack McLean-Wayne Gregg— Coast 8001
. Jimmie Valentine Quartet — Varsity 107
.

po ..
Russ Morgan— Dec 24503

WITH A TWIST OF THE WRIST
Tony Pastor— Bl. 11022

.

Pama)

Kay Kyser— Col. 36075

YOU STARTED SOMETHING
Tony Paitor— Col 38297
Mildred Bailey — Maj.'

YOU

WALK

BY

Peggy Mann-Russ Case — Vic. 20-3080
Korn Kobblers— MGM*
. Jack Edwards— MGM*

cau)

Jerry Wayne-Bobby Byrne — Dec. 3613
. Eddy Duchin— Col. 35903
Charioteers— Col. 36027
. Wayne King— Vic. 27206
Barron-Shaoiro-Bernstein)

' Dec. 24507
ONLY
Ink Spots—
YOUBlue WERE
Barron— MGM
10185 FOOLIN
Erie Whitely— Col. 38323
Kay.Starr— Cap. 15226

BROADCAST
580 FIFTH AVINUE

NEW

YORK

•

.

•Soon to be released

MUSIC INC.

NIW

YORK

CHICAGO

•

19, N. Y.

HOLLYWOOD

FARM

that a man should have both
practical
farming experience
and some college
training, preferably a degree,
in agriculture, in order to perform the kind
of
service job called for by cond
itions of
modem
farming.
Nevertheless, if it's
a choice between having informat
ion and
knowing where to get it, the latte
r is more
important. The complexity and
speed of
,developments in the various branches
of
agriculture make it impossible
for one to
be anything like an expert in all bran
ches.
A part of the necessary informal touc
h
in handling farm programs is the
ability
to handle the show without a
formal
script. Practically all farm broadcas
ters
do so, exce
the like. pt for statistical material and

Ed W. Mitchell and
es John
btevenson of Chanticleer—Charl
WGY Schenectady, are on at 6:15-7 a.m.
Ed and
Charley, who alternate mornings
on the
show, weave music, humor, home
y philosophy, poetry into a format which also
includes the usual weather and
market
reports.
They work loosely fmm their
own script and insist that the annou
ncer,
who does the commercials, be given
some
leeway in order not to spoil the
offhand
effect of the show with anyth
ing that
sounds cut-and-dried.
WGY is one of the nation's pioneers
in
farm programing. The American Assoc
iation ofAgricultural College Editors recentl>- awarded General Mana
ger G
Emerson Markham the Reuben
Brigham
annual award for outstanding
service to
the nation's agriculture.
Many shows like Chanticleer are liste
ned
to by a good proportion of urbanites who
like the music (music on farm prog
rams
ranks, in order of popularit>': folk,
light
concert, marches, religious, popul
ar) and
the personality of the broadcas
ters
The>''re interested, too, in
features like
Tom Page's recent Rural Reporter
series
on
atom
ic farm
6-6:3
0 a.m.)
. ing (UTVBC, New York

Mile High Farmer of KOA. Denv
er, a
show addressed to both rural and
urban
listener?, had the experience of so impr
essing alistener in Montana that he wrote
the sponsor, Ranch-Waj- Feeds, and
proposed that they let him handle their
product in Montana.
Subsequent negotiations actually resulted in his setting
up
an exclusive dealer organization
for
Ranch-Way in his state. RanchWay a
division of Colorado Milling and
Elevator
sponsor
Company, is spending practically
its en-

tire advertising
Farmer.

budget on

S4ile High

Current reports indicate that between
30% and 50% of the programs addressed
either primarily to farmers or to both
farmers and urbanites are sponsored.
While the majority of sponsors are still in
the category of farm supplies and equipment, more and more sellers of general
consumer goods and services are finding
the booming farm market. Farm shows
have already been underwritten by a wide
variety of advertisers.
The Universal C. I. T. Credit Corporation, KREL, Baytown, Texas, credits
Reveille Round'Up with helping it gather
the largest financing business in Harris
County (which includes Houston). Reynolds Metals Company sponsored Farm
News (WHAS, Louisville) until shortage
of materials last year forced cancellation.
The Tennessee Coal, Iron and Railroad
Company underwrites the WWL, New
Orleans, Farm Front Reporter.
The most valuable single promotion the
farm activity of a station can have is the
field work done by the farm representative. Despite the fact that well over 50%
of farm directors do all on-the-air work

ONE way to Increase your Audience

themselves, you'll seldom find one at his
desk. He takes it as part of his job, too,
to address as many meetings and groups
of farmers as he can. He does it as the
station's representative and is one of its
most potent public relations experts
(without portfolio). An active farm
director may think nothing of traveling
two or three thousand miles a month in
his contacts with farmers. His influence
with them isn't based on hearsay.
So important is this contact with the
farmer that a great many farm directors
have a big hand in the commercial servicing of accounts. This doesn't always
set well with station commercial departments, but it's often the best kind of insurance for sponsors.
Last year Sears, Roebuck decided to
use Joe Bier's News of the Farm (WOR,
N. Y., 5:45-6:30 a.m.) to distribute their
new catalogue. Sears figured an announcement day
a
for ten days ought to
take care of the 15,000 copies scheduled
for the area. Joe's listeners mopped up
the catalogues in three days.
What a Pennsylvania farmer wrote to
Joe sums up in a couple of sentences the
power to get action from a farm audience
who believe in a farm broadcaster and his
program: "I certainly owe a lot to you and
your program, Mr. Bier. Well, got to get
out and clean the bam. . . "
* * *
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KXOK

does it with programming!
And that program
measuring man, Mr. Hooper,
continues with reports of
bigger and bigger audience gains
over last year for KXOK!
Following up First Quarter and
the May-June index gains KXOK's
audience increases reach new highs
in the June-July report. Here they are:
KXOK's audience increase in the mornings, 42% . . . afternoons, 16.8% . . .
evenings, 20.5%. And in Total Rated
Time Periods KXOK gained 22% over
the previous year's report. KXOK
advertisers are getting more of Big
St. Louis and surrounding territory
. . . and more KXOK advertisers are

KXOK
AGAIN WAS THE
ONLY ST. LOUIS
NETWOKK

STATION

SHOWING
INCREASES

AUDIENCE
IN HOOPER

TOTAL RATED TIME
PERIODS OVER THE
CORRESPONDING
REPORTS OF LAST
YEAR.
(June-July 1948
Hooper Index)

getting more for their money
ST. LOUIS

I, MO.. CHestnul 3700

KX2iS

630 KC, 5000 WATTS, FULL TIME

Represented by John Blair & Co.
Owned and Operated by the St. Louis Star-Times.
89
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Paul W. Morency, Vice-Pres. — Gen. Mgr.

Walter Johnson, Assistant Gen. Mgr. — Sis. Mgr.

WTIC's 50,000 waHs represented nationally by Weed & Co.

siped and unsigned
Renewals on Networks
SPONSOR

(Continued from page 18)

PRODUCT

Canipana Sales Co
Christian Science Monitor

Wallace-Ferry-Hanley
H. B. Humphrey

ABC
CBS

CFirysler Corp
Coca-Cola Co
Cream of Wiieat Corp
Cudaiiy Packing Co
Drackett Co
Electric Auto-Lite Co
First National Stores Inc
General Electric Co
General Foods Corp

BBD&O
BBD&O
BBD&O
Grant
Young
Newell
John C
BBD&O
Benton

CBS

(iillette Safety Razor Co
Hall Bros Inc
Lever Bros Co
Miles Laboratories Inc

Young & Rubicam
Maxon
Foote, Cone & Belding
J. Walter Thompson
Wade

CBS
MBS
ABC

& Rubicam
Emmett
Dowd

ABC
CBS
ABC
CBS
MBS

& Bowles

CBS
ABC
CBS
CBS
CBS
NBC
ABC
ABC
NBC

Pacific Coast Borax Co
Philco Corp
Prudential Insurance Co of
America
Quaker Oats Co
Ralston Purina Go

Sherman & Marquette
Brown & Bowers

Standard Oil Co of Calif
Sterling Drug Inc

Gardner
BBD&O
Dancer-Fitzgerald-Sample

Teen-Timers Inc

Buchanan

Voice of Prophecy Inc
Wander Co
Whitehall Pharmacal Co

Western
Hill Blackett
Dancer-Fitzgerald-Sample

MBS
MBS
NBC

Wildroot Co

BBD&O

CBS

McCann-Erickson
Hutchins
Benton & Bowles

ABC
MBS
MBS
NBC

AGENCY

(or75service)
58

261
137
236

First Nighter; Th 10:30-11 pm; Oct 7; 52 wks
Christian Science Monitor Views the News; Tu 9:30-9:45
31 ; 52 Tu
wks 9:30-10 pm; Sep 28; 52 wks
Hitpmthe; Aug
Jackpot;
Spotlight Revue; Fri 10:30-11 pm; Oct I; 52 wks
Let's Pretend; Sat 11 :05-li :30 am; Sep 18; 52 wks
Nick Carter; Sun 6:30-7 pm; Sep 12; 52 wks
Dorothy Kilgallen; Th 10:45-11 am; Sep 16; 46 wks
Suspense; Th 9-9:30 pm; Oct 7; 52 wks
Guy Lombardo; Th 9:30-10 pm; Oct 7; 52 wks
What's My Name; Sat 9:30-10 pm; Sep 4; 52 wks
Wendy Warren; MTWTF 12-12:15 pm; Sep 20; 52 wks
Juvenile Jury; Sun 3:30-4 pm; Oct 5; 52 wks
House of Mystery; Sun 4-4:30 pm; Oct 3; 52 wks
Jack Carson; Fri 8-8:30 pm; Oct 1; 52 wks
Mr Ace & JANE; Fri 8:30-9 pm; Oct 1; 52 wks
Fights; Fri 10 pm-end; Sep 2; 52 wks
Hallmark Playhouse; Th 10-10:30 pm; Sep 9; 52 wks
Lux Theater; Mon 9-10 pm; Oct 4; 52 wks
Alka-Seltzer Time; MTWTF 5:45-6 pm; Sep 27; 52 wks
Quiz Kids; Sun 4-4:30 pm; Oct 1; 52 wks
The Sheriff; Fri 9:30-9:55 pm; Oct 1; 52 wks
Breakfast Club; MTWTF 9:45-10 am; Aug 30; 52 wks
Jack Berch ; MTWTF 1 1 :30- 1 1 :45 am ; Sep 25 ; 52 wks

190

Challenge of the Yukon; MWF 5-5:30 pm; Sep 13; 52 wks
Checkerboard Jamboree; MTWTF 1:45-2 pm; Sep 27; 52

166
163
152
459
167
19
160
167
138
148
470
150
251
151
133
157
171
148

23Pac
470
145

MBS

108
57
272
58
161
120

Tom Mix; MTWTF 5:45-6 pm; Sep 27; 39 wks
Standard Hour; Sun 8:30-9 pm; Sep 12; 52 wks
Backstage Wife; MTWTF 4-4:15 pm; Sep 18; 52 wks
Stella Dallas; MTWTF 4:15-4:30 pm; Sep 18: 52 wks
Lorenzo Jones; MTWTF 4:30-4:45 pm; Sep 18; 52 wks
Young
wks Widder Brown; MTWTF 4:45-5 pm; Sep 18; 52 wks
Teentimers Club; Sat 11:30-12 am; Mar 13; correction 52
Voice of Prophecy; Sun 10:30-11 am; Sep 26; 52 wks
Captain Midnight; MTWTF 5:30-5:45 pm; Sep 20; 52 wks
Just Plain Bill ; MTWTF 5 :30-5 :45 pm ; Oct 1 ; 52 wks
Front Page Farrell; MTWTF 5:45-6 pm; Oct 1 ; 52 wks
Sam Spade; Sun 8-8:30 pm; Sep 26; 52 wks

New Agency Appointments
SPONSOR
Arnold & Aborn Inc, N. Y.
Atlantic Brewing Co, Chi
B. T. Babbitt Inc, N. Y
Bisceglia Bros Wines Corp, N. Y
Bowman Gum Co, Phila
Brown & Williamson Tobacco Corp, Louisville.
Burdine's Inc, Miami
...
Canada Life Assurance Co, Toronto
Century Vitreous Enamel Co, Chi
Chase Candy Co, St. Louis
Continental Soap Corp, Chi.
Crescent Nut & Chocolate Co, Phila.
.-.
Crosse & Blackwell Co, Balto.
Debby-Lou Sportswear Inc, Boston
Dix-E-Lea Food Products Inc, .\Iexandria Va.
Eastern Wine Corp, N. Y
Peter Fox Brewing Co, Okla. City
Freeman Shoe Corp, Beloit Wis.
Samuel
Goldwyn
Grove Labs,
St. L Prods, H'wood.
James Hanley Co, Prov. R.I...
H. N. Heusner & Son, Hanover Pa
Charles E. Hires Co, Phila
Honey Butter Products Corp, Ithaca N. Y.
Ivanhoe Foods Inc, Auburn N. V.

OCTOBER,

PRODUCT

(or service)

.\born's
Coffee
Beer
Glim
Paradise Wine
Chewing Gum
Raleigh cigarettes
Dept store
Insurance
Enamel
Candy
Soap
Candy
Chemco Household Cleaner
Sportswear
Hot Roll Mix, Layer Cake Mix
Wine
Beer
Shoes
"Enchantment" (movie)
Bromo Quinine Cold Tablets
Ale, Lager Beer
City Club cigars
Root Beer, Purock Water
Downey
Honey
Butter,
Honey
Spread,
Foods
. . Peanut Butter

AGENCY

Food

French & Preston, N. V.
W. B. Doner, Chi.
Duane Jones, N. Y., except for Pac
St. Georges & Keyes, N. Y.
Franklin Bruck, N. Y.
Russel M. Seeds, Chi.
Grant, Miami
Harold F. Stanfield, Toronto
Bennett,
Petesch & Chi.
O'Connor, Chi.
McC^ann-Erickson,
Maple, Chi.
Philip Klein, Phila.
Erwin, Wasey, N. Y.
William J. Small, Boston
Courtland D. Ferguson, Wash.
Bliss & Marces, N. Y.
Erwin. Wasev, Okla. City
Howard H. Monk. Rockford 111.
Monroe Greenthal,
H'wood.
Gardner,
St. L.
Chambers & Wiswell, Boston
Kronstadt, Wash.
N. W. .\yer, Phila.

t-'*' ^4'4

Jasper. Lynch & Fishel, N. Y.
Hutchins, Rochester N. Y.
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SPONSOR

PRODUCT

(or service)

AGENCY

Kcndull MfiJ Co. Luwrt-ncc Muiw
Soaplne
Kabtur, Farrell, (^hesley & CllHord. N. Y.
LfViT Bros Co. Cumbrldgv Muss.
,
Surf detergent
I>ay. Uuke & Tarleton. .N. Y.
I.os Aniii'lt-N Nui MoUNO. I,. A.
Peanut butter
Bodlne & Melssner, L. A.
J<.hn R. Marple & Co. WiHltield N. J
Betty (;ayl<>rd Pie Mix
French & Preston. N. Y.
Mil-O-Wax HroduitnCo, Phlla
Leather dressinft
W. Wallace Orr. Phila.
I.ouls Milanl Foods Inc. L. .A
Food products
C. J. LaRoche. L. A.
Military Personnel Procurement .Service, Wash
U.S. Army recruiting
Gardner. Wash.
ModiJlin Co. L. .\.
Dura-Broom. Perma-Broom
W. Earl Bothwell, L. A.
Morton Mfft Co (.Snow White Products Co dlv), Lynchburg Va.
Toilet preparations
Franklin liruck. N. Y.
Pavelka Bros Co. Cleve.
Meat packer
C. Wendel Muench. Chi.
Penn-Jersey Auto .Stores
Automobile accessories
Philip Klein. Phlla.
Personal Products Corp. Milltown N. J.
Yes Tissues
BBD&O. N. Y.
Pierce's Proprietaries Inc. liufTalo
Drugs
Joseph Katz. iV. Y.
Post Watch Co. .\. Y.
Watches
Hayes-Lawrence, .N. Y.
Power Trailer Corp. Chi
Trailers
Bennett. Petesch & O'Connor. Chi.
Rahr Malting Co, Manltowac Wis
Malt, Ceptro Roasted Malt Cereal Beverage
Thomas & Uelehanty, N. Y.
<;. P. Regan Ik .Sons. Burllngame Calif
Harmonicas
Roy S. Durstine. .S. F.
Revlon
Cosmetics
William
H. Wcintraub,
N. Y.
Robblns Products
Wines. N.Corp.
Y .N'. Y.
Wine
Alvin Kpsteln.
.N. Y.
Southwestern Hell Telephone C<i. .St. L
Telephone
Gardner. St. L.
Standard Labs Inc (Proprietaries dlv), N. Y
Sloans Liniment, Balm
Klesewetter, Wettcrau & Baker. N. Y.
Strelt's Baking Co. \. Y.
Matroths
Alvin Epstein, N. Y.
.Swift Cleaning-Laundry Co, Cleve
Cleaning-laundry
Allied. Cleve.
rill's -Southern Delight Fruit cake Co, Balto
Fruit cake
. Layne. Leenc & Greene, N. Y.
I'nited Artists, H'wood
"Pitfall" (movie)
Mai Boyd, H'wood.
Vacuum Foods Corp. .\. Y
Orange Juice (;oncentrate
Doherty, Clifford & .Shenfield, N. Y.
Van Raalte Co Inc, N. Y
Hosiery, underwear, gloves
Foote, Cone & Belding. .N, Y.
Wagner Awning & Mfg Co, Cleve
Awnings
Gregory & House. Cleve.
Zip Pressure Plunger Co, Chi
Pressure plungers
Bennett, Petesch & O'Connor. Chi.
Zippo Mfg Co, Bradford Pa
Lighters
Geyer. .Newell & Ganger, N. Y.

Sponsor Personnel Changes
NAME
Robert K. .\nthony
R. A. Bixby
Richard Bouton
James P. Brady
Raymond W. Carlson
B. II. Cox
l)r. J. .\very Dunn
A. M. Hudson
Robert T. Kesner
Marftot Mallary
Robert II. Merriott
James F. Pedder
Norman B. Smith
Henry Voile
Willis White

fORMER
WJBK.

AFFILIATION

Detroit, adv mgr

S. C. Johnson & Son, Racine Wis., sis mgr
General
Motors Corp (Frigidaire dlv), sis prom
mgr
General Foods Corp (Diamond Crystal-Colonial
dlv), .St. Clair Mich., tech sis dir
American Home Foods. N. Y.. adv dir
J. Walter Thompson. L. A., fashion dir. acct exec
Sunshine Biscuits Inc. X. \.
Swift & Co. Chi., asst adv mgr

NEW

AFFILIATION

Lumber Fabricators. Detroit, adv dir
Wagner Awning & .Mfg Co. Cleve.. adv mgr
Chen Yu Inc, Chi., adv mgr
Stumpp & Walter Co. .N. Y., adv mgr
■Same, gen sis mgr
Same, Chi., adv, sis proin mgr
General Foods Corp (Atlantic Gelatin dlv). N. Y.. sis mgr
Colonial Airlines Inc. N. Y., vp in cbge publ, adv, prom
Coca-Cola Co, N. Y., asst to vp, adv dir
Cole of California, L. A., adv mgr
Climalene Co, Canton O., vp in chge adv
adv mgr Motors Corp (Ford Motor Tractor dlv), Detroit.
Dearborn
Same, adv mgr
A. E. Staley Mfg Co, Decatur 111., adv mgr
General Foods Corp (Gaines dlv), assoc adv mgr

Advertising Agency Personnel Changes
NAME

FORMER

AFFH.IAT10N

t:harles .Vslup
Howard G. Barnes
F^ugene L. Bresson

Buchanan. S. F.. acct exec
CB.S. N. Y., producer, dir
LaRoche & Ellis, N. Y.

Walter Bunker
Leonard Davis
John Donaldson Jr.
Aubrey Escoe
Gene Franke
Jean Guild
Clemmens V. Hathaway
Jerome F. Ilorwitz Jr
Frederick Ingalls
Theodore M. Kaufman
Barbara Keane
F'rances Keith
Joan Klein
Lew Kutcher
F'rank Leiss
\. L. Liebcrinan
llorton Mallinson
James Morgan
CyTus H. Nathan
George Pamental
A. L. Paul
John Pikala
Nancy Purcine

Young & Rubicam. H'wood., radio, TV dir
WPJB. Prov. R. 1., comml mgr

Donald Reed
Marjorie Roi.ss
Dan Rubin
Milton II. .Schwartz
.S. J. .Schwinn
William R. Seth
John J. Toriney
III). Walsh
Harry J. Wondland
Park A. Woods
Trell Yocum
Marvin Young
William K. Ziegfeld

KLIF, Dallas, mgr
McCarty, L. A., acct exec
J. Walter Thompson, N. Y.
1. T. Cohen, Wash.
General Petroleum Clorp, L. .\., asst adv mgr
Wallachs Inc, N. Y., adv, sis prom ingr
■\lley & Richards, Boston, asst radio dir
Abbott Kimball. S. F.
Ruth Maier Public Relations Counsel, N. Y.
Henry Modell. N. Y.
Foote. Cone & Belding, C:hi., media dir
Peck, N. Y.. media dir. acct exec
Badger. Browning & Hersey. N. Y., vp
Raymond R. Morgan. L. \.. radio dir
Foote. Cone & Belding. N. Y.
Fletcher D. Richards. N. Y.
A. L. Paul. L. A., head
Fadell. Mnpls.. radio writer
Buffums
Dept Store. Long Beach Calif., asst adv
mgr
Gearon & Reed, partner
Consolidated Laundries Corp. N. Y'., adv mgr
Television
N'. Y.. Chi.,
prodn radio
dir copy dir
Foote. ConeGuild.
& Belding.
Booth, Vickery & .Schwinn. Balto., pres, treas
NBC Spot -Sales. N. Y.. adv. protn mgr
Foote. Cone & Belding. N. V.. vp. acct exec
Hlxson & Jorgensi-n. L. A., vp
Harry J. Wendland. L. .\.. head
Chatnplaln-Valley Broadcasting Co, Albany N, Y'..
vp. dir
RuthraufT & Ryan. H'wood., bus mgr
Foote. Cone & Belding. Chi., printed copy head
for group of t:hl. accts

NEW

AFFILIATION

MoitIs F. N.
-Swaney.
H'wood..
Dorland.
Y.. radio.
TV dir mgr
F. W. Prelle, Hartford tk>nn., radio dir, member
Saine,
vp
bd. acct exec

of plans

Leonard Davis .\dvertising (new), Worcester Mass.
Harry B. Cohen. N. V., timcbuyer
Madden-Barrett. Dallas, vp, radio dir
Advertising & Sales (Consultants (new), L. A., head
Bennett, Petesch & O'Connor, Chi., media dir
Sullivan. Stauffer. Colwell & Bayles, N. Y., acct exec
Paul Lynn Heller, Wash., in chge radio, TV accts
Ratcliffe. Dallas, acct exec
Grey. N.
Same,
vp Y., acct exec
Same, radio dir
Fashion
Adv, N.
TV dir
Lew
Kashuk,
N. Y'..
Y.. acct
exec
Peck. N. Y'., media dir
Grey.
.Same, N.
vp Y'.. acct exec
-Same,
vp Cohen. N. Y'.. media dir
Harry B.
Same. TV timebuyer
Paul & Baum (new), L. .\., partner
Same, radio dir
Patch & Curtis, Long Beach, acct exec
J. Walter Thompson. X. Y.. acct exec
Greenfield-LlpptTian.
Buffalo, acct exec
Same,
Slans &vp Maury, N. Y.. TV. radio dir
Ruthrauff & Ryan. N. Y., vp
Kotula. N. Y.. radio dir
Gever.
Newell
Same. TV
dir & Ganger, N. Y'.. acct exec
Edward S. Kellogg. L. A... acct exec
Edward S. Kellogg. L. A., acct exec
Fletcher D. Richards. N. Y.. vp
Same, radio
vp
Same,
dir

Ask
your national representative
You're on the verge of a decision, and
a problem.
What trade papers' to
pick for your station promotion?
It's no

problem to kiss oflF, for
your choice can have a

telling effect on your national
spot income.

But where to get
the facts?

Ask your national
He knows.

The answer is, simple.

representative.
His salesmen get around.

They learn which trade papers are appreciated, read
and discussed by buyers of broadcast time.
His is an expert

opinion.

Don't overlook your national representative.

SPOISOR
For Buyers of Broadcast Advertising
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INTERNATIONAL

in Europe is hardly
rumor that Great
limited advertising
ruincjr. Until the

(Continued from page 39)
tent help but to do better research on
their copy appeals and actual wording.
American advertising on European sta-

bright. The constant
Britain will permit
on her air is still only
Labor Party became

dominant in England, the amazing politi-

tions isn't important quantitatively, at
present, due to the limited number of stations permitted commercial programs on
the air. What there is of it is vitally important, however, not only to the future
continental business of the current advertisers but to the acceptance which the
U. S. must build throughout the world.
The commercial broadcasting picture

cal power of England's press had been able
to keep competition off the air. The
Labor Party, it was thought, was realistic
and therefore would permit advertising
in order to increase government income.
Its antipathy to private business added to
continued pressure from publishers forced
the continuance of status quo.
France

will have commercial broadcasting shortly. There are rumors also

WffO IS HE?
• IIo's a dead
FRE Y !
• He's
MAYOR!

*'ringor"

SEATTLE'S

for (;()!)unofficial

HE'S DICK KEPUHGER
... for 15 years the ''NAME"
Seattle listeners ...

with

AHd
• He's a superh air SALESMAN
• Partieularly
the

on ROOM

SERVICE,

"wake-uj)" program that features EVERYTHING BUT BREAK-

FAST IN BED. (Direct from "Kep's"
Garden Studio)
• ROOM SERVICE is your entree to
the rich Seattle, Kinj; County major
market (over $250 MILLION retail
sales annually).
7:45-8:15 A. M. Dailv

KXA

-770- SEATTLE

¥or spul paitivipation or purlial sponsorship call
the lORJOK office nearest you.
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that Germany will have a commercial
broadcasting system whenever she again
assumes the positicn of a free nation.
Advertising in any of the Russian dominated countries cannot be expected.
Neither is it expected in any of the Baltic
states, which for years have had government operated radio.
To reach Europe it is not enough to
shortwave programs in native languages.
Only a comparatively small segment of
the population have wireless receivers
which receive the international shortwave
band. Under present economic conditions itis not expected that this number
will be increased. Most of the Continent
listens on what is known as the mediumwave band. Thus the Voice of Aynerica,
the U. S.-sponsored program, reaches only
a small portion of any country to which
it is beamed. Moreover, it is never
sufficient to have the policy of a nation
aired by that nation itself. The population of Europe is so accustomed to
slanted news and broadcasts that they
do not believe that government sponsored
radio programs are necessarily truthful.
Thus the ideal way to sell free enterprise
is by having that free enterprise speak for
itself in advertising.
The problem of European broadcasting
will be overcome in part when a number
of giant transmitters are erected in North
Afiica and beamed to Europe. There are
plans for such transmitters now in the
making, but neither the nations which are
permitting their erection nor their lessees
are willing to discuss their plans. Commercial broadcasting in France will also
help to spread the American way of life.
The awakening of the American advertiser has not come too late, although a
number of executives of the former international divisions of the senior networks
understandably feel that it has. For years
before the Second World War, both NBC
and CBS poured millions into their international op>erations. Bill Paley, then
president of CBS and now chairman of the
board, toured South America lining up
affiliates. A number of NBC vps covered
Latin America; and David Samoff, president of RCA, surveyed Europe.
Business, however, wasn't interested in
selling the American way nor vitally concerned with establishing a good reputation for its individual trade-marks. The
great corporations with consciences were
lumped in foreign minds with the international holdings of others which were regarded as pirates . . . and nothing was
done about it. Neither NBC nor CBS
could sell the idea of broadcasting via
their shortwave international facilities.
This was due in part to the fact that the
SPONSOR
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The EeDrgin Trio
• ^

THE TRIO OFFERS ADVERTISERS
Concentrated coverage

•

AT ONE LOW

IN GEORGIA'S

COST:

Merchandising assistance

listener loyalty built by local programming
—

^

FIRST THREE

• Dealer loyalties

MARKETS

The Genrgiii Trio

Represented, individually

THE KATZ

and as a group, by

AGENCY,

INC.

New York • Chicago • Detroit • Atlanta • Kansas Citv • San Francisco • Los Angeles • Dallas
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representative must have the power to
direct the advertising in the country or
can't be heard, immediacy has no value.
Many sponsors may wonder what, if section of a country under his jurisdiction.
any, value a program beamed from the It isn't that the foreign broadcaster generally isn't to be trusted. The fringe staan "if" basis. To be certain that inter- U. S. has as advertising. Its big value
tions inmany areas aren't too considerate
national broadcasting can be heard in any lies in the ability to control its contents.
of the interests of the advertisers of any
country (where commercial broadcasting Most authorities feel that it's of questionable value to broadcast in a country unless country but their own.
is acceptable) it is necessary to have
A great international drug company
stand-by transcriptions ready to be aired. the advertiser has a representative located
with headquarters in New York has repreThis is protection if the station which is in that country. And by representative is
sentatives in all South and Central
to pick up the shortwave signal and re- meant, not a wholesaler or supply dealer American countries. The reps ride herd on
broadcast it is unable, because of atmos- owned by nationals of the country in advertising and promotion in their areas
pheric conditions, to do so. Undoubtedly which the program is being aired, but an under such pressure that resignations,
the immediacy of the rebroadcast short- actual representative employed by and after a year or two with the company, are
This the rule. It's estimated that well over
wave program makes it better listening directly paid by the advertiser.
1,000 advertising men throughout Latin
America have been trained by the drug
shortwave broadcasts did not consistently
deliver signals in the countries to which
they were beamed. It was and still is
difficult to sell broadcast advertising on

but if the static is so bad that the program

company. This isn't good for the company or for export advertising and promotion in these countries. The drug
company trains their men in New York
and sends them forth with a 100-page
book of instructions. It tells them what
to do in great detail — and they do it — or
else. Or else they find another job. The
booklet is more than educational. It
gives minute instructions on how to purchase two or more spot announcements
for the price of one. And pity the poor
export advertising man who pays card
rate for an announcement series for this
drug firm. He might do it once, but he'd
never do it twice and hold his job.
There's no question but that this
pharmaceutical house makes every broadcast penny return dollars in profits.
There's no question either but that this
firm leaves behind it an amazing amount
of broadcasting industry ill-will and a
host of men who quit rather than continue to operate via the book. It pushes
to an extreme the supervision of promotion and advertising. Guidance is required but it mustn't handcuff media,
copy, and placement.
The networks are, as of this month, not
interested in international commercial
broadcasting. To reactivate their interest will take intensive persuasion by
advertisers. In the meantime there will
be pressure from the policy heights of
great corporations on their international
divisions to do something besides sell
products in the export field. Leaders
among advertisers in South America may
shortly start reslanting their straight selling with a touch of American ideology.
It isn't known who, among the firms in
these markets, will point the way. CocaCola has been shifting, as they have in
the States, to better inter-American program tliinking. They have recorded 26
fifteen-minute programs in four Latin
American countries and 26 in the U. S.
96
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Your Advertising over CFRB
now broadcast
on 50,000 watts!

"

CFRB's new 50,000
uati directional antenna
transmitter at Clarkson, Ont.
Built at an estimated cost of $500, 000,
this transmitter is completely up-to-date, from the
250,000 volt-amperes generator in the power room,
to the top of its four 250 feet high transmission towers.

yjn September 1st Radio Station CFRB, Toronto,
increased its power fivefold — bringing a new
high in good listening to CFRB"s vast audience —
presenting a new high in potential radio homes
to CFRB's advertisers.
CFRB, broadcasting over its completely new
high powered 50,000 watt transmitter, is now the
most powerful independently owned station
in the British Commonwealth.
Now, more than ever before, CFRB

is your

■

'

-

CFRB
1010

ON

YOUR

DIAL

No. 1 buy in Canada's No. 1 market.

Representatives:
UNITED
CANADA:

OCTOBER

STATES:

Adam

J. Young Jr., Incorporated

All-Canada Radio Facilities Limited
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Stake
your claim
to
Homestead
(IOWA)

for a daily series which they are running
(and are expected to continue running)
throughout South America. The idea is
to present the national music of Argentina, Mexico, Costa Rico, Brazil, and the
U. S. as they are played in the countries
of their origin. The broadcasts are
handled as though the music was being
broadcast direct from the country of its

W. H. Beecue says:

Ge+
with

Your
Kicks
Results

o n

origin — as it really is, via transcription.
The idea has caught hold in a big way
throughout the countries south of the
border. In reverse, it caught hold in the
U. S. when Coca-Cola broadcast, for eight
weeks, the music of South America with
stars from Mexico, Cuba, Brazil, Argentina, and Uruguay. France sneaked in a
session in this eight week series. This
summer replacement pulled many times
the fan mail that an "ordinary" summer
program produces.

In nii; hkakt of W MTland.
20 miles from Cedar Rapids,
lies Homestead, one of seven
small communities comprising
the Amana colonies. Interesting politicalK and socially, the
colony is a business corporation, with most of its 1500
stockholders working and living
in the colony. They operate
26.000 acres of good Iowa farm
land. Their woolens, hams,
and doc|) freeze units are sold
throughout the nation.
\\ MT s advertisers regularlv
reach Homestead — and hundreds of other equally prosperous farm and factory areas in
Iowa, intake vour claim to these
important tnin markets via
\\ MI — Kastern Iowa's onlv
(.'M> outlet. Ask the Katz man
for details.
"«*.VAQ,.

_->

_-

WMT
CEDAR
5000 Walls
BASIC
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RAPIDS
600 K C.

COLUMBIA

Day & Nighl
NETWORK

To make the appeal more binding between the Americas, the programs were
sent by shortwave on Thursdays and
Saturdays to Brazil, to all of Latin
America, and to Europe and Germany as
well. For each airing, the announcements
were handled in the language of the area
to which they were beamed with the exception of the European-beamed programs and one broadcast to Latin
America, which were in English.

Reprcscnii'd by

WALKER

COMPANY

The problems of international broadcasting are not solely a matter of intent
and money. Each country presents different hurdles. In some South American
nations recordings can't be used because
actors have to be licensed. In others the
exchange factor is such that U. S. products can't be sold with any profit, and
even if they could, no cash can be taken
out of the countries. In other areas,
stations, despite apparent private ownership, are actually government-owned, and
commeicial copy is so blue-pjenciled that
what gees on the air isn't worth paying
for. There's no point in an Ameiican
adverfser be'ng annoyed by local restrictions on fore'gn broadcast advert'S'ng.
Every nation has its own rules and regulafons and U. S. firms must operate
under those restrictions. A European or
Latin American firm using broadcast advertising isfrequently annoyed by U. S.
radio's code of practices too. Nevertheless he must abide by them to do business.
American business' international advertising problems are very great. Like the
nation's political relations with the governments ofthe world, it doesn't matter
how difficult they are — if they're not overcome export business may eventually
have to be crossed off the books of U. S.
manufacturers as a profit item.
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Largest nighttime total audience
of any Chicago station is yours on

WENR

The biggest buy in the nation's
next-to-the-biggest market —
that's what you get on WENR.
BMB figures* show that WENR
leads all other Chicago stations
in total nighttime audience. The
count for this one single station
is 3,411,890 radio families — 10%
of the radio homes in the whole
nation! And what an audience!
Last year the counties where these

people live accounted for 22% ot
all the goods sold at retail in the
United States. Those are exciting
figures for any advertiser.
But delivering big, bovmtiful
audiences is only one of the services WENR performs for its
advertisers. x'\sk your local ABC
representative to show you all
that WENR can do for you and
your product.

These two shows, noiv available, offer large, alert audiences.
They're

both co-ops — you can sponsor either of them
only WENR's share of the network cost.

America's Town Meeting of the Air . . .
7:30 p.m. Tuesday. What prestige, what
good will! This distinguished full-hour
forum gives listeners both sides of the
vital issues in the news. Famous speakers, exciting debate . . . and a huge, loyal,

Mr. President ... 1 :3o p.m. Sunday. Direct from Hollywood — with MGM's
popular Edward Arnold as its star —
comes this stirring program of behindthe-scenes dramas in the White House!
History, patriotism, suspense, mystery,
thrills for every member

ready-made audience.

for

of the family.

^Suri'ey I\'o. 1 — March 1946. Retail sales figures are from Sales
Management. A'o/c; report from ff'E.\R is combined with ff'LS.
Stations share time with same power and frequency.

Call the ABC spot sales office nearest you for information about any
or all of these stations:

ABG
OCTOBER
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WENR — Chicago 50,000 watts 890 kc

WMAL

— Washington 5,000 watts 630 kc

KECA — Los Angeles 5,000 watts 790 kc

WXYZ — Detroit 5,000 watts 1270 kc

KGO — San Francisco 50,000 watts 810 kc

WJZ— New York 50,000 watts 770 kc

ABC — Pacific Network

American

Broadcasting

C«ompany99
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Uoutests and Offers
PROGRAM
1
ARMOUR

BRACH

BRAUN

L CO

CANDV

Braeh Bars

CO

BAKING

Chiffon Soap
Flakes

CO

CHRYSLER CORP
DE SOTO OIV

aBOBtUy

talNOaiMi^

dail.v

Hint Hunt

4-4:25 pm
MTWTF

Superman

MTWTF
5:15-5:30 pm

Various

merchandise prizes awarded

.Send favorite household hint and Chiffon boxtop to program, Chi. If hint used on air, prizes i
awarded
|

CBS

Radio Quizmaster booklet, plus chance
to compete in "Superman's Treasure
Chest" contest. .500 prizes (sporting
goods etc) awarded in contest

.Send 10c and Brach wrapper to p'Ogram. .\. V.
Official entry blank and rules sent with premium

Town Talk
Bread

Town Talk

MTWTFS
8:30-8:45 am

tl per question, plus
chance at cumulative t5jackpot

Listeners must be able to answer easy first
slogan
question, then give correctly sponsor's current

Cars

Hit the
Jackpot
Quiz

9:30-10 pm

Cumulative stockpile of high-priced
merchandise prizes

Listeners called, compete with studio contestants in musical quiz

Various mer<-handi.s4' prizes, chance at
Grand .Slam bonus

.Send list of 5 musical questions to program,
\. V. Entry must have product names written
at top to qualify

MBS
KQV,
Pittsburgh

Tuesda\'

CONTINENTAL

BAKING

CO

Wonder Bread,
Hostess Cakes

(irand .Slam

MTWTF
11:30-1 1:45 am

CBS

CBS
8-9 pm

EVFRJHARP,
INC
P LORILLARD CO
SMITH BROS CO
SPEIDEL CORP

Pens, razors
Old Cold Cigs.
Cough drops
Watch bands

Stop the
Music

Institutional

Henry J,

Sundav
(15 min ea.)

118,000 (minimum $1,000) in various
cash, merchandise prizes

Listeners called, must identify tune pla>eJ plus
"Mystery Melody"
AHC

GENERAL

MOTORS

CORP

Taylor

JOHNS-MANVILLE

Various

CORP

Bill Henry

Free on request to program, N. V.

Mon-Fri
7:30-7:45 pm

MTWTF
9:55 10 pm

Copy of evening's talk

MBS

Full-color election map, with data on
presidential race, tally sheet etc

Send name and 15r to sponsor, Chi.
MBS

•

Fishing &
MAIL POUCH

MERIT

TOBACCO

CARO

CO

CO

Mail Pouch
Tobacco

Merit Greeting
cards

Hunting Club
of the .Air

Karney
Beulah

iMondav
10 10:30 pm

Several

prizes of hard-to-gct
and hunting equipment

fishing

Listeners send in unusual fishing, hunting yarns.
Best items used on air win prizes

MBS
WENR.
Chicago

Tuesday
4:45 5 pm

Information and samples for Merit's
"sell-in-your-spare-time" plan

Free on request to program. Chi.

Friday
PHILIP MORRIS

PIONEER

Everybody

& CO

Cigarettes

SCIENTIFIC CORP

Polaroid

10-10:30 pm

J20-J100 in cash prizes

Thursday
5:45-<) pm

Booklet: "Parlor Tricks with Polaroid"
autographed by mc Bob Smith, plus
"magic" picture of Smith and Howdy

Road of
Life
Truth or
Consequences

MTWTF
10:30-10:45 am
Saturday

$1000 yearly for life, or $20,000 cash.
Other cash prizes.

.Show
Eddy
.\rnold

.MTWTF
1:15-1:30 pm

Wins

Doody
Howdv

TV Uns

PROCTER

RALSTON

& GAMBLE

Duz

Farm feeds,
cereals

CO

RDNSON ART
WORKS

METAL

8:30-9 pm

S

TOBACCO

8-8:30
pm
Saturday

Lighters

CO

Best, Tweed
Model,
Dill's
tobaccos

CBS

Viewers send in dealer-obtained booklet to program. Smith autographs, returns with photo

NBC-TV

Complete 25-word sentence "I vote for the
New Duz because . . ." and send with Duz boxtop to program, Cinci.

NBC

Listeners write to program, receive official entry
blank and rules. Must write 100-word letter as
MBS

part of contest

TwentyQuestions

U

Jeep station wagon, RC.\ radio-TV set.
home freezer, etc. Smaller merchandise
prizes for individual state contests

Send list of 5 questions with P-M package
wrapper to program.
Cash for use, more if
contestant misses

Take a
Number

Sat urday
5-5:30 pm

Lighter to sender of subject used; if
studio contestants
stumped,
grand
prize of silver table lighter, matching
cigarette urn, tray

Send subject about which 20 questions may be
asked, to program. N. V.

S5 for questions used; contents
of
jackpot if missed. $50 for correctlyanswered jackpot questions.

Listeners send quiz and jackpot questions to

MBS

MBS

program, N. V.
WILDROOT

Wildroot
Cream
Oil

CO

WILLIAMSON

CANDY

CO

Oh Ilcnry!

What's the
Name of
That .Song

True
Detective
M.vsteries

100

S-9:30 pm
Wednesday

Sundav
4:30-5 pm

$5 cash prizes

$500

reward

from True
Magazine

Detective

Send list of any three songs to program for

Lee

program use

Don
MBS

'

I

Awarded weekly if person correctly identifies
wanted criminal described on show to FBI.
1
•
then contacts magazine
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OFFERS BOTH!
T ne Greatest bnows

Tne Greatest SnoTivs

in Radio

in Television

are on

u/o/Il

1090 Kilocycles • 50,000 Watts
NBC
Affiliate

(i/BM

autd UB/IL'TV

li/BM-JV
are Waftson(Effective
RaJiateJ Power)

32,600

Channel

11 • NBC

Affiliate

• 2610 North Charles Street • Baltimore 18, Md,
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AROUSAL

RESEARCH

yiMtilnnu'iiJrum /'ti^t' 46 1
cancelled out the Arousal
year-olds. Result? No
formalion.
There are four factors
has proved must be right
commercial:
1. The appeal.
2. The writing.
3. The programing.
4. The delivery.

of the over-25age-group nwhich Arousal
for a successful

If any one of these four is wrong the
Arousal will be ees satisfactory, the selling less effectual. In checking the
Arousal response it is essential that the
impact of each of these four be evaluated.
I ust to know that a commercial st rred the

llsiflfix iM\soaiM*lii^s

emotions isn't enough, although the fact Arousals. In at leas one case, the hitchthat a commercial has a high Arousal is
hike advertising spot attained the outstanding emotional response.
proof that the advertisement will produce
results.
The problem of where to place comRecently a University of Oklahoma
mercials ina broadcast, according to regraduate student, Tom Fenton, who was
ports thus far made by the Arousal
doing a graduate study on Placeinent of Method, cannot be solved by placement.
Commercials in the Radio Program, arrived
It's a matter of programing. Some comat the conclusion that the first commercial
mercials should be placed in the midd.e,
in a 15-minute program was the most others produce their greatest Arousal by
effective, the closing commercial second opening a program, and so forth. The
in effectiveness. Much publicity was placing of each specific commercial does
given Fenton 's study, which used the however have a direct bearing on the
galvanometer and which was based upon results produced.
a test of two commercials by group reWords have a great deal to do with the
action. These conclusions have, however, effectiveness of commercials. Certain
been contradicted by studies made by
words are passive, others have an amazing
Wesley which in some cases have found disturbance factor. Still other words in
that middle commercialcreated top
combination stimu ate the emotions, increase listener attentiveness and recall.

l*liil»<lol|»liia

With speed the radio research essence, Albert E. Sindlinger has
developed the fastest coincidental program-rating service in the
history of broadcasting. Radox, as Sindlinger calls his service,
literally enables its clients to follow the vagaries of listeners' dialing
as they actually take place. By teletype direct to the client, whether
sponsor, agency, or station, Radox reports at present on 60 homes in
Philadelphia. It covers these 60 homes in rotation at least once
every three minutes. Thus station WFIL, a subscriber, knows the
listening habits of the 60 homes presently reported upon weeks before
any other research organization reports Philadelphia listening habits.
NBC and Young and Rubicam are also among its subscribers. The
agency may want the teletyped information only when it has programs on the air. The network and station want the information
continuously.
Radox functions very simply. An operator in a centrally-located
listening post, presently in Philadelphia's Lewis Tower Building, is
connected with one ear phone to the radio sets in 60 homes. He
switches from one home to another until he hears a radio receiver in
operation. A second earphone is connected to a radio set in the
researcher's office. The operator dials his receiver until he's tuned
to the program to which this home is listening. He notes the station
directly on a teletype which transmits the information to all clients
desiring it. He then continues switching from one home to another.
There is no time lag between checking a home and reporting what
it is hearing.
The 60 homes were selected to be a cross-section sample of the
area covered and Sindlinger hopes eventually to have 600 homes
connected with his Radox reporting service. A second 60 homes are
being connected now in the same area.
The coincidental Radox is only the beginning of the service.
Knowing how the homes listen, Sindlinger is able to send research
men into the home to find why. He is able to supply both quanti'
tativc and qualitative information. He also has a pretesting and a
new objective type of research in the plans stage.
102

The word "baby" does startling th
listening parents, but has little or no
on those without children. Action
hit the juvenile audience. Most
writers feel that advertising reaches

ngs to
effect
words
copy
a low

ebb in broadcast commercials. Arousal's
emphasis on writing appeals to them.
Report after report spotlights the fact
that no matter how perfectly a commercial is programed, how well conceived its
appeal, and how effectively it's delive.ed,
unless the writing is of a high commeicial
calibre the Arousal will be low.
The importance of the delivery of the
commercial on the air must not be underestimated either. The same commercial
handled by two outstanding network announcers can have very dissimilar
Arousals. In one case that of a beauty
preparation -one man's voice did something to women listeners; another, although interesting, did not. An "undisturbed" listener is seldom a buying
listener.
How much the announcer's handling of
a commercial contributes to the success of
a broadcast advert sement was checked
recently by an Arousal study of a commercial heard on two different programs
sponsored by the same client. The same
announcer did both commercials yet one
broadcast produced a good Arousal and
the other a passive one. The sponsor hecame suspicious of the Arousal Method at
once. Agency and account executives
went into an immediate huddle. They
listened to recorded checks of both broadcasts and ceased to be suspicious. On the
program with the favorable response the
announcer was on his toes. What he was
saying was important to him and the
listeners. On the second broadcast, aired
the following day, the announcer was
tired, listless, and the commercial washed
SPONSOR

Leading Station
in tiie QUAD-CITIES
Davenport, la.)
(Rock Island - Moiine - E. Moline,

Here's

the

Latest
DECEMBER

Quad-City

Hooper
•■E"

- APRIL

(Share of Audience)
(Weekdays)

Mornings
Afternoons
Evenings

WHBF
54.2

Station

Station

23.4

29.4

36.2

6.7
14.0

Sunday
Afternoons

27,3

Station

"D"

2.9

19.8

33.8

Station

9.1
12.6

22.0

3.8
3.2

9.4
6.8

7.3

5.0

6.5

' '^o«w;
Sa:qe^«*rc
SsP "^

Les Johnson, V. P. and Gen. Mgr.
Affiliate of Rock Island Argus
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out. Everything was the same except the
delivery.
Result?
The advertiser notified the agency that
it was holding it responsible for the conduct of all future broadcasts. An agency
executive now covers every airing from
the control rcom. Client execut ves
themselves are now frequent studio
visitors. The program can be the best in

his audience the program itself is awaited
with extra anticipation. The chart in
this report on the comparative Arousals
of the two announcers is an indication of
this. The musical number which followed each announcer was the same, but
listener interest wasn't. The entire program profited from good delivery.

the world, yet if the commercial isn't
handled correctly the advertising investment in the program is largely lost.

Research men and psychologists feel
that the galvanometer, despite over 50
years of experimental use, is still trx) unstable to deliver information that is unquestionable. They declare that the

Not only does the announcer's handling
of his stint contribute to the effectiveness
of the commercial copy, but if he arouses

methodology hasn't been developed far
enough, that electronically there are still
bugs in the equipment,
and that the

WISCONSIN'S

human s> stems whose reactions it is supposed to measure vary so greatly with the
individual that psycho - galvanometer
studies (as they are calledj must be read
with caution. The fact that one man
produces perspiration on his palms at the
first phrase that rouses him so profusely
that the skin resistance continues to be
high all through a commercial might entirely destroy the validity of his Arousal
profile, they claim.
The Wesley group believe that they
have overcome most of the objections of
research men and women. Their three
instruments were built for them. Their
studies are done with individuals so that
adjustments can be made for the individual nervous systems of the respondents. Should the Arousal line run off the
tape, as research men claim it will do
now and then due to electronic and other
reasons not yet understood, it's possible
to run the test over.
With one thing practicall> every research man in radio is in agreement.
Objective research is better than subjective. They question whether or not
Arousal is the perfect answer to objective
reseach, but the advertisers and agencies
which have thus far used the Arousal
facilities consider they have the evidence
Commercials with high Arousals sell. ♦ ♦ ♦

MOST

USE
MAJOR

SOUND

EFFECT

RECORDS

• All 10-inch Double-faca, Lateral
Cut. 1* R.P.M.
• Recorded frem Life en Film,
then Waxed
• Quick-Cued

Whefever

Advon-

logeeui
!w. or Turntable

AFFILIATED M. B. S.

VALENTINO,

ou/i dial
On 3, if
1070MADISON
WISCONSIN
Represented by HEADLEY-REED
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I

1600 BROADWAY
NEW DEPTYORK, S-5N. Y..
CANADIAN
DISTRIBUTOR
Instantaneous

Recording Service
S6-58 Wellington St., E
Toronto, Ont., Con.

COMPANY
SPONSOR
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"BUT f\)€V£P WITHOUT
Mf^KiNG you ei^lN!

^q^,

fHE -APPLE OF
/^MVA SPONSOR'S tyel

• • ••

stAfVDS FOK rtm\f\c
r^EPOSr/MASTlBR THINKS

o^'^^^ Sr-ANDS POP'hubba"

^ir<i

Sry^NDS FOR USEFUL
ANDf^ECERTAINiy IS
AT SEtirNG THE GOODS
fHlS'BOy ISA WH12!

^

*

X,

41E SHOUUD BE IN Jt^lU*
*HOLT)eil. Of MAIL 'RECCrU.DS flT W/LW/, CINCINNATI
WlBC,IIVDIANflT>Ol.lSflNDliV/VirnN,FAlRAlO^MT, lA/.l/A.

^~"7/

that's WfiAT r-HE G/^LS SAY
fHEY'D P^r+IER HA V6 f4 1M
r-HAN BE*'QU€EN FOR/^ PAV"

SXANVS rOT^ "RADIO
(fHlS 'RHVMiNO IS /MURDEP)_^-^ ^V^pV
fHE ET-HER'S HlSPACKCrfejS?^

(WE can't 60 NO"f CW^PER".')^

ZJ-C-'f-^-^^^ J-Z.Z^CCCX=l

^^^'1

\N CINCIIM(N*ATIJTS WISE TO
SrRllMG A10(M6 WlTf^ TfJE.

JON

SHOW
weEKPAV MOT^NINGS 6 TO 9
^PARTICIPATIONS AVAItABtE
^»srrTrmr-rr~,-T;-r ,-r >'-r—rr'-r-ynrr-y-rr^ri-r .-r-j-rrr-rrmTi-rf

y

/

CINCINNATI

UJSfll
r>J

n*B*c

A

MARSHALL

REPRESENTED
OCTOBER

1948

FIELD

STATION

V'

BY AVERY-KNODEL105

CBS can't float a female figure in the air, but many

advertisers know

that CBS can help a sales figure climb up a piece of graph paper. For the
second year in a row, CBS sponsored programs have again averaged
the lowest cost per thousand families in all network radio.

ystenji ^
The Columbia

Broadcasting Syste

Octoker 194a

MONDAY

SUNDAY

^L

'sr

^'^'t

m

TUESDAY

■?=?'

"

R^nk,,

""■
s„
ni5RTITTTlITilM;l«H;«,'.l;«l;IJI1:IJJ;l«M:l«1;r«|;r«^J;k«;,|;^mi;l^^^^
j
S
'c'.'.'»
.Atttvli^'SSk'^
,r
""r:-'

W^^**l

-— '

'~~"~

W

^
8:45

C.,J...

>...n, IJu.,,..

,

r >!Js -9"t^

""C

ul.».

NnihW
Cm,

'"B"'

9:45

iJjSi^''

uJn.

^"'^'

T.TW.

j^lJ'^

s.

lwb,F»l.

S^'

»j(i.iojo»-B.

F

MTWTF

M

l-»w«.

'J«^

';'::"'■

ro-nL>n)r.p,c

s

, N

Bltl CuTBd-pK

•,'""-'

r-

«..„„„.

a»b T.».

-J,::'-

'rr."

1S:15

»k1

N
scw™«

Ani™ Godl.*.

Ri>M>ll*'.P>^

*nh» t-li,.,

£rs.'m»«

"'■'•";

^"p'.iru^ir"^

:,:
t^Ti:

"""-r-

'"'z!::fl'''

t:r'-

0»i>'«M

P..,^P...d.

\P(C..,«,

C«iU-.,

C«,

u.tf.Vi

K.u S~i>i

«'Cr,7

r■u^(llS•«•

n

tJOm

Tt.

l«JO»jn

r ssf:
5:1

"£lt

12:45

&.'lUd m"

p,:;c.

p«pi..

G H.tii..'>

Pic^r;..

r:

1:30

Efl. r ilE
IMBiUuUk.

T.

(«0»J».

mm
2:15

.„":q„

**"*^"

•ir-

«...

-""'■
'^r-

»™

N^.C..

S..^P..

(I«)C

Lgr«l-vn«,lh

M.P..i».

'T^Zf

u.r,^...

..™.;..

M

|}»-IB-J»M"

-3-

ci»a..tHM>d

!»iM,. ^».i«. 0-«-r-.i>"
CF M,n. T.».«.

\;:.::'

K*«o'. t™

3:15
Uk'l-MiKM

M*f

t-j;::— r
tChLki^

m"

ItOTiA

:H
i>«^

I»-H«-

run

.,r.'„

3:30

4

(IM)

B.| S-...

't<'!;::ur

,."•«„

O.Mm.Fw.1

»;i"™

P.^T— ,
PtC-Cim.,

Cui«mi:m>«

■tcZ^t'C

•S-.:-

"■•T^"-

-"•'■"

p«.t M»«
,KJ(JI.»-P«

--'

""l.'.'l,'!.?"

Ch-iIMOI.

r,i!».~^-p.<
Fun E«»pn.nl

_,.,

V^""
"I"■'--"•■■

CnkTa.
VM.-hSh.l.'o.
Hdrn^

P.lWlk-P«

lllTtH,
fdoUuni

,.:?■;,;,.

'*CO>,d.l.T^d

1 I.

';,;,:;;::■

Pi..l,,M.....

.".r„::;.

' »-

.',"

M«lh

&»b.im:ji.
WW.I.U.BM.

ii„i,„.

,t«)S

".ts.t; —

Pt.1, M«„. "

GMBilhUb-

-"-

■d*-jW-

I..H_P**
».i ,..,...
IMIUtw,

T«.r«..-p.,

L(4i .1 W.ri4
M„.„ M.„nH

UI.CJ.*.B«4
P4C-0.rM

Gw.d«.
PU-Vi4Sm>

'6--,tVl>.

Oul.Cku

"i::!^"'

Redbuc..

M.P.rt_

Mi.. Ub.

■B^., ii v;«

'i»-I— 1

PKXw, c
P««->—

C L tMh«.,

C.LAMlt>«.
ptc-a«i
PfHlt-N
P»C.lw»

CiUa Ur^.
nUib^r
b(lM<.HM»>W

M.P-%»
PK-IWT

F«.iAiw"p".;
N«,G..,-P«

H«r. . D«'..
U«Ml.H.MH

^

(.*. f„«.

C..4.,L|h.
(Ml

P.'rr M>i«<

H«.< . D*...

^

r:::::

CuHlt-ll S~p

P*i-»— 1

PK-l'-t

I-)..

p^»i
(hit.. Rvr.
PUI.bu..
C.»dC»i..l

"'

h: ;:;r'

Pl.I,,M-„,

C-WP.

PK-Si4Sm*
PK-0>rM

.lU^

J-.l Kil.,

S...U,
knu».U.M.

Elb.lt AlhH
PW.,Mw„

Ou^»0^.

pgi.k.^

«,c™.,«..
N«Ka„

0.«.l. .11.,
J.n.W«

„»:;.t;r;
J?mb„!,.„'

I«^H». P.*

P»C-I.<.T.Dt.»
p»(;o.,«
MiPhL..

.„,...,.

G,.^,L,h.

MK<rni>A-N>.<
Nttha,
MO.. L.I.

M.P.rk»

„rt,".;:;;..

G £. Hwi> Pmi
CJ.«D..i.

3:45

MJti L.tn.

T>.

HwCul

MMbnuSH.

B.a«,"p.?

s<Kr».i
1^1 r.ii-Pt'<

bxkh.,.

f4*~t Cmi

MtP.^u

C..dM.,b,M
p«;-Cn.«

•iQ.O„M.r.i.

41. On !• &•••<
MUh.,

P.Mvnt

H>.l.h.U.>hj.u.

%

M.Pfrt™
-,.h Up.<

C..£^U|h.

'^l~Z

"""":»

;rr.'

hUU.-P«

P»C-Cn«

'"'"'9,^

..,„

U.r.-Sp,

WdiuJ

ttht «lbBl-P<

^

picTri-.

S«nu.B™.
Budd,W»d

Btltx Himi

Htwr Cuii

N«Dr.l.

2:45

^t::' ^:r-

Hiidluit.

'.,.',..

taiN

i.^,.

«.<._>.«...

2:30
M.. P-«.*rni

;ri;

,.',':;.;„

«.<.-.«...
j.""k.;„

PU-Owi

::■
(>...»< ::

M.h,ji< Q.i.<

T^ilwU*

Prvd.M.ll

11,1. S.,.
Sn..lh

N«, C.«,

HwCi

CteiLiM

St,o-

'"^■L
""■'
^L

Nwi Cm

'p:;;:

.,.fH;..

Hi

:.::

^h!'"„t-

S»»iu.

B'lulOuk-Pu

^^

M»Mh.St»k> BHk''

Sin Hit™ i!

'M,n^ .,<>>.■

iUa<M-l-L

,-;::.

"-'^■S«

C^t

«., S.t»

P«4>iwl SK,.1
Jd» l K.«.d.

W. Loii

FM«T.m

tUukk...

1:15

1:45

M"

M.ab
I.u-chwr,

BlH.^-f..

-1 -

•■-

p!^.'!!

So,.

UM<C-»dl

Ml..

p«^, p.,.d,
B«.n-C..-.,.P.
c«,
.

tt'Hd. lad

OwCll^iAdll

UWuUln-"'-

J-.pht

'ZT'" r 'Hr.
aE
5 .lis

crcH'cJ'.
WhKlkllt.KllT— •

U. ,,,.„„

.'

PK.I.H) Sn>.

U--SpfJ
IF.M., H CJ"

J

M.vTl

-?r"

c*-.

'■;;:.:■'■

c«i au»i
L||.» 4 M,.,..

B7^aab.Pj,'_

"■"C""

........ji

M^(^^.

=!.-•

CIUU..M4

L<h«*lrDm
M>i«».P«

12:30

M.r,l«T.,l-

iF.M..

B'o^n'cL,"

Si.|.

s.",.

U...-SJ.1

^.•■i;r:

K«J
L'^.b.,
•fnitiin

'•-t».,l.p?

Cn-.l MJI.

G- HuliH't

.,:^^i;..

T>,«n.^„

S.> 1. w,.h

M,....„

\i:-

^'■"^;,':r^
" n^^^*
it«i%.»'p<.

B'<..< CUib-P..

'^'

Tv::

-Tpk.-

AriW G>dl>«

M.Mk,,

LifN t M,...
W.imiUm

.MJN

H

IKlJI

(»*)N,

Riu t S*«-P,.

kDiiu Csdixr

V»Ii. (jodlih
aro-n
CoV'

...1 Lt.in

Hu>h.(h
C-rdr-

■^

--

M, G..,.d.P»

>i'>>»d».MQ

T»

"•;;:,■'•

C......

BnttLMQub

'"■"-•Til.

"■'-*■

w.u..

(^>dcr.(^w

—'■■■■•

B...ll.,i 0.h

P.«^-.*

S«utin

OOlHW..tinlh».

cV::r>N

Cc

^'m' '.:'"■

h!,w„k..

'^z:!z

"'"

""■'~b

"Tiso'f*
f.^^„.*

«,:';.:,:;i,

-TF™tfW„,„,

.'.-^xr.^

'.i»»j .».....„,

0.y«t.

mr^
PM

"t,"»'

C«rti.I>„h-

C<f»dMJb

""7m

"l"■";»»

H

IITK^ii

"nu
"""lF.nn.o,
.H.'Ji

„_.

"."'cl^'

ttii. CW

|.HtSk»-P.,
"((«
S)N

^.K,

11:15

11:45

c,„.,...,„

^CJrfB«

V«,WP™,t*,

,;«*■"■

":'

LWi,

;::

10:30

11:30

iMuwiUlPWini

T.t'

Nni-PH

v5T)

"^;

a...u.....

^-

Sl^^ .rr's:;;,

"■'

,. .,.Ji

C

;n

i,.

'Z;s»

c,;£r

'■'

'•" 7;

*"-^
G« MOI-

in NV

'"u
uis
Icv,l,nd...»

"IS?.,

"=:'

5.ri
F.JI,r,

F.ri W.,^.,

10:15

10:45

^.

'^""I'.

-11C«fUi

"t^r*

BntUutQub

Iw - in

s-

Bo™,„d

(BJ)C.

E^cmbl,-

Sw^rf

vr;-

B'>*kl... Cia
Rnlr. VtlbT

^;:::,;::
"-■™ir
„

"'^'
0,...

Ed„„^^K.„

BL

o^v

S;

H.m.mb„

c«.

O^
U«k'. Om,

T.r,:..

9:30

"i,-

H.-..ii.U.
U«l>«.

'X»

Sr

Ul.'i D^r.

9:15

s?"*-" i iii^

c.:-,r£i.

.,.,..,..,

•-™°'""' ;

^•- |. iiS

'^'^"m^^

'"'

Rrn.I<r,l»r

Q.^

SMi <M lU)

Du Vou

'

^

liHI»1:k'l.' l:;s~i:i:T»1l lT«»^:l« ' 1:1^

UuLVm

8:30

SATURDAY
".:!;;."
»r™V.

iii«ki

a.ll.CH

C

FRIDAY

THURSDAY

WEDNESDAY

'r^i

.

^

=

—

1

ii

J

i

ucioDer i»4B

*1

4

HmHwI

™_.,^

M«wfu.d,

TT...

ni.k„ lui

f0M ";.rrJ-

„,...,..

OK .,.ri

^

5^H

>"::.'-

n-sKt^D.

OF-FMia-Biu

^=:
„"7:";.

Tobr

H^

U.15m>-

I

.......

.1':;::;:,

"•";;•„«

SUNDAY

L-^lFr^i;!;

».,!::":,..

TUESDAY

F..Jr Hw

M«i MuL.V«

U.mM,<,...>>,
Melody

S^-^K.

M.lod» .r.
SV.Icli..

*-*

C-<.t.,P..l«,

CnM^Sfn

OntHunil

r:!"-

H.9»r-FW
C«r
<U>K

"-,.,;„

J»k km..

H.P*C.I~,
S>«w.p..

Ktw.^-IlU)

B.gUI.
(TIjN,

F-.i«L..„

J.

O...

PluIHuTU
R«.nDn.,

l»fc<JS(«l.
■...It.jw.
PKU-.

n ~-

mj

s.,iK.-

h<Co.-<-™mf..i

HQ

(KTJ

„r^

Amx

L,-

^r»,r„

at)
MniwNm
[l..St.IS*.SK.

M^P«t.T.K

fJ...U^.

/|J„.0...

-'tr.

P4C0>Tdol
a»»b.us«r

:-p.p.[)«uic.
a.udu^p«'i«)
Su,«mw-P«

„ ^"^"■,

H

L«

p' Abn.rP.

mu,.htn.K.i,M

mirtttoll-Ktlrn.

^

....

"""'^"l,

ZL

C«i^llS«»

P«, 0.1

,..,

,;r,

Qu,n..r

K. M™a,.P.,

Fun Oatk-tu

l™»CMlPUy.

w'h.w
(14*)

li'™"!!!!;, R.J. Bmrtd.

a.^p..io.>

Jmnr Dirul.
OlDtU

M Q».l«u

Jobr.,

'1Z.'
C«.F»d.
Cmd-P>.

V.l»r»

B...M-M,...
C>..™
rf^l

S«»<., K^<

VtufhD Mw«

;™

,:
H.ih..,.

CibiolHulli'
N,-„f,l
S«J..ll«rl

Su.p.«.
it>il.-Llr

^i,„

MdAIJm.5p.rt.

H.(lT">d
StuTWtr.
Am. Hhui Pnd.

Upt M'ruiht-P.

B.II, n„..m5rs
r™.«FJ..-p.
MGafnod-Pu

::i:\t,

UdH Cm..

MH-,<„.

lt,l.S«.B«,

"■„:•,:::■
■—-'

Cu«i-P.<

F.HM— C
F«,in«i.

m:™.'.

h ?A„ 1*

-1-. Mon.,

PriHMO-P..

IVh.1'. Mr Nun
B.I(M.Hl

..S,_,.l

TV. St- J

Cr^pi-.

(lll)N
Vwi.lT St.*o

]<hnw.t&Mi

Rob.,, KJ,o.. L««-IJttfcur
B.|T».

0„k,.,,.

^

f*F.IL)

c«,.D.irp«

Hrnry Jt-r.™

.»,......

....

C»Ki«-Ph
LI1-^P«

Ma.ld

WtaQm

Bn.i<J-M,«..S.1
Jok«OD
BID Huirr (lit)

Toll*

B., S<«|

—

M.t"T.1,nnr
B«0(Bwl>

..;:^..

--

LTtiwfrt.

MtJodin

TKo>,,fc,
)«• H..,ISo„

-"-

•Inu> N.»-P>
B.M
ThoKihi

T»-Jthi

B^

N...

CM-Ptf

N»»

A 'm •»(»('•

s^s

C4.^^-P^

Tb.Nwl-i-P«

<:;K.c.|n

=

CPP-Sh.™ c.

A0««..
D„ «.D.r
ih.

....
'i^r'
"-

%«>(-Px

0. 0,.i..i».P,r
rtt»p«

D.™

Ord..

"•jl"-

Orihuli.

H.,l«ll
R. J. R.,«ild.

JT' a»u.p«

^

„.°:r,.

Al OoMhu' •

T.V-.

0..,

Piyl F. BtM

FirUNiiM..

OtfiKB r.™

n. W)..iw-p.<
SM».-aMkP«

M.^...
E...,b«l. W-u
c»«k iu>i»

C.U.4 Ok OKI

»...

UI^.P..

.11 k

Pl.lhKiK

Sgp^0.t-r4.
C«r|. Dt ll-P«

~„.

S-«l>K~.i

C.^k,,d

"t;.™"

(14»)N.

"^£'
— "

N».,«l
H<4Ir™d
Bdl
Hurrllll

Ap(«.«t>mf><

>„.__„.„,
0««0.<K

1149)

H.«,-J.I.,I-

CinHlPx

l>S«i.-P1r<wD
DhW.

CI,l.<,n U-I^
H—liw

^•—^li.

-»::;•

Oundu.p.KlU
K. M«n,n,.P..

^ir;

yf«te:

Sur>

R.I.Hn»M.
MH..4

A.1:

,v,.L..,.;

ttnn..

sniir,;,,.

(1H)N

Sh..
Amtl,ti,m

....

iio«.h«.r.
o.«,o..

^^L'—,;"" -—

B...l.h

PlGO.>d.l

Co El«m-

M»C4a.JXrK

^.IS<>u|»P.
..,.„L..„
„

'■^■:;.

lt.KttlMuN.1

Oft BMih-Pi(
B.llF<tM>(4<SlN
OkmI-wiI)S.mU.-k/.mJ
U-i.. P.«Wu

rh»
Lon, *ol(
BUI Harr
^i^^

^i.

MuDoFncn

A»(M„,.P„

H Sh.-.-P..

H...LE4««

..

K.l..oU.nN...

v.M4»(isnH.

ToW

Hour

Sho-

U-*.-f^

H Sh„...-P..

^.—.1 A,.m

k4>
urfMiM

If. T.v

>—H.«..P».

l..,ll T>«r...

PkilU.

(110

Munul

P«^A,.

....

12

Ln>.S»ii

r«

>«.«.i-p«

11:45

OTD

8.4 H^

fnr>dairi

clr,,:

B.o-nr.c

F,WJI-P..iU)C

drill

ib»>.n«H

11:30

K,™ys>

Q«.a

E^.ICod..n

11-

Mr OukhIh

IrtlH-mJiB

^"".T

V»M

urn 'a' AU«

.......„„

F,l,.,

i.A Snilh

(lU)

<!411

Sua. 1.

rSi;:™

Auni M.r,.P.<

CiM..(l*f.

FohHuiayb

NOT

DO'H

^4
',':::,;■U'■•»-; :{^H' '.;::-''VM!i 1!(4I.'I

pIL«I)N

o™d....

H„h

UmJ^K™!

Plcu

11:15

Or.,Ml (III)

pii£-

Sw. Sat-

10:45

t M«efP«

W. IK. P,V
H.U (IS|"n.
""
T«.M-h„,
r,."
Qv^i

Muni>J

J*-MWU^

c H—.

SATURDAY

'iIa';'"

Mh> Mmu.-P«

CnFW.
a.,^p'.; not

T.„M«..

T.t<fii»H»
LuilU4>
TUltf
LaFUM

=
■"■

^NWo^V"
^m,'m '"

--■■

'tv:::::'

*™™,.|t-,.

C.t»l H..II.T

XIH
l..An,.0.

(l,n,M.<,.,lM

u«..-r..

Ji<kSwlh
(ttlH
PtCO.T«.l

C-P-PSh.«0

^r::^"

'(1t1)N
(m)N

:;

M.rodT

;,

PiCOrtH

ONmI
Crtfory Hoed

"^I

10:30

'•'-^■'

";,:v.w'

J-

IliB !
10:15
^W'^-'i"

''p'ic'^"

....

M,.i». T>«1..

"■4

^"■" ^'■'

^n.

aB«ui<Mr

C»SCrfIUtiIIS,4A4>

^JL

..,.„.„.,

j:;,.
S..rlu.,.8.,«

Bab Cund'Ptt

r;::ir

...

a,mM.<L.„h,

a.-»k c„«.

k.1>.nh«>.\...
P-.0.1(M) N

W-su.
'r:r'

Sun Oil
^jj^
""m*^"

R.dc'l',fl''H.ll
Milody

U«»^M

G«...l M.11.

Oi^Wl'sZ^

:tc Fuhc-p..

r.; ^'"■I'l"""^

<rr,-r,M,:C.„h,

rinr

El-^f..-.

U S. T.bu..

J M«.^l

Sun Oil

O.rt.1

'--•■■■

■'"""■r»

B..r.n.k..

a, k™,-

%

H.-.-,... f«
PK

C»n»WIS«*

'VX'"'

'^;;7„
""'
iwJ.

Cf <.l«n.,

SoH.m.B

J.,k *,m.l.onr

B..l.h

Di.P.1

8' -

N,,.

WEDNESDAY *"^°;rTHURSDAY
fRIDAY
.
^»Jii:i:l<4;i:!4 LLI<>)ii;,ii-i:i:{»]i:M<H:»:ii>«;Lid
^-',S

AnltAam

-5T3;: —

8:15

P«l.. F.,., U.

Hu.LU>fw
anno

7-

'
'
'
H

H„„

;:;:?,;".:::.

c*-.*

(U)H

"""*

CFOImI

fSiH

Btuur,

MUn-A&iS

T™«.-ewh«(

^F«iP.p^

,...„..

'"

'-"-f;- "
S-JS..«r'P.<
C, t .*P.

Em

(1(f) N

C.» )mi./

Jidi AnKUrxf

lUu-tt,

Sk.td.o .n

6:45

..........

Ch.lWr.1. .1

C».,MJ*

Mrlody

:„M,.H..

6:30

,.,.H.„

• K...K.II-A«,,„^

....M...

6:15

M-F

^":.

Oln..i»l
Si..I,mHJ.,-.

C««r.l Millt

N.>. W.V.r>.

Fv*lH » CwU*

""M^ur" M.,,.,„.

o^:'::

LI B..rhC.nd|CF.p..m™,B„n

--,„,
....

H„lSk™..

"";:;■

Sl.rt.ni.Hil.i'.

Sl«nnt-PMhp>.

aiMS„,„».n
M.«n.,hi

M:I^»|:^l'|:;^i:i:[4l.1:{«H:i^«Al^l.L14l.1:i<»J:»'.li«:i:I»1
PM

i;:S;r.

s-,.™«

h.iPl.^«,1l
H>.,iriutl.lnini.
".
S.«l»,.H.*l.

".':":;.': ,..„..„

IrfnM. Fu.L,li

M.i< * O^-

B<tnF1,l,.

f.«P.,.F..„ll

MONDAY

Ch.ll»i. .1

S..jlifl,-Ph.lhM

S...lm,-iPK.ll.p.

(WIN

C»wr.lML]l.
BnA.-Pif

M.,^»...

Son™.""C!*"''"'

«.'::p::,-.

ft.4.t..(J

S..uA>.r.

P.^u F.... LI.

J~>l P1iv> S.II

art M,dr,,W

';:.!:"

'""tI,"""

-';«■;

...„.,.

M.1k .1 M.|

..::,.„

"■'"";;■",
SlHl.ni-H.^,'.
CF.C.Ivn.1

M. lnl«..P.'

— s:z: —

™"
™:'::

Hi.1 Hi»-P»
54<K<i.,

S't<l<nt-PK>lli»i
*«(«,£". 1=...

Si,,ln.,-Ph,tr,^

,i;!::;,

tJB...hC.-.4T

"H "^"""

^

Wm»

To hi
SHH-*„-PViPJp.
Nr—

Slirlmi-Hilti >

m.,.k™,.

•"""""^

...';.»-<

,.,..,.

N,-,

b..f.»,.n>.iiv>

.

B.tu.,. *.«.

P."';;..

'»-™-Z,c
T -sit,

'^"■E

p.:,i.

T.

S'..l,n.-Pli,l1.p.

...'™.~,

S.«1»,Pfc.1V.
Sl«N„,.PMl,,

To br
Whm.

F.m,««t,

5W

*>n«>

Nr-

"""Tw

HmHmi

,„,..,.
N«.

^
co^

Kflt*.!
B..k S<.,. W4.

4M>>IMtMT

t-c.,r

w

1
Hu.1r,|h

Hutlr.|>.

SpcH.
Chutk

::::.,:;:
........

Thag|hl_
SuM.r aub-P><

F.< M.«-P..

Z:..
N^-.P..

_

• ,:"■;!;.

Al Don^hu. .
Fo.i„,
n....o.,K
O.M.Or.1..

*-MN.«P«
i-Hf ruib-pii

0.°:-,.

0.«..0.,K

Pr«.*Jb«l

in"M» Mor.ra

"•"'

rsjz-

0.n.-

l«. ll.<.|..Pv
L— B«.,«.P«

F.I Mw-Pi.

oS::r,

»

N...
N-.l. C«*r-I

..l:.!:.^

i5:

K,:::

I Jcp..
T.-f.p..

...OF THE SIX (YtS, THlRt AR[ ONLY SIX) STATIONS TO APPEAR ON ALL
THREE- MORNING, AFTERNOON and EVENING -TOP 20 STATIONS LISTS,

WHEC No. 13 in the U.S. in the MORNING
WHEC No. 8 in the U.S. in the AFTERNOON
To EVENING
WHEC No. 20 in the U.S. in the
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To be listed af all among

the Top 20 Stations

on this Hooper report (latest before press
time) is a great honor. To be listed in all
thr^e time segments

is indeed just cause for

pride! Once again Hooper Share-of-Audience statistics have proved that WHEC is
far-and-away Rochester's best-listened-to
radio station, — in fact, one of the nation's
best-listened-to stations.
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MUSIC LIBRARIES
{Continued from page 41)
15-minute music library programs across
the board. WRCS subsciibes to the
Associated Program Service, Inc. Sewell
picked his prospects, studied their markets, selected his shows, cut audition
platters, made presentations, signed the
contracts. One of the programs he sold.
Candlelight and Silver (instrumental dinner music), is furnished in script form by
Associated and is sponsored on over 100
stations throughout the country.
WRCS is one of numerous stations, old
and new, which have been aggressive in
showing local sponsors the advantages of
music library programs.
Practically all

library program services have from one to
several musical shows which are widely
sponsfjred by local advertisers.
It's a different story with regional and
national adveitiseis. One reason for this
is that there's no central source of information as yet on the types and amount
of musical programing available from the
several library firms serving broadcasting.
A joint presentation to advertising
agencies by members of the industry has
been under consideration for some time,
but it hasn't gone beyond the talking
stage. One major station representative
recently began to collect and analyze data
on all musical transcription libraries.
A second and perhaps equally potent
reason for their lack of acceptance by

national advertisers is that transcription
libraries have only recently come of age.
They have grown from an assortment of
musical transcriptions used mostly as
fillers to a wide variety of well-integrated
programs designed specifically for sponsors.
Percy L. Deutsch fotmed World
Broadcasting System, Inc., back about
1932. He almost certainly didn't foresee
then that by 1948 transcribed library
services would be a keystone in the basic
programing facilities o some 75% of the
nation's radio stations.
In 1932 the motion picture companies
were switching from sound on disk to
sound on film and somebody in the
Western Electric Company got the idea of
renting their movie theater turntables for
$900 a year to radio stations instead of
permitting them to gather dust in warehouses.

Potrilhi pIsiiiM Iraiij«c*ripti4iii haii liftiii|u;
Transcriptions of new popular tunes will shortly again be a part
of radio's music libraries. James C. Petrillo, president of the
American Federation of Musicians, on 15 September presented a
proposal to the leading recording companies and the attorney representing the transcription organizations which is expected to end the
Union's ban on recording. Although there will be negotiations on the
exact terms of the Petrillo'suggested settlement, to make certain that
it is not in violation of the Taft-Hartley Act, most recording executives feel that it's a matter of weeks at the most before both Union
and recorders sign an agreement.
The broadcast industry was surprised that the proposal was
initiated by Petrillo, expectations having been that Decca would
front the reopening of discussions. Increase in musicians' unemployment since the ban and the bootlegging of recording are said to
have been major considerations in the AFM president's change of
heart on musical recordings. Petrillo took the initiative at the
suggestion of his new press relations advisor. The latter has been
working for a better public-relations acceptance to replace the "czar"
picture of Petrillo formerly current.
Petrillo's proposals will not materially increase the cost to sponsors of transcriptions, library or custom-built. The use of the royalty
payments paid the Union for each disk sold or leased is to be administered byan employer-Union committee rather than by the
Union alone, the policy under previous contract.
Recording firms have not pressed for a relaxation of the ban due
to the tremendous fortunes plowed into a backlog of master disks
(from which records are pressed) just prior to the effective date of
the ban, 1 January 1948. They wanted to release as many of the
disks as possible before pushing for the abatement of the edict.
Despite the fact that Petrillo had stated last year that AFM members
were "forever" through with making records, most realists in the
music business never for a moment really took him literally.
It is expected that the date for resumption of recording will be
announced as soon as the wording of the settlement is determined.
112

An associate of Deutsch's, Raymond
Soat, coined the term "electrical transcription' inan effort to avoid repeating
"records" and "recordings" in sales
letters he was writing to stations. The
term caught on, and today the familiar
term "e.t." helps distinguish the transcription from the phonograph record.
The important differences in playing
qualities of the phonograph record and the
transcription are due in part to the recording of transcriptions with higher frequency ranges than arc desirable or necessary for records designed for home equipment or juke boxes. Columbia Recording
Company's new long playing home disks
are very similar to e.t.'s. Advances in recording techniques, vinylite plastics, and
electronic equipment for reproduction enable transcribed programs to come
through loud speakers undetectable from
"live" broadcasts to the ears of most
listeners.
Another difference in music on phonograph records and on transcriptions arises
from the fact that the familiar lO-inrh
record designed to play at 78 r.p.m. is
limited to about three minutes playing
time. Popular tunes are frequently arranged for 3.4-4 minutes. The extra
minute or fraction of a minute per arrangement isenough to enable a conductor to put extra qualities into a
musical number. E.t.'s are 16-inch
records and revolve at 33 ^ 3 r.p.m., and
have room for 1 5 minutes of music or talk.
Music libraries are no longer sold to
radio stations ?s in carliet years, but are
leased. The usual minimum term is two
>ears, since it may cost up to $1200 to
deliver the library with its equipment,
such as cabinet, catalogues, indices, etc.
{Please turn to page 114)
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Now . . .

|Bdai0(|i]ninal|
A Great Show...
in true American tradition
A STiRRiKO 15-minute recorded, openend production . . . featuring "Inter
Faith" choir, conducted by Joseph
Markel. Hymns of all churches and
all religions with the stories of their
creators.
A program dedicated to the true
spirit of tolerance and good will to
all men.

K

Ideal
with a
appeal
breaks

for a wide variety of sponsors
moderate budget. Tremendous
to extensive audience. Station
and one-minute spots publicizing "RADIO HYMNAL" are
available free.
*18 years of association
with top radio shows:
'Bob Hauk,'' "Mr. & Mrs.
North," "Can You Top
This?" "Kate Smith Hour,'
"Inner Sanctum," "Kay
Kysrr," "To^vn Mcctixg of

( Continued from page 112)

Sells

A basic library consists of a number of
musical units (individual musical selections are recorded six to eight to a transcription). Itincludes a dozen or more
categories of music, such as concert, salon,
dance, organ, hilbilly, sacred, etc. The
base units range from Cap'tol Transcriptions' 3,300 to Lang-Worth's 5,500. Most
libraries deliver four to five thousand
units.

Times
More
People!

5000
620

WATTS

over-all number of units remain approximately the same from year to year.
While each compan\' has its owti
method of calculating the cost of its

Se^i^V

the Air."

^CHARLES STARK PRODUCTIONS
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The basic body of transcriptions are
supplemented each month with new releases. Standard Radio Transcription
Services. Inc., for example, issues 80 new
units per month. Thirty are new popular
tunes, while 50 go to refurbish and expand
other portions of the library. The major
firms issue from about 50 up to 80 new
releases per month. At the end of each
Near dated material is deleted and the

National Representatives

HEADLEY-REED

CO.

service to a station, generally it's on a
sliding scale based on the market and rate
structure of the individual station. A
station in Laconia, N. H., or Brunswick,
Ga., might pay from $95 to $125 a
month, while the fee for New York might
be as high as $750 a month — in each case
for the entire library.
Limited editions of the basic library,
and special libraries, such as instrumental only or vocal only, are available
from some firms. While these special
libraries add to the musical resources of a
station they are not the major factor in
programing as are the full libraries.
The musical resources of the typical
library include leading performers of each
categorx of music covered by the library
with arrangements made specially for the
service and not available on phonograph
records or elsewhere. Libraries are also
enriched with choice selections of new
foreign music played and sung by foreign
stars. Standard is pioneering in making
such recordings on the spot with the
latest magnetic tape equipment. The
units are edited and transferred to regular
disks in this country.
Early music libraries were not planned
as to quantity- and variet)' of talent with
an eye to building individual program
series. Toda\', a station can offer a
sponsor top-notch talent and sufficient
recordings of the more popular performers to allow programing across the
board indefinitely without repeating tunes
more frequentl> than good programing

permits.

SPONSOR

KYW, Philadelphia, recently made a
presentation to an advertiser on a library
program featuring Ted Dale. Transcribed talent was something new to this
prospect, and he hesitated. Was Ted
Dale good enough to give him not only the
audience but the prestige he wanted for
his show?
Shortly after the station's presentation,
the advertiser called KYW on his own
initiative. He'd heard Ted Dale on CBS'
Carnation Hour — he would be proud to
sponsor Dale in Philadelphia!
Generally a station can buy a library
service on an exclusive basis in its market.
There are certain exceptions where size of
market, size of station, station program
policies, etc., make exclusiveness unfeasible, or undesirable. The tremendous resources of a major library remove any
necessity for duplication even where the
same library is used by two (or even
more) stations in the same area.
Many stations which program a lot of
music may subscribe to two or even three
libraries.

that it include semiclassical and familiar

Transcription program departments
script up to 20 or more programs per
week. As many as half of these shows arc

popular tunes. The show, as finally auditioned and approved by Kudner and the
client, is built for each session around the
music of a single outstanding performer
in the Associated library, with accasional
select bns from NBC Thesaurus. fWNBC
subscribes to both Associated and NBC
Thesaurus.)

designed to be sponsorable. This doesn't
mean, of course, that station program
managers don't build their own programs
from the transcription library or libraries.
An outstanding example of a show
built by a station to meet specifications of

Producer Clay Daniel artfully utilizes
an echo chamber in the studio to add the
slight effect of resonance produced by live
performances. Musical bridges to back
up announcers and to modulate, where
(Please turn to page 118)

a prospective sponsor is WNBC's Serenade
to America. Benson & Hedges' sponsors it
for Parliament Cigarettes. The Kudner
Agency, Inc., Benson & Hedges agency,
wanted a program of light instrumental
and vocal dinner music. They specified

SOUTHWEST

VIRGINIA S^^iO/iee^ RADIO STATION

It's frequently possible for a sponsor to
present a musical star exclusively in his
e.t. version. Among the 60-odd sponsors
of Standard's Freddy Martin's Swing
Street are several advertisers who have the
right to all Freddy Martin music played
on the station.
Even news, ranked by program managers next to music as an audience
builder, hasn't the diversity of sponsors
that music has. Sextette from Hunger, a
C. P. MacGregor library show, has been
sold by over 230 stations to such varied
enterprises as a steel fabricating plant,
ladies' ready-to-wear shop, laundry, hotel,
candy shop, lumber company.
The small-market station with a
limited staff may have an audience educated to balanced programing of the best
in all types of musical fare. This audience
has an ear tuned, if unconsciously, to
first-class continuity. Most library services have not only experts in charge of
production, but seasoned writers who
build and script continuity for tailor-made
programs based on the music available
from the individual library. These
library program people are generally men
and women with years of successful station experience.

t

That's why so many WDBJ
advertisers continue with the
station year after year. They
have found per-sale advertising
costs low. And WDBJ'S Promotion Department is an added
help, increasing results you
would normally get from sending your message to our loyal
listeners in 38 counties.

"
u
o
C

With WDBJ alone you can reach Roanoke and most of
Southwest Virginia where effective buying income exceeds a
Billion Dollars.

Ask

FREE

&

PETEKS!

Spearheaded by Lang- Worth, the transcription industry two or three years ago
began to put vigorous emphasis on building more programs of music designed particularly for sponsorship. Continuity,
which up to then had been largely on the
indifferent side, got a thorough overhauling and is now on a par with network
scripting.
OCTOBER
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North Carolina's
Golden Triangle
Housewives
WINSTONSALEM

GREENSBORO

HIGH

POINT

No. 1 Market
IN THE

who

do

their own

laundry

are serviced with a special Wash Day
(weather) Forecast on Monday mornings
by Russell Naughton (WDRC. Hartford).
Hollywood is to be put on the map. Truth
or (Consequences (NBC) contestant Billy
Snyder obtained a million signatures on a
petition addressed to the Post Office Department and to Rand McNally, mapmakers. He received $2,500 from Ralph
Edwards, mc of the show, for his petition
which will secure a designation for Hollywood with the Post Office Department,
and a spot on Rand McNally road maps,
both of which are missing at present.
"Bennie's Album," containing several RCA

SOUTH'S No. 1 STATE
288.700 People

*

Victor record favorites, is a give-away item
used by Franklin Brewing Company to
promote its weekly musical quiz show
over WHKC, Columbus. The album
cover features "Bennie," the program's
trade-mark astride a musical note. The
first two listeners with correct answers to
quiz questions on Melody Time each get
an album.

$271. 683.000. Retail Sales
$410.987.000.Buying Income
* Copr. 1948,
Sales Management Survey of Buying Powersfurther reproduction not licensed.
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"Your Land and Mine," Henry J. Taylor's
General Motors series on how free enterprise met the challenge of the atom bomb,
is available in pamphlet form to listeners
requesting it. The pamphlet is an ideal
promotional piece for the type of institutional, "American-way" program that
Taylor conducts.
"The greatest junior amateur racing event in

the
world,"
eleventh
American
SoapChevrolet's
Box Derby, was
covered All'
by
a national radio network, six local radio
stations, and two television chains on
"derby day" last 15 August. Besides
radio and TV representatives, 75,000
spectators and 300 newspaper reporters,
148 of whom were representatives of cosponsoring American newspapers, viewed
the event.

A personal letter from Dorothy Lamour
announced her new Sealtest-sponsored Giant 11 "xdVi" postcards, usually printed
in color, announce new radio and TV spot
variety show (NBC, 9:30-10 p.m.
E.D.S.T.), which began 9 September, to schedules both locall>' and nationally for
trade paper editors. Editors were briefed Benrus Watch Company. Cards are also
used to herald installations of clocks in
on the program, and told that big showbusiness names would guest the program, ball parks and prominent highway locations. This merchandising wins dealer
at token rates. Bulk of the money for the
series will go to establish a health fund for cooperation and promotes sales where
members of the American Federation of jewelers tie in with the announcements
Radio Artists.
by displaying Benrus watches and by
advertising.
A parachute was dropped over Arthur Godfrey's Virginia farm from a Benton &
Bowles-owned Beechcraft on Godfrey's
birthday, last 31 August. Pilot John
Masson and account executive Wells
Hobler watched as the chute cleared a
small grove of trees and landed in an open
field where kids rushed to retrieve it.
Inside the container was a Best Foods
recipe for chocolate cake, and all the ingredients needed for baking the cake, including a cake pan and candles —a gift
from one of Godfrey's sponsors, Best
Foods, Inc.

STATIONS

AFFIUATK

V. O. Rieffer, Promotion Director of
Swift's Table Ready Meats Department,
demonstrated promotional ideas designed
to sell Swift Premium Franks which will
be featured on the show during the first
fall 13 weeks of the series.

WTVR (Richmond, Va.) played host, Tliursda\ evening, 2 Septi. nilxr, to local Swift &
Gimpany sales personnel and main distributors who gathered in the studios to
view Swift's television program The
Lanny Ross Show.
After the program

1200 empty flour sacks were taking up
room at Roccker's Bakery in Marion.
Ohio. Mr. Roecker thought that maybe
housewives could use them for dish
towels, dust cloths, and aprons. He
WMRN's
on by
announcements
bought
Oi'cr
the six
Coffee
Cups, conducted
Madge
Q)oper, and the 1200 sacks w^ere snapped
up. Orders for more are coming in.
Samples of sponsors' products mailed by

K.\1PC (Los Angeles) to ad agencies to
boost its summer business. Using the

theme, "Take a Tip . . .," the gimmicks
varied from cansof Sherwin-Williams paint
to Sears-Roebuck polishing cloths. PC's
standing promotion — sending birthda>'
cakes to agency executives on their natal
da\s has paid off with 400 enthusiastic
"thank you " notes.
SPONSOR

WE'VE

GOY

It's no deep dark secret that we're proud of our record. And after all
why shouldn't we be . . . our Des Moines Hooper jumped 96% between the April and July reports (5.8 to 11.4) . . . What's more it
shows every indication of continued raise. Too, when you use KIOA
you're tying in with important local merchants*, for Iowa's largest
stores now use KIOA.
Ask any Paul Raymer representative about Iowa's largest independent
clear channel station.
'Younkers

of Iowa, The New

10,000
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iCunti)uieci Jrom paiic 115)
necessary, into a number in a new key are
additional production tricks which help
the widespread illusion among listeners
that the performance is live.
Despite the numerous library-made
prof'rams available to supplement the
original continuities of station program
departments, several hundred stations
(the number is rapidly growing) also use
the script services of Broadcast Music,
Inc., the radio industry-owned music
licensing organization.
This BMl pro-

gram service is designed to utilize BMI some categories, nevertheless (hillbill\
music in u transcription library at a music, for instance), it's possible for
royalty saving to the station. It makes programs to use mostly BMI tunes.
An exception to the normal ASCAP
available, neverthe'ess, an addit'onal
number ard variety of spcnscrable shows. dominance of librar>' catalogues is the
A trans.. ription library catalogue ordin- transcription library of SESAC Inc., a
arily will contain a heavy percentage of music licensing organization whose library
ASCAP (the country's biggest music includes only SESAC music. The SESAC
licensing organization) music, since basic library consists of some 1,500 units
ASCAP controls b>' far the greater num- of so-called "standard" music. The
ber of titles, having dominated the field service doesn't include "popular" tunes,
for many years before BMI was organized. but releases about 28 new standard units
It's natural therefore that over-all tran- each month. SESAC, which entered the
scription-library programing will show a library field in June 1945, now services
preponderance of A.SCAP numbers.
For around 300 stations. Other libraries service up to 650 stations and over. SESAC
charges range from $40-$50 per month.
No program continuity is furnished, but
program notes on which a program department can base its own continuity are
Stations generally do not charge local,
provided.
national, or regional advertisers talent
fees for a library program. In the case of
a local sponsor this usually means he pays
for station time only.

No other station — ■

But there may be an added charge —
not likely to be an important factor in
many cases — to regional and national
sponsors. This charge is a royalty (not
applicable to local sponsors) collected
from the sponsor (through his agency)
under terms of music licensing agreements with such organizations as the
Music Publishers Protective Association

Chicago or elsewhere —

COVERS

(the principal one). The royalty is 25
cents for a "regular" tune, 50 cents for a
"show" tune (a production number featured in a stage show or motion picture),
for each time used on each station.

South Bend . . .
only WSBT

It's possible to construct certain types
of programs with little or no music requiring payment of such a ro> alt> . More
often, however, a 15-minute program including four selections might cost a
national or regional advertiser between
$1 and $2 per program per station used.
The experience of Celanese Corporation of America a few years ago is an
illustration of the flexibility of the transcribed librar\- service.
Celanese wanted to supplement coverage of its network musical show with
stations in other markets. The>' wanted
to duplicate the live network show in both
fomiat and quality. Their agenc>-,
Young & Rubicam, New York, selected a
group of stations all of which had the
World librar> (recently bought from
Decca
Records Inc. by the Frederic W.
Ziv
Comppxiy).

does that I

Sure, other stations can he liearil in South
Bend — but the audience listens to WSBT!
This station always has been, and still is, the
overwhelming choice of listeners in the South
Bend market. No other station even comes
close in .Share of .\udience. Look at any .South
Rend Hooper lor convincinf; proof.

5000
PAUL
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After clearing time on these stations,
Young & Rubicam had their man sit
down with U^orld program people in New
(Please turn to page 120)
SPONSOR

A
New

Date
for

New

Englanders
to
Remember

JVLil lions of New Englanders within a 5()-mile
radius of Boston may well add to their roster of memorable dates that of July
24, 1948. For that date marks two important events in the TVi-year growth
of WBZ-FM:
1. Shifting of the WBZ-FM

transmitter and antenna site from Hull to the

new Radio & Television Center on Soldier's Field Road,
Boston. A brand-new Westinghouse Type FM-10
transmitter now directs the WBZ-FM signal from atop
a 656-foot tower.
2. Simultaneously, WBZ-FM strengthened its voice to
20 kw. effective radiated power. Thus it became the
first Boston station to achieve this lusty criterion
of coverage.
And since June 13, 1948, WBZ-FM has been
duplicating all NBC network and local programs
between the hours of 8:30 AM and 10 PM at no
additional cost to advertisers.
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MUSIC

LOOKING FOR
PROGRAMS?

LIBRARIES

I {(jnitviued from pcific I l^i

pull out the necessary records and rehearse the show for timing.
The people who manage transcription
libraries keep abreast of the relative
popularity of their artists through surveys
in different parts of the country and frequent station correspondence. Kay
Kyser, it turns out genuine Southerner
though he is, having got his start on
WBT, Charlotte, N. C. — ^isn't very popular now in many parts of the South.
A Southern station manager gave his
own explanation wh\ . It isn't because
Kay plays Yankee music, Suh. "It's that
Southern accent," complained the manager. "He's overdoin' it!" ,
* * ♦

OMAHA &
Council Bluffs
BASIC ABC •SOOO WATTS
>

KSD-TV (St. Louis) quiz prosram, "U's a Hit,"
hit the front page of the St. Louis Post Dispatch when Mrs. Veronica Hoffer won
prizes valued at more than $3,000. Contestants had to write a 25-word letter
giving reasons why contributions should
be made to the community chest, and also
correctly identify a televised picture
puzzle of Michael Faraday, British
physicist.
It's unusual For a local recording to be local
best seller as "Deck of Cards" is, but given a
personalit>' with a block-program following— the unusual can happen. Recorded
for King Records, Cincinnati, by Nelson
King, m.c. on the WCKY Jamboree,
Deck oj Cards sold 17,693 copies during
the first quarter of this year.

WNJR

is the on/y New

Jersey

station offering com plefe
national and local news
coverage.
Another

exclusive availability on . . .

the radio station of the

DAVENPORT
ROCK

ISLAND

MOLINE
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MOLINE
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Halsey St., Newark
MArket 3-2700

Affiliate

Thirteen civic and business leaders, among
them, Thad Eure, North Carolina's Secretary of
State, pinch hit for Fred Fletcher, m.c. on
WRAL's (Raleigh) disk jockey show
Tempis Fugit, while he was on vacation.
Fred Fletcher. WRAL manager whose
popularity as an earl\ morning disk
jockey got him elected to the cit\ council,
had each substitute read commercials,
spin records, and tell a fair> tale a regular feature which Fletcher began over
three years ago for his \(Hing listeners.
A folder containing leaflets describing KOA's
(Denver) top programs is presented as a

IOWA

National Representatives
Free & Peters, Inc.

WDEL
WGAL
WKBO
WKBQ
WRAW
WRAVI
WORK
WEST

Newark Evening News

WNJR

5.000W..U20KC.

DAVENPORT,

ffepresenfecf V

from our studio in the City
Room of The Newark News.

QUAD

BROADCAST
MERCHANDISING
{Continued from page 116)

times a day direct

IN THE

York and work out the program. The
finished script with commercials went to
the outlets selected, and it was a simple
matter for the local program manager to

offmhffooper

[DWiiM «rer CO., /«c

FIRST

Esfabliihed 1922
WILMINGTON,

DEL.

Esfabliihed 1922
LANCASTER,

PA.

Established 1922
HARRISBURG,

PA.

Established 1922
READING,

PA.

E$fob/isf)ed 1932
YORK,

PA.

Established 1936
EASTON,

PA.

ffepreienfe</ ky

ROBERT
MEEKER
ASSOCIATES

souvenir to each person touring the
studios. A short sketch of the station

Chicogo

is printed on the inside cover of the
folder.

Son Francisco

New York
Lo« Angelei
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HOW FAR CAN JARO HESS 60?

He's gone too far already, say
some.

There's the station manager in
North Carolina who wrote that

got so steamed up looking at the representation of the "Station Manager"
that the print burst into (lame.
And the
New York radio director who
locked his copy of the "Account Executive" in his desk because one of the
agency account big-wigs "was kind of
sensitive."
So it's wise to calculate the
risk before decorating your office
with these five provocative, radio-ribbing, Jaro Hess drawings.
They're
12 X 15 , reproduced on topquality enamel stock, ideal for framing.

B«id*t tht Sponiot thwa'f tht Timtbuytf, Ui« Station
M«nt9t>, tht Account Extcullvt, tht Ridio Director.
While our supply Ititi tht ttl It youn — frtt — with youi
lubioiption to SPONSOR. Jutt uit thtcoupon btlow
or writt to SPONSOR,

40 W. 5S St., Ntw

York 19

' Sounds like Jaro Hess will wow 'em at the office — so send
me all five pictures and enter my subscription to SPONSOR

FREE, with your subscription to SPONSOR ;
C$5.00 per yearj
(e\tra sets sold to subscribers at $2..i0 each)

|

Nan-.e .
Firm.
[ City.

-:

WMMD
PEORIAREA

ACCOUNT
EXECS' LAMENT
[Continued Jrom pane 37)
network, magazine, billboards, car cards,
or whatever he was peddling could best
accomplish what we were trying to do.
Someone ought to tell advertising salesmen when and where to stop selling.
One complaint voiced repeatedly is
radio's lack of promotional activity at
manufacturer's saleS'Staff level. An
count executive with a candy client
cently found it impossible to convince

the
acrethe

client's sales manager that a network
show should be renewed. The program
had a fair rating. The sponsor identification figures were better than average.
The sales increase for the year was higher
than for 75% of the rest of the sweets
industry. Yet in spite of all of this the

-^^:

sales
His manager
reason? said "no".

20,000

WATT

FM BROADCASTING
WMBD advertisers can now reach
more homes with FM sets in rich,
prosperous Peoriarea than ever
before. WMBD now gives the EXTRA coverage of full power full
time FM . . . full duplication of all
AM programming. A bonus to advertisers at no added cost and a PLUS
service to the many thousands in
Peoriarea with FM sets.

"The men on the road don't think the
program is good advertising."
The account executive couldn't budge
the sales head. As the former phrased it,

^JS^^S'^

That's what

you want, isn't it? listeners at

lowest cost? That's what
in the

Metropoliton

Paul Market

which

WMIN

gives you

Minneapolis- Saint

accounts

COS"«

for nearly

half Minnesota's retail sales. What's
more, WMIN gives you high-power FM
coverage

at no extra

cost. Give

the opportunity to prove WMIN's
iveness inthis Important market.

Forjoe
effect-

"Every other medium we are using has
representatives at clients' national and
district sales meetings, except radio. No
one tells our men in the field what radio

ST.

PAUL

RIPKISENTtD

• MINNEAPOLIS
BT

FORIOI

A

COMPANT

means except the firm's advertising manager, and his responsibilities don't include
being
spokesman."
Thisradio's
account
executive went further.
He said that when his client was spending

Hew Facilities
For AM and FM. New power . . .
new transmitter . . . new location!
Result: 20' f more daytime AM
coverage; 100% more nighttime
coverage. To be announced soon.

Advertiser
BMuses
REMEMBER — WMBD in all
cases gives network advertisers a
bigger Hooper than the national
ratings . . . gives a bigger share of
the audience than all other Peoria
stations combined.

Fr««
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Affiliate
A

P«t«rt,

radio should tell its story to the sponsor's
sales staff. "I know," he lamented, "that
no one station had a big enough schedule
from us to justify its spending a great deal
of money promotionwise at one of our
client's sales meetings. Still, we were
spending a solid slice of our budget in
broadcasting and no one was available to
tell the medium's story to the men on the
firing line. If the salesmen aren't sold on
a form of advertising, it isn't long before
the medium is dropped from the schedule."
While account executives dislike pressure being brought to bear on them to override the recommendations of their media
departments, they IxMiioan the fact that
broadcasting's contact men don't visit
them often enough with information
about the medium. "I'd like," pointed
out one account man, "to see one radio
salesman who wasn't trying to sell me but
who was trying to service me. A half hour
with a well-informed salesman has paid
off, for me and ultimatel>' for him, in
thousands of dollars of advertising. I

PEORIA
CIS

over $1,000,000 a year in spot broadcasting not once did anyone station, station
representative, or the NAB suggest that

• SOOO

Watt*

Inc.,

Nat'!.

|
Rtpi.

don't mean," he continued, "that I have
(Please turn to page 124)

BILLION
DOLLAR MARKET
spread over two states
Take

our BMB Audience Coverage Map, match it with the

latest Sales Management "buying
power" figures, and you'll see
ttiat KWFT
reaches a billion and
a half dollar market that spreads
over two great states. A letter
to us or our "reps" will bring
you all the facts, as well as current availabilities.
Write
today.

KWFT
THE TEXAS-OKLAHOMA
Wichita

Falli— S.OOO

STATION

Wain— (.20

KG— CBS

Represented by Paul H. Raymer
Co., and
KWFT, 801 Tower
•^n^'^wFT
Ssr Dallas
Petroleum
BIdg.,

SPONSOR

i

TV RATE CARD
{Continued from page 43)
$146.25 per week for 20 minutes in class
A time. This price includes film projection, but no rate is mentioned for runthrough (rehearsal) on films. The rate
card doesn't show the size of film print
that KTSL can handle. KTSL offers a
frequency discount of about 23^%, figured into the time rate.
KTLA quotes no 20-minute rates for
film or live. The 13-week rate for 20
minutes would lie somewhere between the
$213.75 for 30 minutes and the $142.50
for 15 minutes shown on the card. It
would have to be worked out with the
station or the station rep. Film studio
rehearsal time at KTLA is quoted at $15
per half hour, and the equipment is listed
as 16mm. A frequency discount of 5%
is figured by KTLA into the time charge
for 13 weeks.
In order for the client to plan point-ofsale promotion effectively, both stations
would also have to be queried for their
coverage data, since the exact areas may
vary considerably, just as they do in FM.
This holds true for virtually all TV
stations.
To reach viewers in the nation's capital,
advertisers have a choice of three Washington stations — WMAL-TV (ABC),
WNBW (NBC), and WTTG (DuMont).
On WMAL-TV, program rates include
16 and 35mm film facilities. There are
A-B-C time brackets, and a sliding scale
of frequency discounts. The 13-week film

i

rate for the sponsor's 20-minute program
in class A time would be $142.50. A rehearsal ratio of two units of rehearsal time
without extra charge for one of air time is
listed, but not defined to cover film runthrough. It might, and it might not.
WNBW has recently announced its
official rates, and prices no longer have to
be requested. Film facilities at WNBW
cover 16 and 35mm.
WTTG lists class A and B time brackets. Prices are net. A six-to-one ratio of
rehearsal time to air time is quoted as
required, unless the station considers that
a program needs less rehearsal. "Studio
rehearsal" is charged for at $25 for the
first hour, $15 for the succeeding hours.
Again, checking is necessary on several
points before any real timebuying for
Washington can be done. Time is consumed in wiring, writing, or phoning the
stations.
Philadelphia is next. The Quaker City
has three TV stations, WCAU-TV (CBS),
WFIL-TV (ABC and DuMont), and
WPTZ (NBC). WCAU-TV has an unusually good film staff and equipment for
both 16 and 35mm.
The charge for runOCTOBER

1948

ning a20-minute film is $ 106.88 net. For rehearsal, only live studio rates are shown
by WCAU-TV. Time is divided into
classes A, B and C.
Like WCAU-TV, WFIL-TV divides its
card into live and film rates, but all time
is considered class A. Discounts are given
on live programs, but not on film, and are
guaranteed for 26 weeks. The 20-m nutepcr-week film rate on WFIL-TV is $75.
Camera rehearsal on both film and live is
at the rate of $25 per half hour minimum.

WKDA

The station's facilities are for 16mm only.
WPTZ gives rates for both live and
film. Prices are net. The per-week cost
for 13 weeks on a 20-minute film program
would be $75. No rehearsal rate on film
is quoted, although a live rate of $50 per
hour is shown. WPTZ can handle either
16 or 35mm.
Since several variables exist, no immediate buying could be contemplated for
Philadelphia.
The situation repeats itself again and
again in other markets as the schedule is
slowly worked out. Rehearsal costs are
often vague or not shown. Rate protections also are often not shown. Rate cards
fail to define the rhinimum and maximum
length of contracts. The ratio of commercial to program time is not always
clear, nor is it the same on any two stations. Commercial acceptabilities are
governed loosely by AM standards, or the
NAB code, or not at all. Other variables,
such as live announcements integrated
into film programs, have to be arranged
individually. Special discounts, which
apply to only part of the over-all cost of a
program operation, must be watched for.
(Example: WTMJ-TV, Milwaukee, gives
a 10% bonus discount after 52 weeks
This can, however, be applied only to the
"transmitter" charge in the lowest weekly
net billing, and not to the extra charges
for film studio use and program facilities
charges.) Live programing brings additional problems of rehearsal, set costs, art
work, titles, special video effects (trick
opticals, stock-shot film clips, etc.), and
so forth. Remote telecasts, such as
sports or special events, must be worked
out financially as well, since TV remotes
are so far many times more diflficult to set
up than radio remotes.
TV rate cards will in all probability be
standardized, much as they have been in
AM, with uniform definitions for station
services. Until that time, TV buying will
have to be done with the aid of sweat and
black coffee. It is physically impossible
for an agency to give short-order estimates in television. For better or for
worse, TV rate cards are as yet only signposts on the road to TV timebuying. * * *
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to see these salesmen after business hours
and talk about my favorite sport. I'm
perfectly happy to see them between 10
and 4, as long as I know they won't strug'
gie to sell me for every second of the

can do a real job for you!
The Texas Rangers, stars of stage,
screen, and radio, are America't
largest and finest group, playing and
singing Western tunes. The Texas
Rangers have just released a new
Bibletone "Cowboy Hymn" album
—first of its kind.
The Texas
Rangers music is
anscribed vertically for high fidelity— America's only vertical cut
transcriptions of western music
You'll find them ideal for either
FM or AM. They are priced right
for your market and your station:

THE

KEY

TO

QntAct/t ^//i/t/mcta

interview.
Information sells too."
Account executives who don't control
accounts have, say they, an unhappy life. job, but it's the job of the medium to
They are constantly worried lest their ac- deliver facts not fancies to me. I want
counts be cut out from beneath them by
them all in one package when I'm about
new-business men of other agencies. Fre- to justify our agency's selection of radio
quently the account executive goes to the as part of a campaign. Not a single network or station has been able to supply
client armed with instructions from his
agency's plans board, but when he arrives me with what I require at the Board of
he finds that to follow instructions would
Directors' table.
"Sometimes I bring along our radio
be suicide for him and the agency. He's
required to be more than a diplomat. He head to a client meeting, but although he
must, say most of them, be a magician has an amazing record of successful probesides.
grams and commercials behind him, he
"It would be fine," says a young ac- fumbles when he attempts to justify the
count executive, "if I had only to keep my use of his medium to sell. Our media
client happy. That isn't the case. I walk men can spout all sorts of figures on the
a tight rope. I have to keep my client use of the other media — even come forth
happy and still satisfy the copy man, the with information on sales increases
art director, the radio vp, and the research through the repackaging of products —
but when it comes to information on
executive of my agency that I'm carrying
the banner for good old XYZ. Seldom do
effectiveness of broadcasting, they're
our copy vp and radio director see eye to
stopped. Even our agency's research department becomes confused when preeye. There have been times when I've
left to see a client with instructions that I
senting case histories on broadcast advercouldn't follow even if I had four
tising. They have information available
from
Nielsen,
Hooper, Industrial Surveys,
shoulders on which to carry water."
These contact executives seem to have Pulse, Schwerin, and a number of lessa general lament, in so far as radio is con- known survey sources, but when they put
cerned. They just don't know what it's
all about. No matter how much information they're supplied, they have discovered, countless times, they don't have
the answers the client desires.
For years account men have been told
that radio is a "new" advertising medium.
They've used that approach countless
times, when cornered on a problem for
which they've had no answer. Suddenly
they're finding that it's wearing thin.
"For years," says one of these contact
men, "I've been told that broadcasting is
an infant advertising medium. How
young can you be? How long does an
industry wear three-cornered pants?"
They feel it's time that broadcasting
delivered to them something to replace

MINNESOTA'S
IRlPll MARKET
♦ SSll.OOO IN n K\A I lONAL visitor'.
♦
♦

34.000 MITROPOLH AN residents
8". 200 RURAL consumers in the primary
coM'r.iKC .irt,!.

EVERYONE

IfDAf

Minn

Network

DIALS TO
lml%WV
N. W. Nolwork
Southern Minnesota's
Oldest
Is/uh/ifhei/
;9f5 Radio Station
IN

ROCHESTER,

MINNESOTA

Nationally i«prcttnted bv the John E Pearson Co.
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cast advertising successes. I also know
that there are many advertisers who have
used network radio and dropped it. What
I would like to know is the reasons for
both the successes and the failures. Trade
publications endeavor to supply me with
the information I need to do a creditable

its "youth" as an answer. They realize
of course that advertising itself is ver>'
young. Far less than a century ago advertising was a never-never land without
a guide, without a sales curve. They
don't expect any advertising medium to
have all the answers, but they do expect
that there will be answers available to
them on standard questions.
One contact executive expresses himself directly. He says, "I know that
there have been a number of great broad-

them all together ihey spell 'zero.' They
don't enable me to justify our use of
broadcasting. It's a great advertising
medium don't misunderstand me. I'm
not anti-radio. I just don't want to look
like a nincompoop when I sit in on budget
meetings with m>' clients' Board of
More than any other group at an advertising agency, account executives need
Directors."
constructive help from media. Since
broadcasting is a personal advertising
medium which comes into the home of
practically everyone concerned with advertising, the a.e. requires more assistance
from radio than he has to have from other
media. And if the account executives to
whose complaints sponsor listened are
an adequate cross-section (and sponsor
believes that they are, since agency men
from New \ork, Boston, Chicago, Pittsburgh, Detroit, Philadelphia and a
numt)er of nonmetropolitan areas were
sampled), broadcasting gives them less
than any other national media.
Account executives know that they are
in the middle, and that no matter what
they do they can't satisfy everyone.
There are few jovial account executives
and broadcasting, as a medium, hasn't
helped sweeten their temperaments. * * *
SPONSOR
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on a fixed panel basis of ten cities (15 staRequired— Eternal Vigilance
tions for the network report, 19 stations —
Niles Trammell, when he introduced
some nonnet-for the national and rethe
new NBC code to the press 17 Sepgional spot as well as local-retail reports).
tember, stressed the fact that even a great
network like NBC is composed of humans
and makes mistakes. As though to underline human frailty. Jack Gould, head of
Why No "Sponsor of the Year!"
the
New
York Times radio department,
After intensive fact-finding, sponsor
pointed out in his Sunday column on 19
has decided not to select a "Sponsor of the
Year" for 1948. No advertiser during the September that despite the strict regulations against crime and myster> -type proseason just past brought to the air a programs before juvenile bedtime, NBC was
gram or commercial technique which in
our opinion would justify his nomination. producing and airing Frank Merriwell
We do not imply that creative broadcast each Saturday a.m., with an abundance of
advertising dropped to a new low duiing murder and mayhem.
the
that
that
way

1947-1948 season. We mean rather
no advertiser attained new heights —
no user of the medium found a new
to sell through the air.

The violation of its code might be explained as just carelessness, if Merriwell
were just another NBC sustaining show.
It isn't. NBC has spent important
Last year, sponsor honored Pau' sums of money promoting it. The fact
Weeks Litchfield, head of Goodyear Tire that it was permitted on the NBC air is
and Rubber Company, for proving with indicative of the need of haid-hitting reTV Trends
The Greatest Story Ever Told (ABC) that a
porters like Jack Gould and an energetic
trade
press
to serve as watchdogs.
sponsored
program
without
a
single
woid
With this issue sponsor publishes the
of
commercial
could
do
an
outstanding
first of a series of monthly TV Trends.
NBC's new code is one of the most
Television has now reached the commer- selling job. Later in the year, other or- efiective instruments of its kind which has
ganizations acknowledged the rightness of
cial status which justifies a detailed status
come forth from any netwoik or association. As Niles Trammell stressed, the
report. Since TV Trends, based upon sponsor's choice by heaping further
Rorahaugh TV Advertisirig Report, starts honors on Mr. Litchfield and his com- most beautifully-conceived set of regulapany. We know of no disagreement with
with the virtual birth of visual broadcasttions will mean very little unless it is used.
sponsor's
tribute.
ing as an established advertising medium,
NBC has policed its nighttime air careSPONSOR has been able to devise a form of
This year the industry is in agreement
fully while permitting crime to invade the
charting which reports to advertisers and again — no sponsor made a major contri- daylight hours. Now that the finger has
bution to broadcast advertising, ergo no
the advertising industry on the growth of
been pointed at Merriwell, it's certain that
all three of its phases: network, national sponsor deserved the accolade "Sponsor crime will exit from NBC's Saturday a.m.,
just as it has from all other segments of
and regional spot, local-retail.
of Sponsor
the Year."hopes sincerely that next year
NBC's
before-late-evening hours. The
In order to most accurately gauge TV's
giowth, TV Trey^ds not only chronic les the (1948-1949) it may again pay homage to price of the right kind of broadcasting
upward spiral of nationwide sponsorship a sfxjnsor for pioneering in commercial continues, like that of fredom, to be
of television but also measures its growth broadcasting.
eternal vigilance.
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Applause
THE MAN

WHO

WOULDN'T

This is a story on sponsor, and on its estimable contemporary. Sales May^agement. But more than that it's the story
about a man who refused to let figures befog his judgment.
A couple of months ago Sales Maymgemerit in association
with the Grocery Manufacturers of America completed a
study revealing how field salesmen for large food manufacturers rated the several advertising media used by their
firms. The survey showed network radio first, various black
and white media following, and sjx)t radio last. Sponsor was
gcncrcusly notified of the results in advance of publication
and pointed them up in its August issue as an indication of the
lack of appreciation of the sp<it medium by sponsors, and a
subsequent lack of appreciation by their empk)yees.
.S\i/c5 Manageyyicnt published the survey in detail.
Among the people who read the report was T. J. Flanagan,
newly-appointed managing director of the National Associa126

""^

BE FOOLED

^w: .""^'

tion of Radio Station Representatives and previously president of the Penn Tobacco Qimpany.
Mr. Flanagan read it . . . but he couldn't believe it. Over
a many-N'ear period on the buying side of the business he had
learned that, key men among advertisers lacked high regard
for spot. He accepted that. But he knew that out in the
field salesmen were greatly impressed b\ what spot accomplishes inopening outlets and stimulating sales. Something
was wrong, and he decided to make a check. Before long
Mr. Flanagan solved the puzzler. It was strictly mathematical. But you had to look for it to find it. It lifted spot
from the cellar to a commendable place (4th) in the rankings.
We understand that Sales Afcnui,<jc')>u')i/ is rectifying its
official tabulations and this is our apology.
We think that the National Association of Radio Station
Representatives has found a good man.
SPONSOR

J

If You REALLY Want to Know..
IF you

lo know

really wanl
whether an adverlising campaign

will work, there's one sure way to find out
. . . TRY IT. If you really want to know if a
product or package is right, a selling theme
strong . . . TRY IT. And you can try it in
WLW-land in a manner not possible elsewhere. For WLW-land is a true cross-section

tisers know their problems and solve them
. . . whether these problems relate to distribution, packaging, product, dealer and consumer attitude, or what. And with "know
how" peculiar to the area, plus manpower
to do the job. The Nation's Station is in a
position to give service that is truly unique.

of America — an ideal proving ground for
new products, new ideas, new techniques.
In WLW's Merchandise -Able Area live
thirteen and a half million people. Here are
rich folks and poor. Here are farming hamlets and mighty industrial cities. Here are
parts of the east, the mid-west, the north and
the south. Here is a true mirror of America
in all of its varied aspects.
And here is a great radio station, covering
the area as a network covers the nation —
dominant in some cities, less dominant in
others — reaching millions of people every
day, but like any other medium or combination of media, not reaching all the people
all the time. The conditions your selling
effort will face in WLW-land are those it will
face elsewhere. Truly, as WLW-land goes,
so will go the nation.

AMONG

WLW'S SERVICE FACILITIES . . .

People's

Advisory

Council

to determine program preferences and for
general consumer market studies.

Consumer's

Foundation

to determine consumer
ucts and packaging.

Merchandising

reaction to prod-

Departments

to stimulate dealer cooperation, check distribution, report attitudes, etc.

Test

Stores
to check potential buying responses, effectiveness of new packaging,
displays,
etc.

Buy Way

monthly merchandising newspaper
tailers and wholesalers.

Specialty

for re-

Sales

senior drug sales force to help secure
basic distribution or supplement current
sales or distribution.

But that's only half the story.
Not only does WLW's Merchandise-Able
Area provide an ideal proving ground,WLW also offers facilities and services not
equalled by any other radio station. Selling
"time-on-the-air" is not the beginning and
end of its service to advertisers. Rather,
WLW believes it is a duty lo help adver-

THE

NATIONS

MOST

MERCHANDISE-ABLE

STATION

No matter how you look at it—
ivy IV leads in all 5 categories
across the board
CURRENT

STATION

STANDINGS

WEEKDAY MORNINGS
WEEKDAY AFTERNOONS
EVENINGS
SUNDAY AFTERNOON
SATURDAY DAYTIME
TOTAL

RATINGS

• Look at It anyway you wish, here's exciting news from Cleveland,
news important enough to make anybody sit up and take notice:
WJW
is delivering more listeners at all times than any other Cleveland
radio
station. Above you see this startling news told in figures, figures
that
mean

WJW

gives you more listeners at a lower dollar cost than any
other radio station in Cleveland. Look at the record and
make up your
mind to get more for your advertising dollar with WJW.
BILL

ONEIl,

Preiideni

BASK

ABC

850

Network

REPRESENTED

5000
NATIONALLY

BY

HEADLEY

REED

KC
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